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EARRING GUARDS 


NEW OVER-THE-COUNTER ITEM 





TH A READY-MADE DEMAND... 


ECESSITY FOR 


RY WOMAN WITH EARS 


‘Comfysafe’ EARRING GUARDS are hollow-formed discs of stainless 
steel that snap onto the screw ends of earring fasteners. They pro- 
vide a non-slip grip that holds securely with only light pressure on 
the ear. NO MORE LOST EARRINGS, NO MORE PINCHED EARS! 
Every woman has been wishing for something like this, and will eagerly 
part with fifty cents for the comfort and safety ‘Comfysafe’ EARRING 
GUARDS will bring. You can sell her a set with every pair of earrings 
she buys, and for every pair she now owns. They fit all screw type 


earrings. 









Each pair mounted on a tent folder 

(shown actual size) that will stand in 

your showcase. Dozen pair to a card 

(right) designed for self service. Price 

to the Jeweler, $3.00 per card. Retail 

50c pair, exempt from Federal tax. 
Licensed Manufacturer 


CHEEVER, TWEEDY & COMPANY, INC. A. SAUER & COMPANY 


North Attleboro, Massachusetts KON-ITE BLDG., CINCINNATI 2, OHIO 
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The Cover 


Tradition and skill are factors that 
have put time on the side of the 
jeweler. But time flies! What are you 
doing to keep it on your side? Ask 
yourself this question after a study 
of the articles beginning on page 85. 
(Cover illustration is shown through 
courtesy of Gubelin & Co., world 
famous manufacturing and retailing 
jewelers of Switzer!and. 
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P. M. FAHRENDORF, President 
and General Manager 


LANSFORD F. KING, Editor 

PETER SILVERI, Associate Editor 
THOMAS J. HIGGINS, News Editor 
MADELINE LOVE, Gifts Editor 
JOHN E. McGINN, Art Editor 


GEORGE BAKER, Washington Bureau 
KARL RANNELLS, Washington Bureau 
RAY M. STROUPE, Washington Bureau 
National Press Bldg., Washington, D. C. 


PAUL WOOTON, Washington Member o' 
the Editorial Board 


JOHN J. BOWMAN, Technical Consultant 
DR. FREDERICK H. POUGH, Gem Consultant 
WINIFRED PARKER, Fashion Consultant 
VIRGINIA DIXON, Display Consultant 
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ROBERT WATSON, Production Manager 
A. V. ANSEL, Reader Service Manager 


New York 


ROBERT H. CARROLL 
RAY V. LAWRENCE 
MADELINE LOVE 
ARTHUR J. TUVERI 
100 E. 42nd St., New York 17, N. Y. 
OXford 7-3400 


New England 


E. P. LINGHAM 
420 Ind. Tr. Bidg., 
Gaspee 1-528! 

10 High St., Boston 10, Mass. 
Liberty 2-4460 


Providence 3, R. |. 


Chicago 

WILLIAM E. COMISKEY 

29 E. Madison St., Chicago 2, Ill. 
CEntral 6-3735 


West Coast 

J. G. DAVENPORT & ASSOC. 

2412 W. 7th St., Los Angeles 57, Calif. 
DUnkirk 2-6254 













the big reason why 


Hamilton 
Mlinois 


mean more to you... 












.. . Hamilton gives you 


profit you can keep. 


Everything Hamilton does (and 
it’s plenty) backs the retail 
jeweler one hundred per cent. 


That’s why more and more 





jewelers will be selling 
Hamilton and Illinois Watches 
this Christmas. 


How about you? Are you back- 





ing the watches that back you? 


Jamilton IIlinoie 


most trusted name in Watches guaranteed and backed by Hamilton 


sold direct to retail Jewelers by the HAMILTON WATCH COMPANY, Lancaster, Pennsylvania 
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ANOTHER KARLAN & BLEICHER “PROFIT MAKER”? 


Yates’ Fan CY Hoddi iY IIE 


@ DIE STRUCK @ INEXPENSIVE 


@ SMARTLY STYLED @ EXPERTLY DESIGNED 


@ MASTERFULLY CRAFTED 


i) 


| 
NS, 


+ 44085/2 #44085 /3 
7—.01. to .02 pt. 10—.01 pt. 


+ 44085 /5 
11—.01 to .02 pt. 


+ 44085 8 +44085 9 
11—.02 pt. 11—.01 pt. 


MARLAN & DLEICHE, 
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#44085/11 TOP 
#44085 SHANK 


Also Available 
As Findings 


dita 
ULES 
AVAILABLE 


Shown Mounted 
for Illustration 
Purposes Only 


+ 44085 10 


10—.01 to .01'2 pt 


FOR QUALITY LADIES’ & GENTS’ STONE RINGS —ITS 
FALCON STONE RING MANUFACTURING COMPANY, Inc. 
A DIVISION OF KARLAN & BLEICHER 





186 WEST FOURTH STREET NEW YORK /4N XK offices IN CHICAGO AND LOS ANGELES 
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Naturally this set is attractively pack- 
aged in the luxurious Simmons leather 
brown box 





This distinctive men’s set by 





Simmons — smartly crafted in heavy 


sterling silver — is one of the 
fastest-selling sets in the trade. Order your stock 


for Christmas now! 


ORDER BY NAME: 
SSMS #1244 
(SUGGESTED KEYSTONE $11.00 PLUS TAX) 


CUFF LINKS SSCL #124 
TIE CLIP SSTK #124 


R. F. SIMMONS COMPANY 
ATTLEBORO, MASS. 


MAKERS OF QUALITY GOLD FILLED JEWELRY FOR 60 YEARS 
SOLD THROUGH A SELECTED LIST OF WHOLESALE JEWELERS 


Canadian Distributor: 
JACK W. LEES, 44 King Street West, Toronto, Ontario 
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This higher fishtail-type setting is in perfect step 
with the current style trend. It is the highest we 
have made with straight sides. 


And, whether it is used singly in a shank, or to 
make two or three stone mountings, it makes 
assembling easier. 


Furthermore, its improved construction provides 
exceptional advantages: 


The diamond is held safely and securely by 
strong corner prongs. 


Oly 


Neries 720 


Bead corners and top give a neat, finished 
appearance. 





Light wn weight, it combines beauty with 
safety. 
Made of 10% Iridium-Platinum, #839 Jewelry 


Palladium and Gold in 10 Stone Sizes from 14 to 
214 carat. 


954 @ aed & cCOo., INC. NEW YORK « SAN FRANCISCO 


113 ASTOR STREET, NEWARK 5, NEW JERSEY CHICAGO + LOS ANGELES 





ALL SETTINGS, FINDINGS AND WEDDING RINGS ARE DIE-STRUCK 
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AMERICA’S LEADIN 





CWC. 


MANUFACTURERS 





SHERATON - 
BILTMORE 
HOTEL 


Providence 
Rhode Island 


Jewelry Center 
of the World 




















Apply To Room 209 — Sheraton-Biltmore Hotel, 
Providence, Rhode Island, for 
Jewelry Showing Registration 


| Apply Direct to Your Favorite 
Providence Hotel for Room Accommodations 
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| Buying or assembling diamond 



































_. rings piece-meal incurs... higher 




















costs...lower profits. 









































EVERY Bristol Ring is created 
‘in our own factory from start 
to finish by skilled craftsmen. 






























































/ “A true manufacturer can inter- 
change metals, settings and 
‘ornaments. We give you this : 
service and quick delivery too. 













































































choi US! 


BRISTOL SEAMLESS RING COMPANY 


Manufacturers of Fine Rings 


71 NASSAU STREET- NEW YORK 38, N.Y. 
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SUREST-SELLING FEATUR 


) BACKED BY THE MOST EXTENSIVE, MOST DRAMATI 
ADVERTISING IN JEWELRY HISTORY! 


> 


— 


pene 





{YOU'VE SEEN IN YEARS! 


If Over 200 TV Stations—The World’s Greatest Advertising Network —Reaching 
More People — More Often—Than Any Other 
Watch (Or Product) Ever Created ...In Every TV Market In The Nation! 








GODDESS OF TIME “D”’ 
17 Jewels-2 Diamonds 
Expansion Bracelet 
$5950 


Also available in white 





y ” U | GODDESS OF TIME "B” 
GODDESS OF TIME "F”’ ee mere i eo 17 Jewels-2 Diamonds 


17 Jewels- 4 Diamonds $4950 
Expansion Bracelet 
$7150 


Also available in white 


Also available in white 








Styled Réghet~ Radiant With Diamonds 
Cimcod. Reipht~ Velease Date (ctor 15th 
- Phiced Right: 


eet — a. ee ee ae aS ee ye 
Sete fe eee a 
oN, ot Th ae Rc. Wee 


= Only $4950 @ $5950 @ $7}50 


BE SURE YOU HAVE SUFFICIENT MERCHANDISE, 


DISPLAYS, MATS AND OTHER TIE-IN MATERIAL! 
For Whatever You Need, Write or Wire 


BULOVA WATCH CO., Inc. 










BULOVA PARK FLUSHING 70, N.Y. _—_— 















Promoting interlocking 


bridal sets is the wisest Sf Kany 2 





kind of merchandising 


>. 
«. 
a2 ea 
>. * 
.* 






Soee. 
Or oa LAs tsps 


eo te. 


OFFERS... 


Tried and Proven Mechanical if Ti 
Tried and Proven Selling Kes -~ 


Tried and Proven C it Londowhip 
Tried and Proven Non Selling Tlodps. 



















Over a million Feature Lock Interlocking Rings sold 
AMERICA’S MOST in only a short time is tried and proven testimony for this 
greatest achievement in over 100 years of ring making. 
BEAUTIFUL Make sure, when you promote interlocking rings, that you 
BRIDAL SETS are building for the future. “Your Future is with Feature Lock.” 


SOLD THROUGH AUTHORIZED DISTRIBUTORS. 





FEATURE RING CO., INC. e 126 WEST 46th STREET e NEW YORK 36, N. Y. 
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BULOVA creates the great new watch series: 


fFPet ese et eS eS SESE SE SE ESE SE eee eee eee eee 


‘GODDESS OF TIME: 


eee st ee ee ee ee ee ee ee 


Br etton gives you all the watch band sizes for the 


Goddess of Time... preventing sales losses and sales delays! 





Sa a. 


% a 





For Baloia 1G saidess of Time Watch No. 6028  — 
ae For Bulova Goddess of Time Watch No. 6030 


Now you can accurately and instantly fit customers with larger 

or smaller wrist sizes with the exact, exclusively designed style for every 
Bulova Goddess of Time Watch... Because only Bretton gives 

you the Goddess of Time Watch Band In-Stock Size Package, assuring you 


of the right band, the right size, at the right time! 


The package contains 16 bands on famous 
Bretton Space Savers: LONG - EXTRA LONG 
SHORT - EXTRA SHORT 


The entire package costs you $53.00 


To retail for $175.20 F.T.I. 


Bretton sales representatives are on their 
way to introduce the Goddess of Time Watch 


Band In-Stock Size Package to you now— 





or, for immediate information, call, write or wire: 


BRUNER-RITTER, INC., 630 Fifth Avenue, New York 20, N. Y. 


We are prime contractors in the defense effort. 
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tn same CROMPTON WILL BE GLAD 
TO SUPPLY YOU WITH A LIST OF BOX MANUFACTURERS 
WHO WILL HELP YOU DESIGN A PRACTICAL. 


EXCITING PACKAGE FOR YOUR PRODUCT 


(CROMPTON 


Velvet or Velveteen, for handsome, durable boxes! 





If you would like to build up the future of your men’s jewelry business, we suggest you investigate the long-range 
selling power of the box lined or covered with Crompton Velvet or Velveteen. Here you see illustrated some striking 
containers for specific products which take full advantage of the show-off talents of these luxurious, glowing fabrics 
...- PLUS suggested re-use virtues of these boxes. 
Your boxes made of Crompton Velvet or Velveteen are more than just temporary expedient packages for your prod- 
uct ... they are beautiful, decorative items in themselves. . . miniature treasure chests for storing knick-knacks, 
etc. With your trade name permanently inscribed on its rich, velvety surface, your box will continue to do an 
advertising job for you even after its immediate contents have been exhausted. 
If you’re selling men’s jewelry, cigarette lighters and cases, tie clasps, cuff links, buckles, watches and watch chains 
. .- show them off in luxurious boxes made of Crompton Velvet or Velveteen. They’ll sell fasterv to both men and to 
the women who buy things for men. Crompton-Richmond Co., Inc., 
The Pioneer of American Corduroy & Velveteen— Est. 1807 
1071 Avenue of the Americas, New York 18, N. Y. Ck) 
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JEWELITE. 


A new Superior 14 Karat White Gold 
and Palladium Metal. Possesses un- 
usual workability for Rings, Watchcases, 
Bracelets, etc. Contains No Nickel—Stamps 
and casts exceptionally clean. 








SUPPLIED IN ALL FORMS 


*TRADEMARK APPLIED FOR 


SETTINGS and SHANKS 
in PALLADIUM and GOLD 


SERIES 485 SERIES 570 








HONESTY ACCURACY 
KARAT REFINERS & SMELTERS  _ JEWELERS 
GOLDS FOR HALF A CENTURY PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON nc. 


25 West 47th St. © Phone JUDSON 2-3095 New York 19, N. Y. 
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"Since establishing a full scale 
advertising program in the 'yellow ; 
pages' our telephone order business 
has shown a 300% increase." 





















Goldstein Bros. 
Fort Worth, Texas 









Goldstein Brothers advertise in the 
‘yellow pages’ under 15 headings including: 





Jewelers like Goldstein Bros. in all parts of a Cameras 
th 6 9 
e country tell "= how the aor pages Gift Shops on 
of the telephone directory are helping them 
Jewelers— Retail Watches — Repairing 


reach more prospects than ever. 
. Electrical Appliances 
Most of them advertise under separate ‘yellow aad 


pages’ headings to cover every product.and They use Display ads and listings of various types 


service they supply. 








Are you using all the headings in the ‘yellow 








pages’ where prospects are likely to look 
for you? 








(B) 


—w To find the best headings for your business, call the telephone directory representative at your telephone business office 
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“Judgement 
is Korced Upon Us 


by Experience’ 


—Samuel Johnson 








| 
| 
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HEN OMEGA INTRODUCED its limited dis- 

\ \ tribution policy at the first of the year and 

announced its firm policy outlawing the cutting 

of prices and severing connections with dealers 

who engaged in the practice, its judgement was 

based on long experience throughout the world 
with the evil known as the “‘loss leader.” 


Fully fifteen years earlier, in many other 
lands, Omega had seen this same evil, born of 
indiscriminate distribution, attacking the secu- 
rity of reputable jewelers. And, therefore, 
Omega had boldly limited its distribution .. . 
with the result that the business of its selected 
dealers prospered materially and Omega’s own 
sales multiplied many fold. 


Thus, in more recent times, when Omega saw 
history repeating itself here in America — with 
the loss leader, in the hands of a few unscrupu- 
lous men, threatening reputable jewelers and 
undermining the foundations of the quality 
watch business itself — then Omega based its 
bold judgement on its hard-earned past experi- 





ence. In the words of Oliver Cromwell, Omega 


decided that: 
“A Few Honest Men are Better than Numbers” 


For this is the very crux of the world-wide 
policy by which Omega has established the prin- 
ciple that one good, enterprising jeweler — prop- 
erly supported by Omega’s national and inter- 
national advertising and renown, and with a 
proper respect for the tenets of honest merchan- 
dising — can produce greater sales at a higher 
profit than a cut-rate dealer who is not respon- 
sible to the ethics of his industry. 


And, while it was primarily to strengthen our 
own fortress, it was also our earnest hope that 
the entire industry might see the need for setting 
up similar bulwarks against the common enemy. 


As we approach the Christmas season, we 
feel it is time to report how Omega’s new policy 
has been received. You have heard Omega’s 
side of it, but what do jewelers themselves say 
about it? What is the Judgement of the Jewelers’ 


Experience? 
(Turn page) 





TO THE INDUSTRY: 


So that the entire jewelry trade may see just how the 
principles of Omega's new distribution policy can be 
applied to benefit not only the Omega dealer but all 
reputable jewelers and their suppliers as well, some of 
its basic precepts are set forth here, in the hope that 


striving to raise the level of our industry. 


they will be of real interest to all who are genuinely 


OMEGA Pagel 





“*By a Small Sample You May Judge of the Whole Prece’’ 


—Miguel de Cervantes 


From California, Oklahoma, Michigan, Mississippi and Maine they 
come...from jewelers and State Jewelers Associations... from Omega 
dealers and dealers in general they come — these letters, unstinting in their 
praise, full hearted in their support. We quote but a few paragraphs: 











5 fo 


*- £3, Hadcontbo. 
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MINNEAPOLIS 


You and your representatives have kept this fine watch in 
the hands of the legitimate jewelers of which you know we 
are but a small few. By doing this, you have these fine 
jewelers pulling for Omega 100 percent. I am confident 
that this policy and fine designing has meant that Omega is 
the number one watch in sales volume in our store. 


The only hope for the life of the legitimate jeweler is that 
the manufacturer of fine merchandise will keep it in his 
hands for legitimate distribution. Everyone in the fine 
jewelry business hopes and prays that this trend will be 
followed by many, many more of the fine manufacturers 
with whom we deal. 


STANLEY S. SMITH... General Manager 








nr 
©The Webb ©. Ball Co. 
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CLEVELAND. 15 


We wish to congratulate you on your new distribution 
policy, which has been in force for the past six months. 
While this is not a very long time for one to arrive at any 
definite facts as to the working value, we have noted a 
marked improvement on our Omega sales. 


You are undoubtedly on the right track and you may be 
assured that we will give our whole-hearted support. 


M. V. SHANE, President 


War Strasburg 


Suite 215 Cherokee Bldg. - 6636 Hollywood Bivd, 


Mollywsod 23, Califoraia 


I can’t help but feel that many jewelers will take your sug- 
gestions to heart, whether it be applied to Omega Watches 
or other Fair Traded items. I also feel that many manvu- 
facturers will realize that you are sincere in your desire to 
protect the good name that Omega has earned for itself by 
keeping it out of the hands of price cutters and other unfair 
competition. 


The example that you have set, I am quite sure, will be 
followed by many who are in doubt as to which course they 
shall take. 


Again, my sincere appreciation — and I know that I speak 
for many jewelers throughout the country when I say 
“thank you”. 


MAx STRASBURG, 
National Affairs Chairman for the 
CALIFORNIA RETAIL JEWELERS ASSOCIATION 


JEWELERS 24 KARAT CLUB OF SOUTHERN CALIF. 


Member, National Affairs Committee for the 
AMERICAN NATIONAL RETAIL JEWELERS ASSOCIATION 
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Cc. lL. SCHLOM 
JEWELER 
GREENVILLE, MIBBIBSIP Rr 


We should like to take this opportunity to commend you on 
your efforts to have jewelers everywhere offer Omega 
watches at no less than the fair trade price established on 
the watches. All your efforts in this direction are certainly 
helpful to the retail jeweler, as well as to the product. We 
certainly hope all manufacturers will make an all out drive 
to do the same thing. 


C. L. ScHLOM, JEWELER by Irwin D. Sachs 


JACCARD JEWELRY CORPORATION 
1017-1019 Watnutr Srneer 


Kansas City &. Mo. 


Any firm that tries to eliminate the unfair practice of price 
cutting is certainly to be congratulated, and we feel that the 
new policy on the Omega watches for distribution and con- 
trol is a step forward in the right direction. 


W. B. JACCARD 


> 








SLAVICK JEWELRY COMPANY 
422 7WEST SEVENT™ STREET 
LOS ANGELES 14, CALIFORNIA 


Tev.aemeoOnme VRinst« 97275 


Your plan for protecting our profit in these days of highly 
mounting overhead costs is appreciated, and we sincerely 
hope that through your leadership it will not be too long 
before others in the industry adopt a similar price control 
policy. 


You have our full support in your very fine program. 
A. E. CURRAN 
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Over a period of many years that I have been in the retail 
jewelry business I have had several disappointments in 
Agency distribution of watches. We have recently experi- 
enced one of these disappointments in a fine line of watches 
being sold to one of the most foul outlets possible. This was 
done over the advice of the local representative of the dis- 
tributor by the sales manager, which shows among other 
things definite lack of cooperation in upholding the honesty 
and dignity of the legitimate retail distributors of these fine 
watches over a period of many years. 


You may count on me and my store to cooperate with you 


in your fine program 100 percent. 
J. Marion DAYLEY 





TWENTY SAST FOURTH STREST 
TULSA 3, OKLAHOMA 


Sloans 


In drafting your new policy I am sure you had to consider 
a possible loss in volume, due to lesser number of agents. As 
no one appreciates a reduced volume, we hope you will be 
surprised and repaid with renewed interest and efforts re- 
sulting in sales to compensate your figures. 


Want to take this opportunity to congratulate you and your 
organization on the courage of your convictions in making 
this all important decision, and for the confidence you have 
placed in us, other Omega dealers and for your interest in 


the industry. 
GrorGE J. SLOAN .. . Sloan’s Jewelers 














CARL GREVE 
jeweler 


73) 5S Ww MORRISON STREET 
PORTLAND 6. CREGORn 


...it gives the first note of security for the watch industry 
that we have had since the war. 


You are tackling the problem the only way that it can be 
dealt with properly, by cleaning up the use of price cutting 


for leaders and improper distribution. 
CARL GREVE 








S. JACOBS COMPANY 


JEwELERSE 


waveict 40d. Stine MAavence ADELS~Cie, 2a. 


Congratulations on the new distribution policy. I want to 
commend you heartily for your forthright and clear-cut 
statement. In these days of pussy-footing and side-stepping 
on the part of so many distributors, particularly in the 
watch field, it is very refreshing to find a company that says 
what it means and means what it says. 


Since we have been one of the first to criticize systems of 
distribution which have been only partially honest, I want 
to be one of the first to commend you for your courage and 


determination. 
MAURICE ADELSHEIM 


A RESTATEMENT OF OMEGA'S DISTRIBUTION POLICY 


Omega’s primary object is the security and prosperity 
of its franchised jewelers. 


Its broad objectives include the stability not only of its 
own dealers, but of the entire jewelry trade. 


. he | 
Omega’s distribution henceforth will be through a more 
highly selected body of dealers operating on a franchise 
basis as hitherto, but with closer Omega cooperation. 


Omega has selected a list of jewelers it would like to 
work with. These are leading jewelers in each city or 
community, distinguished for their integrity, competence, 
progressiveness and standing with the public. Most of 
them are present Omega dealers. Omega sticks by its 
friends. In addition, a number of jewelers who do not 
now carry Omega will be franchised as soon as quantities 
become available. And in the future, new jewelers who 
come to the forefront will be welcomed to the Omega 
franchise as growing markets open up room for them. 


Omega watches are fair-traded under the McGuire Act. 
Their resale prices will be vigilantly maintained. 


6. 


Omega has discontinued selling to all jewelers whose 
shortsighted, destructive merchandising methods threaten 
to upset all U.S. business in fine watches. 


Omega will prevent the bootlezging of its watches by 
every means in its power. These means include a new 
practice: the serial number of each Omega watch will be 
recorded in our books together with the name of the 
dealer to whom it was first sold. Thus, any Omega watch 
can be traced to its original source. 


Omega will continue to sell only direct to the retail 
jewelry trade. And because fine watches deserve respon- 
sible dealer service, Omega does not sell to mail order 
or catalog houses or to house-to-house sellers or to 
post exchanges. 


Omega will intensify its unusually close support of 
jewelers. This means not only technical support and 
security against irresponsible competition, but an exten- 
sive program of integrated retail selling assistance. 


(Turn page) 
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(Continued from preceding page) 


How Omega’s New Distribution Policy Helps the Jeweler 


Omega’s distribution control policy is the first 
concrete step taken by anyone to correct a situa- 
tion that spells chaos for the retailer unless 


remedied. 


The jeweler’s responsibility is to help convince 
the public that the only way to buy a fine watch is 
from a reputable jeweler. 


Jewelers must employ modern merchandising 
methods if they are to retrieve the business lost 
to price-cutters. It’s not enough merely to place 
some samples in the window and wait for busi- 
ness. That’s what a price-cutter does — but he’s 
selling price, not quality. 


It’s up to the dealer to create desire in the 
minds of his customers — not for just any watch, 
but for one that can’t be purchased anywhere at 
a discount. 


How Omega Helps Dealers Do This 


1. Omega adds prestige. There are three main rea- 
sons why people purchase a quality watch. The first 
two, accuracy and beauty, are well-known. The third 
is prestige. Ihe prestige of a quality watch can be 
maintained only if it is sold through a reputable 
establishment — and no where else! That is why 
Omega watches are sold only in good, dependable 
stores throughout the world. 


2. Omega protects dealer’s investment. Selected 
distribution gives the Omega dealer complete assur- 


ance that his stock of watches will never depreciate— 
never be undersold—by any competitor at any time. 
He can afford to maintain a full inventory for greater 
selling and display attraction. 


3. Omega increases dealer’s profits. Although 
Omega is building large new additions to its factory 
at Bienne, Switzerland, Omega watches—by the 
very complexity of their production—will always be 
in short supply. Therefore, Omega feels it is sound 
policy for one selected dealer to sell 100 watches 
rather than dissipate profits by ten jewelers selling 
only ten watches. 


4, Omega provides concentrated advertising, 
Omega’s ever-increasing national and international 
advertising becomes, in effect, the dealer’s own 
advertising. It pin-points his store locally as Omega 
headquarters. Selective distribution has other impor- 
tant advantages. Omega can now afford to tailor its 
promotional support for the dealer’s exclusive benefit. 


And Omega places many services at its dealers’ 
disposal: unusual newspaper mats to make their 
advertising more effective ; radio and television com- 
mercials ; counter and window display cards; a sales 
manual for their store people, and a 50/50 coopera- 
tive advertising plan. These services can help dealers 
lift sales to new heights. 


Thus Omega dealers now have complete control 
of the product they sell, their investment is pro- 
tected, and their profits are assured. 





WORLD RENOWNED SYMBOL OF ACCURACY 


OMEGA 








- 
. 





655 Madison Avenue 
New York 21, N.Y. 


‘For the information of the jewelry industry, these 
are some of the benefits Omega's distribution policy 
brings to Omega franchised dealers. 


Only if jewelers in general request similar bene- 


fits will their suppliers be persuaded to provide the 
necessary protection. With their cooperation, tt 
will not be long before watches of quality and other 
fine jewelry will be sold only where they should be 


sold...by reputable jewelers. 












The power of LIFE 
in SEATTLE 


Louis Friedlander says: . 
a - ; The Friedlanders, (Jeft to right) Jack, Louis 
**LIFE’s consistent impact and uni- and Paul—vice-president, president and secre- 


versal appeal make it an excellent tary-treasurer respectively of Friedlander & 


way to reach the jewelry-buying pub- Sons, Inc., one of the top jewelry stores in the 
lie We handle manv LIFE-adver- Northwest for more than 50 vears. 
tised lines, and we see the immediate Members of the American Gem Society and 


, leaders in the jewelry business throughout their 
acceptance they receive. Our own J : s - 


a on region, the Friedlanders are also active in local 
tie-ins with LIFE have proven to be 


a affairs. At least one of their names can usually 
very successful merchandising be found among the directors of any important 


$9 . ° ° ° 
efforts. civic organization. 








First in circulation 
First in readership 
First with retailers 
First in advertising revenue 





9 Rockefeller Plaza, New York 20, N. Y. 
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Sales Training puts it over— 


($100,000 worth, yours for the asking!) 





GETTING MORE WATCHES into customers’ 
hands comes easier when sales persons are 
expertly trained. 


And Elgin has invested $100,000 to help 
you train your people to be better sales- 
men. We call it the Elgin Sales Training 
course. It’s designed by jewelers—for 
jewelers, consisting of five units from 


“knowing your customer”’ to “closing the 
sale.”’ 

More than 2200 jewelers are now reap- 
ing the benefits of this valuable, FREE 
course. Will you be 2201? 

See your Elgin representative or 
write: Sales Training Department, Elgin 
National Watch Company, Elgin, [llinois. 


For what’s new in the 


Ei we ii Bi 

Only Elgin has the 
heart that never 
breaks, the guaranteed 
DuraPower Mainspring 


watch business, watch - | (j | 


Elgin National Watch Company e« Elgin, Illinois 
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SETS THE PACE 
IN 
DENTIFICATION 


BRACELETS 








1/20-12 Kt. GOLD FILLED 
AND STERLING SILVER 
WITH “REPLACEABLE SHIELD”’ 


IN STERLING SILVER 
WITH E-X-P-A-N-D-I-N-G LINKS 








MESH IDENTIFICATION BRACELET 
ADJUSTABLE TO WRIST SIZE 
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Forstner Identification Bracelets are first in styling... 
workmanship .. . quality. That's why it pays—when you re 
Ordering identification bracelets—to look to Forstner first. JEWELRY’S NAME FOR QUALITY 





FORSTNER CHAIN CORPORATION, IRVINGTON 11, NEW JERSEY 
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ROS 2 FSGS 

oe 
Bek: 


oe 
SA? 
See 





America’s Most Highly Styled, 


Fastest-Moving Line of 


Fine Leather BILLEFOLDS. 


it’s 50% r* ROFIT for you 


... the biggest mark-up of any line of 
nationally advertised biilfolds! 


Billfold business is big business... and it'll be even bigger fo 
you this Christmas with Craftsman. Bigger and more 
profitable than you ever thought possible. Craftsman gives 
your customers the greatest value on the market, the kind 

of sell-on-sight styling found in no other line of billfolds, the 


she New York Times outstanding features that every billfold customer 
Magazine 


wants. And your big profits are guaranteed because 
Craftsman Billfolds are Fair Traded! 


Call your wholesaler today. Stock up and be ready for 
Craftsman’s big Christmas Advertising Campaign that wil 
have your customers asking for Craftsman Billfolds. 


I. SMALLMAN & SONS CO. 


47 West 34th St., New York 1, N.Y. © 10 Ontario St. W., Montreal, Canada, 





Reap a Harvest of 
Autumn Sales 


N 
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With these exclusive 


Watch Band Creations by 


KESTENMADE 


All the eye-catching beauty of distinctively 
different designing is stunningly styled into 
these KESTENMADE originals . . ready to 
help you reap a rich harvest of autumn 
sales now. 


Tell Your Wholesaler 
“Send Me KESTENMADE” 


~ 


KESTENMAN BROS. MFG. CO. 
Providence 3, Rhode Island 


A — No. 3R226 Petite G.F. $5.95 


B — No. 3542 Walton G-F. $5.95 
No. 9542 Stainless . . $3.95 


C — No. 4483 Capri G-F. . $7.95 


D — No. 3569 Halfmoon G.F. $9.25 
No. 9569 Stainless ....... $5.50 


E — No. 4484 Capri G.F. ..... $7.95 


F — No. 3571 Revere G.F. ... $8.25 
No. 9571 Stainless ....... $4.95 


G — No. 3F216 Rosita G.F..... $7.50 
H — No. 3568 Gladiator G.F. $9.95 


Prices on G.F. numbers incl. Fed. tax 
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We are proud to be the 


FIRST 
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in MATCHED WEDDING RING SETS 











Nationally famous jewelry designer Fred Barel again scoops the 
: entire Jewelry Industry. This time he is the FIRST to create a brand 
exclusively new, fabulous assortment of Barel Bridals Matched Wedding Ring Sets — 
elegantly crowned with breathtakingly beautiful *Linde Synthetic 4 
design ed by Star Sapphires and Star Rubies. f 


Ail the rings are made of 14-karat yellow and white gold com- 
Pied Ta binations, some with diamonds, some without... but all 
Vf-s 
| 10 Genuinely Hand Carved in the true Barel Bridal tradition. 
Sold Directly to the Write us and we'll be happy to have our representative show 
Retailer by the Manufacturer you samples of these beautiful, sensational originations. 
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MULTIFORT 





DIANA—for women: stainless 
steel case with sweep sec- 
ond hand, radium hands and 
numerals, $71.50 F.T.|. 





ARNOLD -— stainless stee! 
Case, raised stick and radium 
Combination, expansion 
bracelet, $67.50 F.T.|I. 





/upewadomatic 





8 REASONS - 
why _ Made is diftereni 


RUMSEY—14K gold bezel, top ; 
from other automatic watches: 


and crown, with stainless 
Steel back, sweep second 
hand, $125 F.T.|. 





NYMPH—for women: stain- 
less steel case,$100 F.T.|. 


Y-1h ea dlatel fale p 


MADEMOISELLE—for women: 
featuring a gleaming stain- 
less steel case, $109 F.T.|I. 





GLADSTONE -— stainless steel 
Case, radium hands and nu- 
merals, $59.75 F.T.1. 








DATOMETER—calendar watch, 
Stainless steel case. Extra 
hand indicates day of month 7 
on outer edge, $98 F.T.|. 


KITCHENER — gleaming stain- 
less steel case with regular 
second hand, $49.75 F.T.|. 


over 50 ‘worry-free’ styles 





for men and women...from 
$49.75 to $275. F.1 1. 


GRANT—14K gold bezel, top 
and crown. Stainless steel 
back, $125 F.T.|. 





JEFFERSON—ultra thin stain- 
less steel case, stick or ra- 
dium hands and numerals 
$71.50 F.T.|. 








NOW ] THE BOOK WITH“ ANSWERS 


New sales training textbook from 
The Watchmakers of Switzerland 
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Two years in the making! Here’s a completely new approach 
to a major problem of Quality Jewelers: sales training. 

It’s “Answers That Sell ‘The Fine Swiss 

Watch”—result of two years’ intensive research. 

The Watchmakers of Switzerland sent merchandising 
experts to comb the country for the questions thal customers ask 
most often in jewelry stores. Then, U. S. jewelers 

and Swiss Watchmakers pooled their selling and 

technical know-how to give you the answers that turn 

those questions into sales! 


Here’s what’s inside! Using the question-and-answer 
technique, this profusely illustrated 24-page textbook 
sets up actual selling situations. Customers pose 

typical questions. Questions about price, styling, 
guarantees and the like. Then, expert salesmen give you 
the answers that sell—and sell UP! Answers that 

show your salespeople how to meet the full range of 
customer questions—and turn them into sales. 


Use it two ways! 
J. FOR INDIVIDUAL TRAINING: It’s a sell-training 


course in the art of selling fine jeweled-lever watches. 
Words-and-pictures approach makes learning quick and easy. 
And built-in routing schedule takes it to all your people. 


2. FOR GROUP TRAINING: It’s the perfect focal point 


for your sales training meetings. Build each training 
session around questions from this new book—and the 
answers that make each one a springboard for sales. 


“For the gifts you'll give with pride—let your jeweler be your guide” 


THE JEWELERS’ CIRCULAR-KEYSTONE 





THAT SELL THE FINE SWISS WATCH” 


And for the most complete training program .. . 








Have your salespeople read the book .. . 
and see the film from which it was made 


‘ Yes, round out your sales training program 
— with the 2-reel, 16-mm. sound-film version of 
cane SWOSS WATCH “Answers That Sell ‘The Fine Swiss Watch.” It’s 
the perfect companion-piece for your sales training 
textbook—completing the whole important story 
of what makes watch sales tick! Let this new 
Watchmakers of Switzerland film and your sales 
training textbook work together—to help you do your 
best selling in the biggest selling season! Your 
showing is FREE, of course. See the details below. 


HERE’S HOW TO ORDER! 


We'll soon be sending you a postpaid order card in the mail. 

The Book: Simply fill it out and mail it back to us. You’ i promptly 
receive your FREE copy of “Answers ‘That Sell The Fine 
Swiss Watch.” Supplies are limited—so don’t put it off! 













‘To arrange a private showing for you and your fellow Jewelers, 
simply let us know where and when and give us the name of your 

The Film: local Association. We’ll do the rest. Write today to: The 
Watchmakers of Switzerland, Suite 1105, 730 Fifth Avenue, 
New York 19, N. Y. 


OF SWITZERLAND 
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R403 
Sterling, hand-en- 
graved, pegged cor- 
pus. 4-way medal. 
Gold dust Beads. 


on 
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R405 
Sterling, hand-en- 
graved, pegged cor- 
pus. Heart shaped 
beads in crystal and 
assorted colors. 


R352B 


Sterling, hand-en- 
graved, pegged cor- 
pus. Bronze and white 
speckled beads. 


Rhodium finished, two-tone beads in Full Tin Cut Crystal and black, crystal 
and ruby or crystal and sapphire colors. 


THE CHTAMORE COMPANY 


231 PINE STREET, PROVIDENCE 3, R. I. 


NEW YORK 


CHICAGO 


SAN 


For Year ‘Round Sales 


Tired of seasonal slumps? You 
can help keep steady, year ’round 
store traffic with the line that 
knows no seasons. 
Catamore ... rich in quality and 
design . . . new selections you'll 
be proud to show! 


Sterling 4-way 
Slide Medal, hand painted 
enameled colors 


1257 
1258 


FRANCISCO 
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LARGES! 
WATERPROOF™ 
WATCH LINE 

ON THE 

MARKET 
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As seen 
in 
Wyler 
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Write for a advertising 


Wyler representative 
Wyler Watch Agency, Inc. 630 Fifth Avenue, New York 20, N. Y. 
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| the feature millions have wante 


America § omy thectrit 






Center (foek 


CREATED TO RETAIL AT ONLY 1 95 
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It took Lux — skilled for three generations in 
clock-making and famed for precision timers 
on America's finest home appliances — to bring 
you a popular-priced clock with the feature 
that millions have wanted! For this amazing 
new Lvx product tells the Day, tells the Date 
and the Time — automatically! And it does all 
this for just $9.95! Another first from Lux — 
creators of the world-famous Minute Minder! 


Glu Styled 






FOR EVERY ROOM IN THE HOUSE-and for offices, too! 
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METALLIC 
BRONZE 


ANTIQUE FLAME ice 
YELLOW RED WHITE 


Beautifully styled, superbly crafted, this new 
Lux Calendar Clock is color-keyed for every 
room in the house — and for offices, too! We 
are confident that this great new Lux product, 
with the feature millions have wanted, will 
enjoy a brilliant selling future! 

SPECIFICATIONS: Lustrous polystyrene case in Metallic 
Bronze, Antique Yellow, Flame Red or Ice White. Raised 


polished brass numerals and hour dots on off-white 
background. Center panel and Calendar panel in “after- 


_ glow” grey. Size 6%" x 7%". Packed 12 to a case. 








YOUR TIME-REMINDER LINE 






WATERBURY 20, CONNECTICUT 


THE LUX CLOCK MANUFACTURING COMPANY 


wtf f 


hd 
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Always, the most flattering complement to 
feminine loveliness is jewelry of artful design... 
and today, the most versatile component 

of your design is jewelry chain. 


ATTLEBORO, MASS. * PROVIDENCE 5, R.~ 11. © MAPLEWOOD, N. JS. This Seal! 
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Westinghouse 
ROASTER-OVEN 


THRIFT DEAL 


Sell Infra-Red Broiler Grid—regular $8.95 value—for 
only $1.95 with every purchase of a Westinghouse 
Roaster-Oven. Your customer saves $7.00 ... you 
make full profit on the roaster! 
































Westinghouse 
STEAM or DRY IRON 


SPECIAL GIFT TRIAL OFFER 


Give a handy $1.25 Cord King with each purchase of 
a Westinghouse Steam Iron. If after 30 days’ use in the 
home, the iron is returned, the customer keeps the 
Cord King. Cord King free with each Steam Iron you 
buy—minimum order: 3 Irons... You make full profit 
on the irons! 














COCOOOOOOOOHOOOOOOOO OOH OOO OOOOO OOO OOOOO OOOO OOOO HO OOOOOOOEHESESSEEHSOERESSOOEOESEOE® 





Westinghouse | fies 
FOOD CRAFTE ee fe this SS 
65 Juicer “Tr, 
DOLLAR DEAL teoe 


for only $]00 
Offer a $4.65 Juicer for only $1.00 with every sale of 
a Westinghouse Mixer ... you make full profit on 
the mixer! 

















See our two big TV shows——Westinghouse STUDIO ONE 
and PRO FOOTBALL 


you CAN BE SURE...IF ITS _ OCK UP NOW: 
> a" your Westinghouse Distributor 
Westinghouse a 
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= just mountings. 





We know that rings look more appealing, more attractive 
when shown MOUNTED. Nevertheless we cling to the basic 
principal of showing our merchandise in its true form — 
devoid of “extra embellishment’. We do this because of 
our firm conviction that our MOUNTINGS sell themselves. 
Keep in mind always, that Kushner & Pines MOUNTINGS 
are illustrated in their TRUE form showing every detail accurately. 
See these MOUNTINGS as they really are. 
KNOW what you are buying. 
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KUSHNER & PINES, INC. 
15 WEST 47TH ST., NEW YORK 36 
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MAKERS OF DISTINCTIVE MOUNTINGS 
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Superiority in Styling . . . for 
creating a new standard of excellence in 
Performance and Design . . . SEMCA has 
been presented with the exclusive Fashion 
Academy Award. SEMCA Clocks will earn 
your enthusiastic applause, too, for their 
beauty is above challenge, their 
workmanship beyond imitation. 


A. 8-DAY 7-JEWEL TRAVEL ALARM. An extraordinary value, smartly styled with the new 
diamond-design background on white dial. Clear, distinctive luminous figures and hands. 
One key winds both time and alarm. Simulated leather case in choice of brown-pig, blue, tan, 
maroon, green, or brown alligator finish. Size 3%4’x3%"x1%". : 
76 Retail Price $14.95 plus tax 
same movement as above with silver finish dial, gilt numerals, luminous dots and hands, in 


penvine leather case. Color choice of pig, red, blue, brown, or green. 
17 Retail Price $17.95 pius tax 


B. 1-DAY 7-JEWEL TRAVEL ALARM. New attractive diamond-design background on white 
dial. Gilt finish bezel has matching design. Clear luminous figures and hands, shatter-proof 


rystal. Size 314"x27/"x 1346”. Snake finish genuine leather case in tan,red, brown, blue or green. 
76 Retail Price $10.95 plus tax 


C. 1-DAY 7-JEWEL AUTOMATIC CALENDAR TRAVEL ALARM CLOCK. An ideal gift 
or the desk of an executive, collegian, secretary, or home use. Silver finish dial has date 
indicator which automatically changes every 24 hours, luminous figures and hands. Genuine 


leather case in choice of tan, blue, brown, green, or red. Size 3¥%4’x3/2"x1%4". 
51 Retail Price $14.95 plus tax 


v. 1-DAY 7-JEWEL TRAVEL ALARM. Smartly styled with new diamond-design background 
bn white dial. Distinct luminous figures and hands. Shatter-proof crystal. Size 3%"x3%"x1 *A¢". 


richly styled snake finish genuine leather case in tan, red, brown, blue, or green. 
179 Retail Price $11.95 plus tax 


» 1-Day 7-JEWEL “CUTIE” ALARM CLOCK. A fascinating model of unique design. Gilt 
inish case, when closed, gives the appearance of a charming carry-all. Silver finish dial, gilt 


Figures, luminous hands and dots. Size open 33/46’x154"x2'2”. 
37 Retail Price $18.95 plus tax 


PRICES ON WEST COAST 


SLIGHTLY HIGHER 


ponsult your wholesaler oy } iil [| A | clock Commodi ; Inc. 
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30 IRVING PLACE, NEW YORK 3; N. ¥. 

















The vaitvaquiched finish oF Teh torfobs enamel combed 

trim makes this a most attractive gift. White finish dial, gilt numeral 
luminous dots and hands. Size open 6%"x2'2"x 15%". Size closed 434/; 
2A "J Ve". 


736 Retail Price $16.95 plus tox & 


Same as above with full gilt-etched metal case. 
730 Retail Price $16.95 plus to: 


Same as above in genuine leather, brown-pig grain finish. 


731 Retail Price $18.95 plus tor 


G. 8-DAY 15-JEWEL TWIN DIAL CLOCK. For those i2 
who cherish beauty. A practical design created for the | 
executive's desk, or the home where a twin-dial serves a 
dual purpose. Silver finish dial with raised gilt figures, 
dots and hands. The unique case, combined with a move- 
ment of the finest quality, characterizes the highest 
achievement of the clockmaker’s skill. Height 5'3/6", width 
7¥e", depth 134”. 

5877 Retail Price $79.50 plus tax 





J. 8-DAY 7-JEWEL ALARM. So right fo 
desk or boudoir—and so delightfully differen! § 
Decorative overlay of gilt lattice gives '® 


ign. Sit ® 
H. 8-DAY 7-JEWEL DESK and BOUDOIR ALARM. A breathtaking beauty. Modern design. siti 
32” high, 3” wide, 1” deep. Color chowt® 


clock of casual elegance that adds dignity to the office - he 
or Milady's boudoir. Silver finish dial, full raised gilt | | tons OF | OF MGPOONR, Swe, Green, OF Wwory. : 
numerals with luminous hands and dots. One key winds | 4] 779 Retail Price $23.50 plus m5 
both time and alarm. Size 42"x52"x1 2". ; 
780 Retail Price $28.50 plus tax 
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PRICES ON WEST COAST 
SLIGHTLY HIGHER 
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Jeweled Swiss Clocks 
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Rage | Rit id Pha ‘ 
5-JEWEL WALL CLOCK. Decorative antique bronze finish, with sculptured Grecian floral, 






” motif. Artistically designed silver and gun-metal gray finish dial, raised gilt Roman numerals. Exquisitely 
wrought gilt hands. Novel pull-wind feature eliminates need for removal of clock from wall when winding. 
Dimensions: Overall size 125%”, depth 2”, dial size 6%” round. 


5879 


Retail Price $55.00 plus tax 


M. 1-DAY 7-JEWEL MUSICAL ALARM. Reminiscent of the majestic Louis Philippe era. Graceful 
floral designs on crackle-finish enamel panels with attractive gilt handle and trim. Shatter-proof crystal, 
silver finish dial with raised gilt figures, luminous hands, luminous dots. Size 3¥%”x5”x2”. Choice of Ivory, 


Jade Green, Pink or Light Blue. 
744 


N. 1-DAY 7-JEWEL BOUDOIR 
ALARM. A French Provincial design 
that’s certain to blend with today’s decor 
for Milady. Silver finish dial, gilt Roman 
numerals, luminous dots and hands. 
Color choice of Blue, Ivory, Green, or 
Maroon. Size 414"x3%"x 1%". 

733 Retail Price $17.95 plus tax 


Retail Price $19.95 plus tax 


P. 1-DAY 7-JEWEL BOUDOIR 
ALARM. A jeweled fantasy of Mar- 
quise stones in Rose, Aqua, Peridot, 
Amethyst, Crystal, or Sapphire, alter- 
nating with round cut Crystal stones. 
Silver finish dial, gilt numerals, luminous 
dots and hands. 2%4"x3"x12”". 

720 Retail Price $19.95 plus tax 


Q. 1-DAY 1-JEWEL BOUDOIR 
ALARM. Delightfully different! New 
pastel shades of crackle finish with 
decorative gilt trim. Color choice of 
Ivory, Light Blue, Pink, Jade Green, or 
Black. Attractive dial with luminous dots 
and hands. Size 24%4"x2'4"x1%". 

117 = Retail Price $10.95 plus tax 


PRICES ON WEST COAST 
SLIGHTLY HIGHER 





R. 1-DAY 1-JEWEL BOUDOIR 
ALARM. A petite and graceful crea- 
tion. Crackle-finish case in boudoir 
shades of Ivory, Pink, Light Blue, Jade 
Green, or lustrous Black. Attractive dial 
with luminous dots and hands. Overall 
dimensions 2%’ x2¥%' x1". 

116 = Retail Price $10.95 plus tax 
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S. 30-HOUR DESK and TRAVEL T. 30-HOUR DESK and TRAVEL U. 30-HOUR DESK and TRAVEL 
ALARM. Packs easily in small space. Silver CLOCK. (Non alarm). New compact size ALARM. Smallest American-made travel. 


finish dial with full luminous figures and simulated leather case. Silver finish dial, full ing clock! Silver finish dial, luminous fig 
hands. Simulated leather case in brown- luminous figures and hands. Color choice ures, hands. Simulated leather case jy 
pig, dark blue, maroon, tan, green, or of brown-pig, brown alligator, maroon, brown-pig, dark blue, tan, maroon, green 
brown alligator. 43j6’x3%6"x1 ¥%”. dark blue, or tan. Size 4346"x3%/6"x 1%". or brown alligator. 3%’x3%"x1%", 
PW26 Retail Price $8.95 plus tax PW15 Retail Price $6.45 plus tax PW27 Retail Price $8.95 plus ta, 


This Coveted Distinction 
V. 30-HOUR GILT METAL DESK and X. 30-HOUR "CLIP-CLOCK.” A most versatile 
BOUDOIR ALARM. Simplicity of design clock that serves as a desk clock, a clip fo 
makes this the ideal utility clock of many uses. - holding important papers, and a paper-weigh. 
Handsome gilt finish diol, full luminous figures Available space for personalized initials. ded 
and hands. Size 3”x3%"x1%". Gilt case. for the desk in home or office. Gilt etched dial, gil 
PwW42 Retail Price $8.95 plus tax figures and hands. 3”x2¥%e"x4%4". Gilt cov, 
PW39 Retail Price $7.95 plus tar 














W. 30-HOUR GILT METAL DESK and BOUDOIR ALARM. 
The unusual rope-twist effect of the 2 gleaming side columns 
makes this clock delightfully different. Has beautiful gilt finish 
case with harmonizing gilt finish dial, full luminous figures and 
hands. Size 314"x5¥e"x1%". 

PW43 Retajl Price $12.95 plus tax 
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It happened in... 











ALBANY, NEW YORK: 





1942—the famous Van Heusen, Charles 
store was for sale. One prospective buyer 
had had five men inventorying for six days; wt | 
another, three men for four days. (No won- >. : Ca 
der, with 27 departments ranging all the _ 7 _ Ss 
way from a perfume bar to an epicurean ; 
grocery corner—in addition to china and 
the usual jewelry stock.) Our J. B., as the 
papa of our firm is familiarly called, arrived 
on the scene. He walked from top to bottom 
of that 5-story building in three hours. After 
which, he went directly to the bank admin- 
istering the estate and paid their asking 
price in cash, $425,000! That was the 
speediest speed in our history, a crazy ex- 
ample, really, but even in everyday trans- 
actions, we’ve always been famous for quick 
decision. If you ever want to sell a store or 
stock without dawdling, call Gordon 
Brothers! 





























Stories from our 50 years‘ 
experience with truths of 
just as great significance today. 
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do your 
customers 


look for . 
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In a water- 
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. : | You could sell them a 

-  - more-or-less water-resistant watch for 

. - i as little as $9.00. But they'd soon 
resistant wate : I@ a “< ) ee) be back with complaints and returns. 
th . &.. Vf At $19.95 you can sell them a 

thoroughly water-resistant, nationally 
advertised 17-jewel lever watch 
that you can back to the limit. No 
other watch at this price offers your 
customers all these remarkable features: 


ABSOLUTELY WATER-RESISTANT 
Swiss case—far superior 
to French, Japanese or domestic cases 


SHOCK - RESISTANT, 
with unbreakable crystal 


LIFETIME GUARANTEE 
on balance staff and jewels 


COMPENSAMATIC— stays accurate 
even through radical climate changes 


THINNEST WATER-RESISTANT 
WATCH ever produced at this price 





HANDSOME FACE with sweep second hand 


K-PROTEK 


DISTRIBUTED By 
CROTON WATCH CO., INC. 


~~ am ananae er s ee OO rrlC orl rll lr Ul rl lr ee He ee ee eee ee eee > 


LAMONT Sh 
Compensamatic Watch *1 9°5" 


CROTON WATCH CO., INC. 
404 Fourth Avenue, New York 16, N. Y. 


Gentlemen: 


Please send sample watch and complete in- 
formation about the Lamont Shock-Protek. 


SIGNATURE 





STORE NAME 





ADDRESS 
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Fix up your Foster plastic tray for the big selling 
period coming up. Every tray has seven colorful 
inserts in an envelope attached on the back of the 
tray. With the Santa Claus panel shown above, the 


Foster tray is a colorful and effective watchband 


You Can Make 





this Holiday Counter Unit 


in 30 Seconds 





if you have a Foster Plastic Tray 


selling tool available anywhere. Plastic trays are 
available with any 10 regular Foster bands. Keep 
them filled with fast-moving Foster numbers and 
enjoy volume business. Foster bands are top quality 


at popular prices. Ask your wholesaler. 
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roses IDENT-( nT-(@)-GRAPH 





Foster Furnishes a Free Display 








Nos. 31 or 33 Wi b E 

Ster. plaque, Rhod. fin. $7.05 iT ve ry 

Gold Filled $8.25 

a INDENT-O-GRAPH Assortment 
0: singeagumaamaaalaatiece Foster’s IDENT-O-GRAPH assortments are moving fast. The unique, 
Gold Filled $9.00 





one-piece men’s picture assembly . . . the beautiful new ladies’ 
numbers . . . at popular prices in Foster’s superb quality represent 


real value that you can sell with confidence. Then, too, in each 


All prices quoted are KEY- 
STONE. Rhodium finish num- 
bers have S.S. top shells. Gold 


Filled numbers have 1/20-10K. a ay ; 
G.F. plaque and top shells. assortment box we include a striking display card that counter- 


All numbers have S.S. backs. | merchandises the handsome, steel boxed packages. Order stand- 
ard 6-in assortments from your wholesaler . . . Unit H” for ladies, 
$47.10 Keystone, (1 ea. #31 & #33, Rhod. fin., and 2 ea. G.F.) 
Unit “G” for men $46.80 Keystone. (2 ea. #53 & #83, Rhod. fin., 


and 1 ea. G.F.) 
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A RETURN TO 
SIMPLICITY 


OF CHARACTER 


Simple in Design 
Substantial in 
Weight and 
Beautiful in 
Finish... 


ben are rings to please 


those whose taste runs to 





simplicity and dignity. Rings 
in keeping with the Goodman 
tradition of elegance... 
Rings which will appeal 

to Masons desiring simple 


rings of lasting quality. 
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MATS AVAILABLE 
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Only 

Gruen 
gives 
| jewelers 














a complete program of realistic 
“retail-minded” co-operation... 


Here’s why more and more jewelers have turned 
to Gruen as their greatest source of vitally needed 
co-operation. 





1 Only Gruen has BOTH the experience and 
co-operative advertising plan to package and 
help pay for more jeweler TV shows than any 
other firm in the industry. 


2 Only Gruen has given jewelers the dynamic 
‘Personal Appearance” promotion that’s the 
talk of the trade because of the way it has 
hoomed store trathi. 


3 Only Gruen leads with a “year-round”’ 
schedule of promotional programs and advertis- 
ing material that helps jewelers end the fear of 
“slow months.” 


RUEN 


THE PRECISION WATCH 
The Gruen Watch Co., Cincinnati, Ohio 






The watch line that 
works for the jeweler. .. 
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BUILD 


TOP VOLUME 


with the line that means 


TOP VALUE 

















LA 


AMERICA’S GREATEST DIAMOND RING VALUE 





There's a ring to satisfy every value-conscious 
customer in BERLAND’S tremendous variety of 
traffic building specials! We invite you to 
loupe any BERLAND ring...you'll be amazed 
at the exceptional quality — the generous 
diamond weights — at such low, low prices! 
Feature a complete assortment 
of BERLAND's high-style, original 
design rings...and see how 
quickly, how steadily 


your sales and profits mount! 


#5316 — $15.00 


eToTolo Mel rel lip mail matima-tiicclmeiiols-Metalelem sleleltl-tai-W tian 


STILL AVAILABLE: Limited number of valued BERLAND franchises. 


Write for complete information. 


ORS —5 es ee — ee ee 


Manufacturing Jewelers and Diamond Importers for Half a Century 
6 WEST 48TH STREET * NEW YORK 19, N. Y. 
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“ENLARGED 


TO SHOW 
DETAIL 
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: Men's 14K Ring | Bate x : _ 






#7049 — $30.00 — 


fomotteliitolaletme) sie siel- oan alt)i melt) met-J01-1 ar 30) ate 
Exceptional at this low price. 













Bride & 
Groom 











#7031 — (Ladies’) — $24.00 
#7032 —(Men’s)— $34.00 


I Cohi-tme lolt) el (mae) ame) miei leliteliter: 







on each ring—a new, eye- 
catching BERLAND design. 






Approx. axel cel om Molgel-WivliMolicmeli-ve Mele iiel- 
diamonds throughout. Surprisingly fine qual- 






ity for the price. 
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LOVELAND — 
SPECIAL #4 
Total Weight Set y 











Tapered SA 
Set 7943 — $80.00 


Exquisite tapered design. Exceptional 
NS | quality stones used throughout. 
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6037SP 


COMBINING THE “SUCCESS 
FEATURES” OF 


dually 


The varied and trend-expressing Creations of Seidman have 
that combination of charm and value which attracts and in- 
spires the sort of patronage that has contributed generously 

to the reputation and profit of many of America’s most 
successful jewelers... A closer and critical examina- 
tion of these numbered items is cordially invited. 


SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 47TH STREET 
NEW YORK 19, N.Y. 


2413WB 
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If you are not 

on our mailing 
list, send the 
coupon below... 
You will receive 
the Fall 
EVERBRITE 








Promotion Book 


without delay.* 
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A. COHEN & SONS CORP. 
27 West 23rd St., New York 10, N. Y. 


$ 


* Our catalogs are sent to established 
retail jewelers only . . . Attach 


# 
coupon to your firm letterhead. Please send me Fail Promotion Book. 


Store Nome........ : ae ee, Wea RR Se IR 


Address............. ie PREM Mek OREN ROR 


A. COHEN & SONS CORP. 


27 WEST 23rd ST¥., NEW YORK 10, N. Y 


ANITA Ks F 


Lo ee EO 2 MEER RR 


I$ ANGELE' 34: t FANCY OODosS i SiON & 


Ww. Sth 57. LOS ANGELES, CAL. 47 W. 23rd ST. N.Y C. 321) PEACHTREE ST. NE. ATLANTA Individual abubhoeassacessenesctinadueenss ces anaussunessauienianeeliinnll 


[Attach Coupon to Firm Letterhead) 
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Greatest 


achievement - 
mM 

the 
American 
watch case 
undustry... 


Another example of |.D.'s fotesight in 
introducing to you style trends that have 
important sales potential. This ultra-flat 
case marks a new triumph in creative design 
and styling. Available in 10K rolled gold 
plate, 10K gold filled and 14 karat gold at 
leading watch importers and manufacturers. 


I. D. WATCH CASE CO., INC. Serving Watch Manufacturers and Importers Exclusively Since 1910 
General Office and Factory: 137-11 90th Avenue, Jamaica, L. 1. © JAmaica 3-8700 


NEW YORK OFFICE: Joseph Dinstman, Paul Korman, 580 Fifth Ave., Tel. PL 7-6373 * CHICAGO OFFICE: William Bart, 29 E. Madison St. * LOS ANGELES OFFICE: Leonard J. 
215 West 5th St.e EASTERN AND CANADIAN REPRESENTATIVE: Dave Kay, 93 Nassau St., New York, N. Y. * SOUTHERN REPRESENTATIVE: Jack Kay, 93 Nassau St., New 










































































































































































































































































































































































































































































































































































Gildilein- Gerson 


WHERE SALES SUCCESSES ARE CONCEIVED 


Gunounces the Dow 


SIinperiad Crown Sorts 
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Our New Ear Clip Has Been Improved 


Our clip No. 67 has been improved in design and internal structure over our original 


shipments. You will like the new features that will help this number, either assembled 
or unassembled, win more friends in the trade. 


DISTINCTIVE FEATURES OF BALLOU FINDINGS 
PROTECTED BY LETTERS PATENT. 

PAT. NO. 2,583,988 

DESIGN PAT. NO. 156,452 


FINDINGS— 


SOLO TO THE MANUFACTURING TRADE 


B. A. BALLOU & CO., INC. * PROVIDENCE, R. I. 
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choice of a nation! 
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DIAMOND RING ENSEMBLES 
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114. Geary Street San Francisco 8, California 











more than an alarm wrist watch 


vVULCAIN 


cRICK ET 











proved one of the most accurate watches in the world 





The only alarm wrist watch that rings clearly, 
on or off the wrist! 


Still unsurpassed for accuracy —among all types of watches! 
World-famed for its precision movement. 





Still the watch worn and recommended by prominent men 
of business, government, professions, TV, radio! 
Preferred for its unusual versatility and accuracy. 


New: unbreakable alarm spring. Vibration-protected. 
Dustproof. Slimmer, handsomer styling than ever. 


Complete line of outstanding men’s and ladies’ watches. 


Gold-filled, stainless steel back............ $ 99 
TT SALT 99 
EE ae ee Oy eT ES 210 


(including Fed. tax) 


VULCAIN WATCH COMPANY, INC., 630 Fifth Avenue, New York 20, N.Y. 

WEST COAST: Herbert A. Wood, 649 South Olive St., Los Angeles 14, Cal. 

MIDWEST: Paul H. Samuels, 55 East Washington St., Chicago 2, III. 

SOUTHWEST: Wm. E. Grinnell, 3324 Lovers Lane, Dallas 5, Texas 

CANADA: Norlé Ltd., 637 Craig Street, Montreal, Quebec y. ®. PATENTS. 2006000. aeceres. 20st 
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SHEER ARTISTRY! Captivating new 





designs in jewelry you will be proud to own. 





Krementz Jewelry is of exceptional quality... 


superbly made with a rich overlay of 14 Karat gold 





for enduring loveliness. 


Above: Frosty white leaves with brilliant Austrian crystals. 


Necklace $25.00 Brooch $17.50 Earrings $13.00 


Below: Yellow fluted sunrays studded with simulated sapphires. 


Necklace $25.00 Brooch $16.50 Earrings $17.50 


In fine leatherette sift cases @ Prices subject to Federal Tax 





Available wherever fine jewelry is sold 





OUALITY JEWELRY SINCE 1866 



















eee oo 
: > AiO 

# ARREST 
eo 


> 





ON Si Mat See Mies Bie Bs Bee ee 


I LSTS EIT 


Manufactured EXCLUSIVELY 


for the wholesale and 


jobbing trades since 1910 


S “uw RR A. ee SS © Ns 
Manufacturers of Gold and Platinum Watch Cases 


Gt h- STREET, MEW YoRe 
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AS SEEN IN VOGUE 


"Vendome" by CORO... one of a series of advertisements that is telling and selling millions of your 
customers in full-page color ads in the country's leading fashion magazines. It will pay you to stock 


CORO, THE BEST KNOWN NAME IN FASHION JEWELRY. 
For further information write CORO, INC., 47 West 34th Street, New York 1, Dept. HB 





a /20-12 K cur. 


High polishing produces nice 
looking jewelry, but .. . high 
polishing removes some of the 
gold. To make up the differ- 


* % ence of the lost gold we 


“use 1/15th. stock instead of 


| 1/20th. for our 1/20th. gold- 


| ’ filled jewelry. Because of this 


be extra heavy layer of gold, 
: ‘ -Art jewelry always main- 
tains its superior quality, fine 
i cod long-lasting beauty. 


$OLD THROUGH 


WHOLESALERS 


P-2031 
GEV itig-to Mn a -tola 


E-4313 
Cultured Pearl : 


Cultured Pearl | 


CARL-ART 
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PROVIDENCE 
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UNIVERSAL 


GENEVE 








WORLD FAMOUS 17 


Part of Universal’s Fall co 
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AUTOMATIC 
Concealed radium dial. Stainless 
steel. Water resistant. $110 F.T.I. 


JEWEL MODERN WATCHES 


llection « Make a point of seeing them 





for every occasion 

and in all qualities 
10K — 14K — 18K 

Gand sterling. 


a 


THE WHOLESAL 


AUTOMATIC CHAIN COMPANY 


PROVIDENCE © RHODE ISLAND 


NEW YORK, N. Y. : CHICAGO, ILL. LOS ANGELES, CAL. | 
93 NASSAU ST. | 29 EAST MADISON ST. 448 SOUTH HILL ST. 
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Charles 
| Margulies 


wood, Calif. 
Travels the Pa- 
cific Coast in- 


7 cluding Texas, 
A Arizona, Okla- 

homa, Nevada 
é and Colorado. 


Yes—the man from POLISHOOK has it all over his competitors. He is 
the only jewelry salesman who brings into your store a COMPLETE 
LINE of rings—everything from baby rings to diamond wedding rings. 
You save time and money by dealing directly with the only source 
that offers you EVERYTHING in rings—plus special inventory control 
setups... strikingly attractive window displays ... powerful ad mats 


Ben 
Feingold 


Lives in Phila- 
delphia. Travels 
Pennsylvania, 
New Jersey, 
Delaware and 
Maryland. 









Al 
Altschul 


Lives in Sunny- 
side, L. |. Travels 
New England, 
Washington, 
Virginia and 
Brooklyn. 








...and 24-hour service on special orders. jay 
| Freudenheim ©. 
| So, cash in through the unique advantages of dealing with ‘First seinen. Ta 
Lady”, Fidelity’, “Lloyds of New York”—famous, nationally accepted N. Y. Travels New 
trade names backed by our 55-year-old reputation for quality, value EoNew Pew 

| and service. Save time and money — welcome your POLISHOOK 

t salesman — il 
















































































































































































Aye. — the man who has everything in rings! 
; . es. 
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me, << é' — 
g- “ee  t—t—i‘ié‘éscg mR 4 ) a waren 
: : il -| | - Southern States. 
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ace hovsiy t Deuce tlist PAL: me FAP OININIS [BAK Id BOON | 
5 PD iv os 3 Arnold 
i xe | | Hartman 
‘ “a Lives in Chicago. 
3 at Travels Midwest- 
tT + ern States. 
. ~ b 
. Drop us a line if you would like 
a a POLISHOOK representative 
4 — to call on you. Or, visit our 
) New York office . . . headquar- 














ters for EVERYTHING in rings. 















For Your Cre Customer 


only Avex offers a choice of 2 distinctly different watchband constructions 









4 way spring action 
for comfort all ways 





with the 
“Solid Golden** Front” look 


**1/10-12K gold-filled 
t*U. 8S. Patent 2574567 
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...a style and comfort feature that means 
bigger watchband sales for you. 


No. 6113... . Keystone List $11.90 . .. Retail Price $14.95 (F.T.1.) 


the unique no eyelet, no rivet construction means hardly 
ever a repair for you...a lifetime of wear for your customers, 


Ever-Span is the only expansion band 
that expands to a ‘’Solid Golden Front.’’ 


Hprex ts easter lo sell because 


only /\pex offers you these exclusive selling features 












TTrade Mark 






with exclusive 


Contour Fit- 






















@ 1/10-12K gold-filled top ... highest gold content of any gold-filled 
watchband on the market today. 


@ Universalokt' ends to fit all men’s models %” to 34”. Automatically 
lock into place . . . stay securely locked. 


Universalok means smaller stock. No disappointed customers. 


More sales. +TU. S. Patent 2585326, 2576684 


All styles available with yellow or white gold-filled tops. 





Lyrex is nationally advertised in 
ESQUIRE, THE NEW YORKER, VOGUE, THE NEW YORK TIMES MAGAZINE 





See your favorite wholesaler 


APEX ACCESSORIES CO., INC. Greenwich, Conn. 
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offers these 
two great selling 
features. . . 
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»World’s thinnest and smartest . 
Up 


water proof* and self-winding 
Yi 
water proot watches. me 
W’: 
Up 


1 An outstanding LIFE ad a” 


Up 


every other week during the | 


Christmas selling season. ( A pre 
¢ the World's 
Wo innest and 
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WATCH, INC. 





World’s foremost distributor 
of Swiss precision watches. 





276 Fourth Avenue, New York 10, N. Y. 
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Back on TV with 
Dave Garroway on 
the NBT Network 
Show “Today” with the 
famous ’’$50.00 to 
Charity if it 
Doesn’t Light”. 














Mar erpparent | QUE Selig 


ASCOT is first again with 


“THE LIGHTER IN THE LID’ 


ORDER FROM YOUR WHOLESALER NOW! 


enccision BUSY rnovvcrs 


LIGHTER DIV., AMERICAN SAFETY RAZOR CORP., BROOKLYN 1, N. Y. 


The Cigarette Box Lighter 


An ASCOT lighter is built 
right into the lid of this 
kiln-fired, ivory-tinted china 
cigarette box. Holds full pack 
of either regular or king size 
cigarettes. Blends into’ 

any decorative scheme. 


Popularly priced at $995 


Mfrs. Tax Inel. 


Mod 


The Demi-Tasse Lighter 


Graceful companion piece 
“that goes with” any style of 
flat or hollow ware. Adds 
the finishing touch to the 
after-dinner ritual of coffee 
and cigarettes. 

In tarnish-resistant rhodium 


finish $19 50 


Mfrs. Tax Incl. 








Also available in presentation 
box with 3 matching 


ash trays at $1495 


Mfrs. Tax Incl. 
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Bob Henfield, Inc., leading promotion 
: jewelers, bring you the hottest line for 
be cool-weather sales... genuine mink 


































| jewelry... priced to sell fast at only $1.00 : | 
to $10.00 Retail...a variety of smart new | 
‘ earrings, bracelets, necklaces and collars. oo . | 
Order today to be sure of the selection _ SS eeeeay . | | oS 
| you'll need to meet the demand. | : ) 
| earrings.........$6.75 to $18 doz. ih Merr | r 
2 bracelets.........$6.75 to $36 doz. ee 
: necklaces.............$45 to $60 doz. Pp romotion je felers 
| 2nd Floor e Hippodrome Building : 
Cleveland 15, Ohio « Phone: MAin 1-2551 bes 
Salesman inquiries for available territoriesinvited!  —— 
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YOU CAN BE 
“Champ” in the JEWELRY STORE field 


Tell Us Your Brand Story for 1953... 





win a Brand Name Retailer-of-the-Year Award 
| 125 Winners ...5 in Your Field | 








“‘Retailing’s Most Coveted Honor!“ 


Winners to be Honored on Brand Names Day—U.S.A., April 14, at a dinner in the 
Grand Ballroom of the Waldorf-Astoria Hotel, New York City. 


NO COST, ENTRY FEE, OR OBLIGATION 


BRAND NAMES FOUNDATION, INCORPORATED 
37 West 57th Street, New York 19, N. Y. 


Yes! I want to be considered for a 1953 Brand Name 
Retailer-of-the-Year award. 


Firm Name 





Type of Firm 





Please send an entry form to help me tell you 
my brand story. I understand that I will also 
receive the free booklet, “Dividends from 
Brand Selling,”’ which includes full details 
about the awards. Title 





Executive 











Enclosed is the story of my firm’s 1953 brand 
activities. I understand that I will receive the 
booklet, “Dividends from Brand Selling,”’ 
which includes full details about the awards. City and State 


Street 











Send for full information and your free copy of the booklet, “Dividends from Brand Selling.” 
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Palladium ads 
like this 

bring customers 
to you! 


Four words that mean so much, 


And what better expression of enduring love 
than the ring! That ring of shimmering palladium . .. 
newest of precious jewelry metals! 








White vision of loveliness on your hand, palladium faithfully 
mirrors your diamond’s beauty. Holds your diamond securely, too. 


See your jeweler’s new selection of palladium 
engagement rings and wedding hands. Or we'll gladly 
send you the name of a local source of supply along with an 






interesting booklet about palladium. 


lay eS FAllhd: we 
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PLATINUM METALS DIVISION - THE INTERNATIONAL NICKEL COMPANY, INC., 67 W’all Street, New York 5, N. ¥. 





As styled by Bristol Seamless 
Ring Co., New York, N. ¥ 


* 

in wr, 
Pd & 
ad 





As styled by Byard P. 
Brogan, Philadelphia, Pa. 
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yr 
Year after year, month after month, 
palladium’s promotion goes on... 
quietly, steadily building customer 
interest in palladium rings and 


jewelry. Interest that builds profit 
opportunities for you! 







Sf 
MN, 
) is 


Your prospects for engagement 
rings...and those who influence 
these prospects...are all reached by 
palladium advertising. 


HARPER’S BAZAAR tells the pal- 
ladium story to the fashion conscious, 
the fashion experts...and the mothers, 
aunts, older sisters and married friends 
who mold a younger girl’s ideas about 
marriage, fashions, jewelry. 


Fal 


Platinum Metals Division 


CHARM and GLAMOUR are used 
to reach young women in their early 
or latter twenties... prospective brides. 


SEVENTEEN is the magazine where 
girls in their teens first fall in love 
with palladium rings...and learn 
about all the merits of palladium as the 
last word in ring settings. 


TRUE, the man’s magazine, reaches 
the young man who actually buys the 
engagement and wedding rings, after 
the fair sex has had its say. 

Check your palladium stock... 
and send for your copy of “Palla- 
dium Jewelry and Where to Buy 
It,” which also describes a variety 
of free sales aids for your own use. 


¢ 
lWM A Precious Metal of the Platinum Group 


THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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Girls are great state 





boosters; they will be fascin- 


ated by these colorful State 





Memento Bracelets — available 


for the forty-eight states. 





This is a wild west era. 

If thousands of young gals 
don’t get this as a gift, 

they‘Il be buying it themselves 





with their mad money! 


~~ Y a8 Lf” Y as Y est oo = 
: “se 4 $- e- #- #- e, ry a 
A most appealing and attrac- 2 eral aa, 


a ; tive little charm bracelet. _a? haa 


18 KT. Gold Plated + A real bell tinkles merrily 
@ Hand Painted 


© All Individually Carded in the tiny church steeple. 


© 12 FREE Displays am The Lord's prayer is seen 
For Every Gross 


through a telescopic lens. 


Through leading jobbers only 


0 £ At ses MAN UF A Gt YR N G .. o 


°Z 


- 100 STEWART STREET, PROVIDENCE 3, R. 


4 


“lhe Aouse og Charme # Canadian Factory & Sales Office 


RR 1 ST. JEAN, QUEBEC, CANADA 
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‘* TWO GREAT NAMES 


When you carry the two great names in 


watches you are sure of making more sales. 


with nothing less than the 
. The nationally known 
s the watch that times 


oe oe 





[mo RK 17, N. Y. 


NEW ENGLAND: 
MIDWEST: MaGis 
_ SOUTHERN: Alben Hagman 104 Poplar Sim 
WEST COAST: Joseph Gram 220 West Fifth, & 


Sram 


= 
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H 480/48 1/482 World's thinnest waterproof* 
watch with sweep second hand. Nickel- 
chrome, stainless steel or yellow steel back. 


INCABLOC Nivaflex mainspring. 








ENICAR 1I3L Latest addition to the ENICAR line. 
Beautiful assortment of men's round I7 jewel dress 
watches with original Swiss yellow steel back cases 
with fancy or tailored bezel. An outstanding selection 
of dials—unbelievably thin and sma-t.—THE SEA- 
SON'S NUMBER ONE WATCH VALUE. 





FOR THE WORLD'S 


THINNEST WATCHES 


AT POPULAR PRICES 
to retail from $19.95 








# 590/592 World's thinnest and 
smallest waterproof* watch for 
ladies. Stainless steel or gold 
plated Supershockresist - Nivaflex 
mainspring. 





#711 World's thinnest AUTOMATIC water- 
proof* watch with sweep second hand, 
INCABLOC Nivaflex mainspring. 


Write to J. Kalberman Company, sole distrib- 
utor of ENICAR watches in the U.S.A., for 
complete catalog and price list of outstand- 
ing men’s and ladies’ sport and dress watches 
at popular prices. Sales-provoking mats and 
profit-making displays furnished with your 
orders for ENICAR watches. 


Don’t miss these outstanding values. When you 
buy ENICAR—-you are buying real watch value 


and you can reorder throughout the season. 


J. KALBERMAN CO. 


115 WEST 45 STREET NEW YORK 36, N. Y. 


* Provided case has been opened and closed by a competent jeweler and 
crystal remains intact. 
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TWICE THE CUTTING POWER 
vel, SELLS FOR JUST $3750"! 


solidi: You'll really outclass isl 

Not in price alone, but in top- 
quality, time-saving features! At 
60,000 cuts a minute, new “‘Cut- 
’n-Fold”’ action does more in one 
minute than most blenders do in 
several! You’ve got the edge 
in price and finer features—plus 
good strong promotional support. 
Backing you will be big, attrac- 
tive send-off ads in the Nov. 7 
and Dec. 5 Saturday Evening 
* Pures! Post, and frequent ads in Good 
° Grates! Housekeeping. All this, plus a new 
¢ Chops! Hamilton Beach Mixing Center 


’ AY N «sar -. q tracks! Call your distributor now. 
















e Liquefies! 
¢ Blends! 
e Mixes! 














; This new Liqui-Blender will 
finer a ty, ee: bel PN move fast! 
ter, cuts CTF} ee fs 4. 

Blends a f = | 4 i Y, — Z Ff : . 3 . a ” VERT SED IN 








ee th Th 
a : >aturday Evening 


EASY TO CLEAN! \ | a 


Container opens at both 
ends and cutting unit comes MASON- 
apart completely. No food JAR 





| THREAD! 
NO-SPLASH TOP! Container can be re- 


Center of top section lifts out, placed with a fruit 
so ingredients can be added jar for speed in home 
while blender is on. canning. 


traps! 





a'Gw 


‘ ‘Oy 
lean (amma wanes 


Top speed turns out a true puree. 
Low speed is for coarse cutting. 





America’s fastest-selling portable! 


HAMILTOR BEACH 


[llixette” 


More big-mixer features 
make it easy to sell! Powerful, 
lightweight, easy to demon- 
strate. Beats, mixes, mashes, 
whips—in any bowl or pan. 
One-hand operation—3 
speeds under the thumb. Beaters:‘snap 
in and out. Gift box doubles as display. 


Top-Profit 


HAMILTON BEACH 


The easiest food mixer to sell because 
it has more easy-to-use features. 
Your best bet because it stays sold, 
pays you full profit. Easiest speed 
control, easiest portability, easiest 
bowl control. At $39.50 retail, it’s 
made to order for fast selling! 









$1975" 


RETAIL 





JUICE EXTRACTOR 
sold separately $4.50 retail 


WEW HAMILTON BEACH 


Keep a good stock handy! 
Home Drink Mixer 


A good impulse item, because the whole family can \ = , 
enjoy it! Makes real soda-fountain drinks; super- ) $2950" 
“+d \ RETAIL J - AC 


duper malteds, fruit drinks—even cocktails. Every 
Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 

















customer owning a home freezer or freezer-compart- 
ment refrigerator is your prospect. 1414” high. Heavy 
metal stand. 16-oz. container. 





*Prices subject to change without notice. 
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ERNEST 
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SE A DYNAMIC NEW 


” CONCEPT IN WATCH FASHION! 


Once each generation an entirely new idea is born. 


Such an idea is the new “Cocktail” . . . conceived and developed within 


the walls of the ERNEST BOREL factory. 


Here is a new concept of beauty ... created by motion! Ever-changing 
patterns of lovely designs move gracefully across its face, fascinating the 
wearer and casual observer alike. 

“Cocktail” is fast becoming the most talked about new watch on the 
world market. In every country shown it has been received with wide- 
eyed enthusiasm. Imagine the traffic “Cocktail” can bring to your store 


. stimulating sales in all departments. 


Naturally, the first Jewelers to feature “Cocktail” will reap the greatest 


benefits. So write for complete details of this amazing new watch today! 






































Available in 
a variety o 
Dial styles 
for Ladies 
and Gents: 
$71.50 f.t.i. 





WATCHES AND CHRONOMETERS 


ERNEST BOREL 


SINCE 1859 








‘e 
Exclusive U. S. Distributors — Jules Borel & Co. — 1015 Walnut — Kansas City 6, Mo. 


New York Show Rooms — Suite 1100 —— 665 Fifth Avenue -—~ Phone Plaza 3-3810 
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DL/148 $6.00 DL/199 $5.00 


DL/143 $5.00 Lay 

















pi/149 $4.50 DL/27 $46.50 DL/28 $32.00 DL/29 $23.00 DL/30 $54.00 


4 Diamonds 2 Diamonds 1 Diamond 6 Diamonds 

















DL/132 $6.00 


DL/19 $27.00 DL/20 $16.50 DL/144 $6.00 DL/26 $62.00 


2 Diamonds 1 Diamond 6 Diamonds 





DL/139 $21.50 DL/133 $9.00 


1 Diamond 





DL/14 $13.50 DL/18 $41.50 









4 Diamonds JA 
DL/47 $55.50 DL/52 $26.50 DL/198 $33.00 
5 Diamonds 1 Diamond 1 Diemond 





fa) 


DL/146 $8.00 DL/70 $20.00 1/71 $30.00 DL/72 $66.00 


1 Diamond 1 Diamond 1 Diamond 





e 


DL/164 $15.50 DL/155 $20.00 





DL/152 $27.00 DL/154 $42.00 DL/162 $54.00 


1 Diamond 


TRONS & RUSSELL CO. 


PRICES KEYSTONE EACH, NOT INCLUDING FEDERAL EXCISE TAX 






DL/82 $7.50 


pDL/89 $19.50 
1 Diamond 1 Diamond 


1 Diamond 1 Diamond 1 Diamond 


DL/96 $44.50 /97 $45. DL/99 $28.50 DL/111 $93.00 


1 Diamond 4 Diamonds 


iy ees 50 


1 Diamond 1 Diamond 1 Diamond 


pi /109" $31 Dt/ " , — 00 


4 Uenands 4 Diamonds 4 Diamonds 


utter —_ 50 


4 Diamonds 


wine is.00 DL/174 


7 Diamonds 


DL/106 $49.50 puta $61.50 


3 Diamonds 8 Diamonds 


DL/121 $94.00 DL/86 $5.00 


5 Diamonds 


DL/194 $108.00 My "$93.00 wine $54.00 


10 Diamonds 4 Diamonds 4 Diamonds 


a "$30.00 DL/126 $18.50 


1 Diamond 1 Diamond 


Every Deluxe emblem is skillfully 
designed to reflect the unusual weight 
and beauty of the finest of emblem 


jewelry craftsmanship. 


DL/64 $28.50 pL /65 ~ $63.00 Exclusively packaged in a specially 


1 Diamond 1 Diamond 


DL/125 $30.00 


1 Diamond 


FRONS &2 RUSSELL CO. 


PRICES KEYSTONE EACH, NOT INCLUDING FEDERAL EXCISE TAX 


designed hinged steel gift box 
































PHONE, WIRE OR WRITE 


PLaza 7-5460 


WATCH COMPANY Inc. 
PHONE 


6 West 48th Street, New York 36, N. Y. 
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BROIL-WELL 


FRI-WELL 





MEAL-MAKER 


it pays to promote 


DORMEVER 


FREE TRIAL 
PROMOTIONS 


BLENDER 


Dormeyer has what it takes to build 
successful hard-hitting retail promo- 
tions. Top-notch products — with a 
nationally advertised name... and 
backed by the promotion-wise sales 
policy that has made Dormeyer BIG 
(AND GROWING BIGGER!). 


Want to run a Free Trial Promotion? 
A Package Promotion? Dormeyer has 
them ready for you—complete with 
display materials and kits of direct-mail 
ad helps. Call your Dormeyer distributor 
for all the details—now. 


Dormeyer Corporation, Kingsbury and 
Huron Streets, Chicago 10. 


All Dormeyer Products 
Are Advertised in 


The Saturday Evening 


PACKAGE 
PROMOTIONS 


¥ We: 
Bt 3 
S a | 


‘“DORMEY"’ TOASTMAKER COFFEE-WELL POWER-CHEF 
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Jewelry stores can sell at night! 


Nobody has to tell you that your windows ac- 
count for a big percentage of your total sales. 
That means you’re losing business if nighttime 
window shoppers can’t see your merchandise. 
So keep your windows selling for you—with a 
time switch! 


SALES ARE MADE AT NIGHT 


— wille Tins Switches! 


TIME SWITCH SECTION 
National Electrical Manufacturers Association 
155 East 44th Street, New York 17, N. Y. 


GENERAL ELECTRIC COMPANY « PARAGON ELECTRIC COMPANY 
RELIANCE AUTOMATIC LIGHTING COMPANY 
SANGAMO ELECTRIC COMPANY « THE TORK CLOCK COMPANY, INC. 
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When a salesman loafs during working hours, it costs you 
money. When that happens, you do something about it, fast. 


Don’t you consider your show window a good salesman? You 
bet. But when it’s blacked out at night, it’s a total loss. 


Very: few window shoppers will push their noses,against a cole 


pane of glass to see what’s inside. A 


You’ve got a big investment in that show window. You usé it 
to display merchandise because you know it’s one of your, . 
star salesmen. Why not let it sell for you at night? Aa e 


Evening is “window shopping” time. An investment. of’) 
a few dollars will give you automatic window lighting at 
night, and attract those shoppers to your store. : 


Ask your electrical contractor about a time switch. It’s‘an 
electrical “night watchman”’ that will turn the lights on and 
off whenever you want it to, just by setting the timer 
before you go home at night. 


Your electrical contractor will tell you how simple and 
economical a time switch is to install. And if you’ll fill out 
and mail the coupon, we'll send you a FREE booklet which 
tells not only about automatic window and sign lighting, 
but also how to efficiently control heating, air conditioning, 
protective lighting, and many other uses. 


TIME SWITCH SECTION 

National Electrical Manufacturers Association 

155 East 44th Street, Dept. JC-10 

New York 17, N. Y 

Please send me FREE booklet which tells how TIME SWITCHES can 
give me convenience, economy and safety. 

Ee ae een eee ined wi 

Store Name 


Street & No. 
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As appearing in full color in Vogue, November Ist 


PREMIERE... jeweled ballet of simulated baguettes for fashion’s dramatic hours. 


Bracelet, $20.00; Earrings, $7.50; Necklace, $20.00. Prices are approximate; plus tax. 


Not authentic unless stamped with the name Trifari. Design Patents Pending. 
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Profits Come FAST 
NITH 





THE “NAME RADIO” THAT OUT-SELLS ALL OTHERS! 
=and now’s the time fo sell! It’s radio’s greatest year! 



































__— Zenith’s Super Deluxe Clock Radio. Only Zenith gives Zenith’s famed Super Symphony FM-AM Table Model 
~*~ superb ‘“‘Big Set’’ tone quality radio . . . because of It has no equal in the world! Zenith, world leader and 

- the Zenith-built Alnico 5 speaker ‘‘acoustically cen- pioneer in FM, gives the most brilliant tone quality 
___—tered’’ in the set. Sell the big difference in any clock in a table model FM-AM set you’ve ever heard or 
: -__— radio—the radio itself! Model L622. | sold! Model K725. 























Rs CC (dtC<Ct;w”'*é‘éCéCOCOC™C;C;*é‘*™S”UUC "GRR 0 TE EE ee eee a eee 

! Zenith’s ultra-smart AC-DC table model— Zenith’s “Powerized” Portables 

bs The Tournament America’s most popular portables, ‘‘powerized’”’ to 

Advanced radio styling and design mark a Zenith give longer life, more hours of flawless performance! 
every time! That’s why Zenith leads the world in Let your customers pick them up, play them— 
radio, why jewelers all over America sell Zenith then write the order! The ‘‘Personal’’ Portable L401. 


radios in volume! Model H511. 








ORDER ZENITH RADIOS NOW= SALES BEFORE CHRISTMAS ARE BIG! 
DISPLAY ZENITH RADIOS NOW — PROPER DISPLAY MEANS VOLUME SALES! 
SELL ZENITH RADIOS NOW = MEANS ‘EXTRA’ SALES, ‘EXTRA’ PROFITS FOR YOU! 


ALSO MAKERS OF FINE HEARING AIDS 
Zenith Radio Cot poration 
Chicago 39, Illinois 


The royalty of television and RADIO aeeten 


FUR Oct yh O ) 
CTOBER, 1955 69 


Backed by 35 years of Leadershlp 
in Radionics Exclusively 

















53 ads in 13 

national magazines 

A total of 

151,867,872 messages! 


Saturday Evening Post 
Look 

Better Homes & Gardens 
McCall’s 

Country Gentleman 
House & Garden 
House Beautiful 
Holiday 

New Yorker 

This Week 

Modern Bride 

Bride’s Magazine 
Guide for The Bride 


for' 


Thi 
to-earth pf. 
McGraw E lity wherev 
eh : S ‘ ie 
electricity is de gifts now: 
Make your sel ertisement ant 
‘ ‘ X ; = 
take it with you wnenYe a 





That way, you'll avoid \a lot or gMf-Sshopping lost motioiy 


McGraw Electric housewares are on sale or can be ordered wht 
ever electrical appliances are sold. 


‘ e 
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Finish your shopping faster and fresher. Check your selections here. 
Then take this advertisement with you as a shopping guide. 


TOASTMASTER 


} a ] New Super De Luxe Toaster. Distinctly dif- 


ferent! Automatically lowers bread, toasts it, raises 
it... all by itself! World's newest toaster. $27.50 
2 Automatic Toaster. For perfect roast; light, dark, 
or in-between. Easy-to-clean crumb tray. . .$23.00 


MANNING-BOWMAN 

3 Automatic Combination Grill. Bakes 2 wafiles 
Or toasts 2 sandwiches. Signal light tells when to 
pour batter. Heat control..............$19.95 
4 2-Piece Corn Popper. Pops 1! qts. of popcorn. 
Stove can be used separately. Clear cover... $9.95 
5 Knife Sharpener. Guard-guide holds blade at 
correct angle. Can be removed to sharpen scissors, 
tools, etc. Suction-cupped base... .... .$12.50 
6 Waffle Baker. Indicator tells when to pour 
batter. Pre-seasoned grids lessen sticking. $9.95 
7 Combination Grill. Bakes 2 waffles or toasts 
2 sandwiches. Heat indicator in cover 
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body massage; plastic case : 


8 Vibrotor. 4 applicators for soothing, facial and 

ee SOS 
9 Portable Food Mixer, Upright for use in deep 
pans. Three speeds. Enclosed 1%-qrt. bow!. $28.95 
10 Heating Pads. 4 models with removable, 
washable covers. Wetproof—-3 heats. $5.95 to $9.95 


EVERHOT 
11 De Luxe Roaster Oven. Roasts up to 24 Ibs. 
18-q¢. liquid capacity. Exclusive cover lifter. Opens, 
closes, locks cover. Holds it open where wanted. 
$44.95 Enameled steel cabinet wirh casters, $21.95 
12 Roaster Oven. Cooks, roasts, or bakes auro- 
matically. Roasts 24-lb. fowl. 18-q¢t. liquid capac- 
ity. $37.98 Urtilitable $6.95 
13 Timer Clock. Automatically turns current on or 
off—15 min. to 5% hrs. For any appliance. $12.95 
Broiler-Griddle Attachment (not shown) can be 
used with either roaster Cel Se ee 
14 Rangette. Fries, broils, cooks, roasts. A small 
stove for students or campers. Aluminum griddle. 
Removable broiler drawer. $39.95. Oven, $12.50 


ELGIN, ILLINOIS ©1953 
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15 De Luxe Automatic Roasterette. Roasts up to 
9 Ibs. of meat or fowl. Atromatic thermostat con- 
trols hear. 5-qt. aluminum inset pan... ...$21.95 
16 All-Purpose Roasterette. 3-qt. removable in- 
set pan holds 6-ib. roast. 2-heat control. Cooks, 
bakes, roasts. Whire baked-enamel finish. .$11.95 


TROPIC-AIRE 


17 Electric Blanket. “Comfortrol’’ automatically 
maintains warmth. Hluminaced dial shows setting. 
6 gorgeous colors. Gift case and storage container. 
Single and double-bed sizes. .. $42.95 ro $53.95 
18 Electric Sheet. Mercerized and Sanforized 
percale. 5 smart solid colors, one rich flowered 
pattern. ‘“Comfortrol”’ auromatically guards warmth 
all night. Smarty packaged. .$31.95 and $39.95 
19 Fan-Type Heater. Heats average bathroom, 


20 Heater & Air Circylator. A heater, a fan, an ait 
circulator jm one. Miracle Disc regulates air. $23.95 
21 Ray-Vector Heater. A most efficient heater. 
Rotates easily from vertical ro horizontal. $17.95 


McGraw Llectrie Company 


TROPIC-AIRE « EVERHOT « MANNING-BOWMAN 
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Unusual TAYLOR INSTRUMENTS, $2.75 TO $19-50 [ 
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Saturday Evening Past, 


anomalies 


New Yorker, Holiday, fortune 
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The people in the trade tell us the buxom Miss on our 
counter card this year has more “fast sell” than a cir- 
cus press agent. One thing is certain, she’ll make your 
customers stop, look ...and buy ! The instruments on 
this page are being emphasized in our powerful Christ- 
mas promotion in Saturday Evening Post, Holiday, 
New Yorker and Fortune. Your customers are going to 
be looking for them. Be sure you have them in stock. 
Taylor Instrument Companies, Rochester, N. Y., and 
Toronto, Canada. ila 





Beauty and Utility are deftly combined in Taylor’s Glendale Com- 
bination set! Temperature and humidity units (left) and barom- 
eter unit (right) are housed in crystal clear plastic cases with gold 
tone inner circle. Something special at $12.50 per set. Individual 
units also available. 





New “Picture Frame” Combination Barometer is a beautiful gift 
for the desk at his office. Beautifully formed beige plastic case 
houses barometer, temperature and humidity units. An unbe- 
lievable bargain for $10. 


TAYLOR INSTRUMENTS 
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full color too$§ 











Any Man Knows what to wear 
when he has a Taylor REMO-SET* 
high-low thermometer. Indoors 
he can see highest and lowest 
temperatures since last setting, 
present temperature too. Resets 
from indoors. $15. 














This York Pendant weather 
forecaster and room ther- 
mometer was styled by Walter 
Dorwin Teague. Easy-to-read 
forecast dial has center knob 
for adjusting set hand. Two- 
tone, brass thermometer scale 
has large black figures and 
graduations for easy reading. 
Price $18. 











One Dial Tells The Time, the other dial tells the barometric 
pressure in this combination Clock Barometer. Rich hand- 
rubbed mahogany case, polished brass side brackets. A won- 
derful gift, $25. Clock value $12.50 subject to 20% tax. 


MEAN ACCURACY FIRST 
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Every jeweler will find profit-making power in 
the knowledge of terms and terminology of the 


jewelry trade which are authoritatively explained in this book. 


It contains an invaluable wealth of information essential to THE JEWELERS 
Jewelers, Watchmakers, Gemologists, and all others seeking DICTIONARY 
information pertinent to the Jewelry and allied industries. 

265 pages jammed with authoritative, factual information. % 00 

More than 4500 word-and-term definitions, many of them ; 

clearly illustrated. Complete comparative table of Interna- mein 

tional ring sizes. Eight full-page plates illustrating over 125 Hard Cover Bound in Rich 
varieties of stone cuts. Facts on Sterling and Plated Silver- Blue Cloth with Gold 
ware. A table listing American Watch sizes and enlarged views Stamping 


of Watch parts PLUS a trilingual vocabulary of horological 
terms. An explanation of Gemstone characteristics, tables of 
weights and measures, Wedding Anniversaries and lists of 
Birthstones. 


ORDER 
TODAY 





AUTHORS 
Dr. Frederick H. Pough . 


Curator of Gems and Minerals of the 


1 
Ameri Mu f N | Hist i 
pide cc Aacieaammad i ‘THE JEWELERS’ CIRCULAR-KEYSTONE 
John J. Bowman 
Saciatiens iol ! 100 E. 42nd St., 
Bowman Technical School ! New York 17, N. Y. 
C. M. Hoke 
Consulting Chemist Please send me a copy of the revised JEWELERS’ 
Jewelers’ Technical Advice Co. 
Joseph D. Little 1 DICTIONARY. Enclosed find $6.00 
Authority on antique silver, both sterling and 
Sheffield as well as modern plate and sterling. IPSS AT eee ee Se is enclosed 
A limited quantity 1 Money order ........... is enclosed 
” I 
available | 
0 ee ee a ee ee ee 
Check or money order must ; 
accompany all orders. ens en ens ee 
, 
DO NOT SEND CASH! City ........P.0. Zone No........ State... 2... 
, 
1 
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A 300, 397: OF YOUR CUSTOMERS WILL BE READING ABOUT 


nationally advertised 





He 
Junghans 


CLOCKS 


HERE’S A WONDERFUL CHANCE FOR 





YOU TO CASH IN ON A TERRIFIC FALL 


AND XMAS PROMOTION! 


THESE ARE THE MAGAZINES CARRYING 


THE ADVERTISING 





1,000 day ATO electric 
battery clock with 
raised Arabic gold 
numerals on silver 
dial & polished brass 
base. #7774 same 
with Roman numerals. 


11” x 8” Keystone 


$50 











#7775 


1,000 day ATO 
electric battery 


mantel clock. 





Square brass case 
with dull gold 
finish. Raised 


gold numerals 











on silver dial. 


Keystone $64 








9” x 63/44" x 4V/n"" hs ee . 








4/4 WESTMINSTER CHIME MANTEL CLOCKS 
8 day in genuine walnut or mahogany. 
Hand rubbed, dull finish cases. 








H#17/1831 16” x 7¥e" x 42" 





#5/7494 

7 jewel, 1 day 
boudoir alarm clock 
with raised gold 
numerals on silver 
dial. Luminous. 
Unbreakable crystal. 
Ye" x 234". 
Keystone $21 





4/7395 


7 jewel, 1 day 
boudoir alarm clock. 
Raised gold 
numerals on silver 
dial. Luminous. 
Available in various 
styles and colors. 

2” x 17%’. Keystone 
$14.50 


























#7347 


Traveling alarm clock 
in genuine Morocco 
or pigskin cases. 

1 day, 7 jewels. 

All colors available. 
BA" x 27/9". 
Keystone $13 


Send For Our Latest Catalog and Price List of Many Other Styles and Makes 
SOLE U.S. AGENTS FOR ALL JUNGHANS PRODUCTS 


mene Y COEMLER CO., 


101 FIFTH AVENUE ° NEW YORK CITY; .N. F; 


1524 Merchandise 
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Camera style 
traveling alarm clock 
in metal case. 

1 day, 7 jewels. 
101/7275—red 
101/7276—brown 
101/7278—bliue. 
34" x 2%". 
Keystone $15.70 














Chicago, Illinois @ 300 Merchandise Mart 


IT WILL PAY YOU 
TO FEATURE 


Junghans 


THESE ARE YOUR FREE SELLING AIDS 


e Advertising Mats 
@ Window Streamers 
e@ Counter Displays 
e Hang Tags 
@ Statement Enclosures 


Send Your Orders in Early to Assure 
Prompt? Delivery 


* Audit Bureau of Circulation Figures 
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Get into the 
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BE ASSURED OF 


DELIVERY 
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You, 


These Sources «Stock Ynited CLOCKS 
ROBERT ALLEN co. 
MINNEAPOLIS 


A. COHEN g. SONS CORP. 
NEW YORK 













United Clocks ri 
They’re wom 8 with Chriss 
hold Sceetiemes — They attr mas app 
mation retin irresistibly a a attention 
tinkles, Pendulu ham! ee al Ani- 
Plan a aaeuiin wre, onde’ Music 
ture...and ne Pinata ines perform! 
, when Christmas tl ray fea- 

, your 






EISENST ADT MFG. co. 
st. Louis 






~;, LuRIA & son, INC. 
wew YORK 
ADMIRATION propucts coRP. THE gy ALLENSTEIN-MAY EE C0. 
wew YORK CINCINNATI pair 
S re . 
1S ° 
\. ALBERTS SONS BALDWIN MILLER €O- baw Pr ter will hav 
poston (NDIANAPOLIS Cl a ane dian e rung merril 
a e€ .% 
avpert F. LONG C0. us looks fo locks that S aK 
ronh anta 
DENVER is rounds! 


ARD & COMP ANY, INC. 
piTTSBURGH 
coRWIN co. 
LOS ANGELES 












BIGG 
j, i. GROSS g, CO. THE 
CLEVELAND 
U. 3- sEWELRY cO., Inc. sack KAY & sONS 
BALTIMORE Los ANGELES 
BLUEST EIN COMPANY, Inc. CONTINENT AL MDSE- co. 
WASHINGTON, p. C. SAN FRANCISCO 
WASHINGTON pISTRIBUTORS 
SEATTLE fi 
Or n 
pron of Jobbers in 
isted herewit hb eas 










FALK pisTRIBUT inG CO- 
peTRoIT 
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S gone’ oor tag electric action ber Pies attention . . . sells on sickest xqu ui 
_ 24 kt. “gold plated’’, glassed-in mantel cabinet. Spectacular dial face. A. — 
Piece and an outstanding success. Height 914 ins. ¥ 


NO. 975 ENCHANTE’. . . 400 Day Style Maoiepeeass type Clock. | isationa! 
gift value! Brilliant, non-dimming 24 kr. ‘‘gold plated’’ finish. 4-sphere pendu- _ 
GIB mre ses csric: ‘lum rotates smoothly, quietly, and in perfect synchronization. Crystal-clear . 
: shatter- cargo: dome. Chenille-ringed, base edging. Majestic height 13 ins. 









— NO. 870 BALLERINA. wich Music . . . A stellar attraction. Peachiadiog i 
observe. Enjoyable dancing performance at “the flick of a tiny switch. So grace- 
a fully” realistic, it prompts spontaneous applause. When switch is turned “‘off’’, 
time continues, ———— ‘Theatrically designed. Length aid ins. = 





it Ohh»; 
Sa » o 


a 


No. 870 


UII NAPPA IRN RnR rn nin mri 


tar ce co AL ent 0 ee a 


No. 975 








Santa Claus-approved! United Clocks and 
United Holloware are Firsts on America’s 
Gift Lists... your Firsts, too, for Profits! 


. 
. 


NO. 105 
CANARY COTTAGE 














Check your Holiday 
Needs, Today ! 


Unit 
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NO. 81 
SHIP CLOCK 





NO. 94 


0 NO. 345 NO. 556 
VENETIAN FLORENTIME WISE OWL 


CLOCK CORPORATION 


A Division of United Metal Goods Mfg. Co., Inc. 


379 DE KALB AVENUE, BROOKLYN 5, N. Y. 


es SINCE 19 0 5 








A smash Kit for very 


The LANNY ROSS 


Linst nationwide radio shour ever 
Apousoad by a hing mamufadtaner | 


An outstanding success—the Lanny Ross radio 






show continues to bring you the outstanding 
national sales support and the strong local 
coverage that have increased Artcarved sales 
dramatically throughout the country. From 
coast to coast, Lanny Ross is winning new 
customers . . . creating greater profits for 
local Artcarved dealers. Find out how 

you can tie in directly with this great na- © 


tion-wide show. For more information 





write: Advertising Department, J. R. Wood 
& Sons, 216 East 45th Street, New York. 








Artcarved over more than 550 Mutual 
stations ... covering America! 


- omy. ¢! 7 Cot. popular radio tenor, sings for you and 


pnhiimil 


Plus extensive magazine ee el 





Distinctive, new Artcarved ads 
in Life and Look —America’s two ue Eo 
top-readership magazines—build , 
ever-increasing prestige for 
Artcarved diamond rings. 
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Artca rved jeweler | 


RADIO SHOW! 








Artcarved 


DIAMOND AND WEDDING RINGS 








J. R. WOOD & SONS, INC. 
216 EAST 45th STREET, NEW YORK 17, N. Y. memoen 
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**T will be talking to 25 million people on your behalf 


every week from now till Christmas”’ 


The whole story of the Longines-Wittnauer radio and television advertising 
program for the holiday selling season is too big to detail here. But the 
gist of it is compressed into the one short sentence above—every week, 
from now until Christmas, Longines-Wittnauer’s radio and _ television 
programs will talk to 25 million people! This is the strong base on which 
Longines-Wittnauer’s many-faceted program of advertising and public rela- 
tions is built—a program that dwarfs anything we have done before! Good 


news, indeed, for every Authorized Longines-Wittnauer Jeweler Agency! 


Since 1866, maker of watches of the highest character 
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_— have always been and 
still are popular wedding pres- 
ents. The value of such a gift is that 
the happy couple can always find use 
for a clock. Queen Elizabeth and the 
Duke of Edinburgh have been no ex- 
ception. So many clocks were re- 
ceived at the time of their wedding 
that it was necessary to increase the 
palace clock maintenance staff. Two 
men spend their time winding and 
adjusting the mechanisms of the 
palace collection so that each piece 
runs as royal timepieces should. 

We are somewhat curious as to 
the correct title of these officials. They 
are certainly clock-watchers, clock- 
winders and time-tenders. Perhaps 
they are purveyors of time to Her 
Majesty. 

Though the clock situation in Buck- 
ingham Palace is rather far removed 
from the exercise of American free 
enterprise, we suggest our readers 
turn to pages 85-101 in this issue for 
the merchandising outlook on clocks 
and what the jeweler can do about it. 


o> © 
ANDSHAKING has been de- 


scribed as an art. Step forward 
briskly, put your hand out in full 
view, and shake vigorously but not 
too long. Though we do not recom- 
mend it, a new level was achieved in 
the art of deceptive handshaking in 
Salem, Ore. 

After a sale in an auto parts store, 
salesman Paul Carmichael was star- 
tled to find his customer closing the 
transaction with a vigorous hand- 
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shake, an unusual courtesy for this 
type of sale. Carmichael later dis- 
covered that the courteous customer 
had also removed his $75 gold ring 
during the heartfelt clasping of hands 
and taken off with it. 


o °° 
ROBABLY one of the largest 


baby markets ever delivered at 
one time to the jewelry industry ma- 
terialized recently in Canada. Each 
baby born on the day of the Corona- 
tion received an engraved silver 
spoon as a gift from the Dominion’s 
Governor-General. The Canadian 
Bureau of Statistics presented about 
1000 of these Coronation mementos. 
Though Ottawa jewelers supplied 
the spoons, it was a natural promo- 
tion for jewelers throughout Canada 
and the beginning of a personal sales 
approach to the parents of the 
Coronation Day Baby. 


© © 
UPERSTITIONS about using 


timepieces are legion. Frequent- 
ly they revolve around setting the 
watch or clock ahead, the theory 
being that the owner or members of 
the family will, without fail, be on 
time. 

But leave it to Slapsie Maxie 
Rosenbloom, erstwhile boxer, Holly- 
wood comedian, and sometimes ac- 
cused of impersonating himself, to 
reverse the set-ahead procedure. He 
slows all his timepieces by precisely 
15 minutes. 
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Once Mr. Rosenbloom made reser- 
vations in San Francisco for a flight 
to Los Angeles. Arriving at the air- 
port, he discovered the airliner had 
already taken off. Contorting his 
countenance into his celebrated mean 
look, he started to search for the air- 
port manager to find out the reason 
for the plane’s early departure, but 
then he checked his wrist watch with 
airport time. He found he was 15 
minutes slow. 

Later that day, he saw a newspaper 
headline: “Slapsie Maxie Killed in 
Plane Crash.” The airliner on which 
he had reservations crashed into San 
Francisco bay and all aboard were 
killed. 

Since then Mr. Rosenbloom has 
reset all his timepieces 15 minutes 
late. And his reasons, we might say, 
are adequate. 

But, since he is automatically late 
for all kinds of transportation, how 
does Maxie ever get anywhere at all? 


© © 
IAMONDS are a mare’s best 


friend. It seems that Crossaway, 
a famous West Australian pacing 
mare, captured a $1,000 diamond 
ring by simply nipping it off a man’s 
finger, as he rested his hand on her 
stall. 


© © 


HOSE of us who are not blind 
and see daylight every day with- 
out so much as giving it a thought 
are probably unaware of how much 
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Priceless Heirlooms? 


No, but they have a priceless heritage 
...they’re WHITING & DAVIS 









\\ | | i \( : 
mie 
| ; ar new, they're old, they’re good. 
They’re part of a quality jewelry line by a 
«\ \ quality maker . . . crafted with today’s sure skill, 


slanted at a market of women with taste. 









Who better than Whiting and Davis to do 


such a job? Who knows better the niceties of 


detailing and hand finishing? Who knows better 
what women like? SY 
Obviously — nobody. Because Whiting and Davis’ celebrated mesh 


masterpieces have dazzled the fashion world for nearly eighty years. 





That’s why this jewelry line will mark you as one of the more dis- 
criminating dealers. WHITING AND Davis Co., Inc., Plainville, Mass. 


V 


HAND IN HAND WITH FASHION=SINCE 1876 


82 THE JEWELERS’ CIRCULAR-KEYSTONE 








we tell the passage of time through 
other means than the watch on our 
wrist or the clock on the wall. 
Whether you get up at dawn or not, 
you always know it has occurred and 
passed by, simply because you can 
see darkness and light. Of course, if 
we want to know the actual time, we 
never fail to consult our modern 
timepieces. 

But the blind, though they are 
aware of the passage of time, never 
have the slightest idea of even the 
approximate time of day or night 
without a Braille watch. 

Irv Rader, Detroit jeweler, has 
long featured Braille wrist watches 
for the blind, and has himself given 
many of them to sightless people. 
This year he suggested to the Detroit 
Crisis Club that it donate its annual 
profits to buying Braille watches. 
The Club responded and 50 of De- 
troit’s blind were given Braille 
watches as gilts. 


© © 


USINESS in a retail store can be 
so good that you can’t keep up 
with it. Again, business can be so 


excellent that you can go away and 
leave it. 

Theodore White, jeweler at 510 
Madison Ave., New York City, re- 
cently put a sign on his door which 
read: “Gone Fishing. Will Return 
August 10th.” Of course, it may 
have been the heat! 

> © 
_— with their cats and jewelry 
are Mrs. Winifred Mansell of 
Keston, England, and Mrs. Sally 
Cook, almost directly across the 
ocean in Yorke, Me. 


Mrs. Mansell’s cat was prowling 
around England, presumably in the 
neighborhood of Keston. The feline 
traveler returned home limping bad- 
ly. Mrs. Mansell examined her pet 
and found two diamonds stuck in the 
cat’s forepaw. The value of both 
gems ran about $400. A search of 
the cat’s regular prowling grounds 
failed to turn up more diamonds. 


In the case of Mrs. Cook and her 
American cat, the situation was one 
where there was friction between the 
pet and its mistress. The cat was 
forever messing up the flower gar- 

















why 




















"Well—I don't know ... let's see some big ones with flaws." 
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den. Searching for something to toss 
at her cat, as it scratched in the cul- 
tivated bed, Mrs. Cuok reached into 
a back-porch box and discovered a 
quantity of jewelry she had lost three 
years ago. 


© © 


HE most unusual watchmaker’s 

shop in New South Wales, and 
perhaps in the world, is owned and 
operated by Benny Cherlin of Syd- 
ney, Australia. He literally runs the 
shop, for it is mounted on wheels. 
His store measures only six feet high, 
three feet wide and four feet long. 


Obviously there is a problem of 
space in Benny’s shop. When he is 
working in his cramped quarters, 
there just isn’t any room left over. 
Our suggestion to Benny is to mod- 
ernize! A trailer or properly outfitted 
truck would do the trick, and more 
than likely increase his business. 


> © 
ers customer told the jewelry 


salesman that he wanted to buy a 
really fine watch. As a matter of 
fact, the customer said he was very 
much interested in a Hamilton. But 
then he inquired, “Is Hamilton a fine 
watch?” 


Swelling with pride, the salesman 
exclaimed, “Why my company pre- 
sented me with a Hamilton watch for 
25 years of service.” 


“Is that so?” the customer replied. 
“Well, glad you mentioned it. I’ll be 
25 years with my company next year 
—so maybe they'll present me with 
one. Guess I’d better wait and see.” 

And with these words, the customer 
walked out of the store. 


The only face-saving “out’’ for that 
salesman is to contact the company 
for whom his prospect works, insist- 
ing that the firm buy the timepiece 
to present to the employee. 

© © 

4 eee World-Telegram & Sun re- 

ports that Horace Dodge, Jr., heir 
to all that automobile money, is 
tifing with his bride, former show- 
girl Gregg Sherwood. Last time they 
disagreed, Dodge bought $65,000 
worth of jewelry for his wife, just to 
show her how sorry he was about the 
whole thing. The jewelry trade can 
be pardoned for some wishful think- 
ing in regard to the couple making 
up—with suitable presents, of course! 
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Attleboro Men Rally 
“The Jewelry Tariff Comm. of the Attleboros will meet again in a 
few days. The proposed French Reciprocity Treaty, while giving 
invaluable aid to western machinery makers, would, so the jewelers 
say, wipe out the New England jewelry industry completely.” 
(November 11, 1903) 


Bowman’s Latest Book 
“The Manipulation of Steel in Watchwork, a manual of modern 
methods, by John J. Bowman, of the Ezra F. Bowman Technical 
School, Lancaster, Pa., is a new book on a live subject, equally useful 
to the experienced workman and to the apprentice.” 
(November 11, 1903) 


Oneida Consumer Ad 

“Even if you need only one spoon—one fork—or one knife, to fill 
in a gap in your table service—let that piece be Oneida Community 
ware. It will be your best way to learn Oneida Community quality— 


and the beauty of Oneida Community designs.” 
(November 11, 1903) 


Fashion Note 
“Fashions run in circles; the bead necklace is again in vogue, and 


will be in great demand.” 
(November 4, 1903) 


*‘Sidelines”’ 

“ ... t has always been our belief that we should get as many 
people ino our store as possible, and for this reason we have always 
handled a few side lines. One of our best has been fancy china. This 
will sell all the year. A line of Kodaks is also desirable. Phonographs 
and records form another line which can be handled to advantage.” 


(Prize-winning essay by reader R.C.B.) 
(November 4, 1903) 


“For Sale” 

“OLD ESTABLISHED JEWELRY STORE: only one in village 
1,200 population, nearest competition 16 miles; have trade of 15 vil- 
lages in vicinity; good reasons for selling. Stock, tools and fixtures, 


$3,500. Northville, N. Y.” 
(November 4, 1903) 
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Milwaukee Notes 


“The Bunde & Upmeyer Co. is now 
settled in its new store in the Mack 
block. On opening day the patrons were 
regaled with many popular melodies, 
rendered by an orchestra hired for the 


occasion.” 
(November 11, 1903) 


Washington, D. C. Notes 


“R. Harris & Co., Washington, D. C., 
last week celebrated the 25th anniver- 
sary of their business career by distrib- 
uting souvenirs and conducting a special 
sale.” 


(November 11, 1903) 


Lancaster Notes 


“S. Kurtz Zook, who recently expand- 
ed his store by throwing two North 
Queen St. stores into one, has just re- 
modeled his showroom again and has 
put in rosewood mirror cases for his cut 
glass and bric-a-brac.” 


(November 11, 1903) 


Syracuse Notes 
“H. J. Howe, Syracuse, N. Y., has 


just returned from a two week’s stay 
at Racquette Lake, where he shot two 


fine bucks.” 
(November 18, 1903) 


Los Angeles Notes 


“Brock & Feagans presented a hand- 
some shell spoon with a silver handle 
to each woman who entered their hand- 
some new store on opening day.” 


(Nevember 117, 1903) 


Erie, Pa., Notes 


“The store room of -H. T. Jarecki, 
Erie, Pa., is receiving a new and orna 


mental front.” 
(November 11, 1903) 
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The selling of watches and clocks is part of 
the jeweler’s heritage. Though the root may 
be deep, it requires constant nourishing be- 


cause other outlets are threatening the jewel- 
er’s domination of the market. 


Scrutinize your watch and clock depart- 
ments as if you were looking at them for the 
first time. After you have read the following 


articles, answer to yourself honestly, “Am I 


doing all I can to keep time on my side?” 











Time is on the side ol 


_- invention of the first timepiece some 
150 years ago was truly a remarkable achievement. Not 
only was it the most elaborate machine placed at the dis. 
posal of western civilization, but it was, so to speak, the 
grand-daddy of all subsequent mechanisms. 


HISTORICAL ROLE OF THE WATCHMAKER : 


In the beginning, as is the case today, there was only 
one mechanic capable of servicing this revolutionary in- 
strument. This ingenious mechanic was the watchmaker. 
jeweler. It is only logical that with the growth of the 
industrial age, watchmakers, supported by their knowl- 
edge of complex and intricate mechanisms, should play 
the most important roles. For, as most contemporary 
jewelers know, such inventors as James Watt, George 
Stephenson and Ottmar Mergenthaler were originally 


watchmakers. 
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Pe | Through the ages—from the time of the Nuremberg egg— 
the watchmaker-jeweler has been looked upon by the 
public as the community watch and clock merchant. 
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the Jeweler... 


For almost two centuries now the world has marveled 
at the nature of the watchmaker’s work. A patient, care- 
ful artist, the watchmaker is continuously improving and 
perfecting methods of timekeeping. He has become a 
proverbial symbol of skill. Recognition for this skill 
can be attested to by the popular expressions in use today, 
such as, “As accurate as a fine watch.” 


THE SKILL OF THE WATCHMAKER 


Consequently, the glamour of history and the tradi- 
tional skill of the watchmaker support the contemporary 
jeweler in his merchandising of clocks and watches. He 
has been handed a priceless heritage. He is regarded by 
members of his community as a merchant-technician—a 
skilled man. That is why “Time is on the side of the 
jeweler.” Skill, knowledge and traditional integrity are 
the jeweler’s exclusive weapons in combatting competi- 
tion from outside industries. 

Consumers in the market for fine watches and clocks 
turn naturally to the jewelry store. Instinct tells them 
that is the first place to go. Experience tells them there 
is the one place where they can look for competent and 
dependable advice on quality timekeepers and where they 
can be assured of reliable service for the precious time- 
pieces they select. Each individual takes keen pride of 
ownership in his watch; he wants to have good reasons 
for the correctness of its styling and the accuracy of its 
performance. 


JEWELER OFFERS VARIETY 


In the sale of watches and clocks, the jeweler has the 
advantage of offering the public variety—variety in style 
and price. Only in the jewelry store can a customer view 
at one time watches priced from $29.50 to $1,000 and up. 
Only in the jewelry store can a customer see an extensive 
offering of nationally known brand watches. And only 
in the jewelry store can a customer see in a moment’s 
time numerous wrist and pocket watches, unusual ring 
and lighter watches, mantel and floor clocks, etc. The 
customer also knows that in a jewelry store he can buy 
with confidence, knowing full well that his jeweler—a 
technician as well as a reliable citizen—stands behind 
his watches. 

Now through experience people have come to learn 
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that watches are delicate instruments which require regu- 
lar care and periodic service. Through the continuing 
efforts of jewelers people are becoming more and more 
“watch-inspection” conscious. People are beginning to 
realize that a watch makes thousands of beats per hour, 
hundreds of thousands per day. When a watch requires 
the attention of a watchmaker, they turn to the respon- 
sible merchant who is traditionally recognized as a seller 
of diamonds, watches, clocks and silver. 

As a sick person will visit his doctor, so will a man 
with a defective watch or clock visit a jeweler. And as 
a sick person will accept his doctor’s advice to avoid fur- 
ther illness, so will the watch or clock customer accept, 
in most instances, his jeweler’s advice as to which is the 
timepiece which will likely give trouble-free service. 


JEWELER HAS PRESTIGE 


The ability to service watches has helped keep time on 
the side of the jeweler. The jeweler’s prestige as a gift 
merchant of the highest order in his community is still 
another formidable weapon. A timepiece purchased at a 
drug or department store simply does not carry the pres- 
tige of one which comes from a jewelry store. 

Now of course the public is aware of the fact that there 
are other outlets apart from jewelry stores for purchas- 
ing watches and clocks. They know they can obtain 
inexpensive watches from these sources. Yet, so great 
is the public’s faith in the jeweler, people even prefer to 
buy cheap watches at the jeweler in preference to other 
stores. 

Yes, there is something about a watch that only a 
jeweler can sell. Tradition, skill and integrity are on the 
side of the jeweler. We must keep it there. 


But Times Change 
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OTHING is constant. Nowhere is that more 
apparent than in the field of retailing. 

Where are the old notions stores, the old stationery 
stores, the old cigar stores, as we used to know them? 
Their merchandise is being sold today—in larger quanti. 
ties than when these establishments existed in their olf 
form—but it’s being sold in different surroundings— 
often in stores of a different nature. 

Other retail businesses have not changed so dramat 
cally but many of them are seeing the increases in publi 





consumption of some of their items being distributed 
through stores outside their fields. 


Are you permitting watch sales to 
slip through your fingers into the 
hands of non-jewelry store outlets? 
Today, irregular watch outlets are 
threatening to usurp the jeweler’s 


position as the watch merchant. 








the Jeweler. 


For example, a big share of the increased production 
of household electrical appliances is being sold not 
through the electrical or hardware dealers but through 
the jewelry store. An ever increasing amount of china 
and glassware is going not through old line china stores 
but through the jeweler. Many lines, from lamps to 
leather goods, coffee-makers to electric shavers, have be- 
come standard in the jeweler’s shop. 

“What,” you might say, “has that to do with the title 
of this article?” 


JEWELRY MARKETING CHANGES 


Just this. First: things change in jewelry marketing 
the same as they do in every other field of retail endeavor. 
Second: the jewelry retailer is benefitting from the addi- 
tional volume gained from many new lines. 

So, if he zs getting this additional volume from new 
lines why then is the jeweler not getting a bigger share 
of the consumer’s surplus dollar? Actually he is getting 
less today than he got five years ago—just about the 
same as he has gotten for the past generation! 

Obviously then the jeweler, if gaining in some areas of 
merchandise, must be losing in some other areas. 

Let us look away from the established retail jeweler 
for the moment and consider some of the “strange” out- 
lets now offering clocks and watches to the public. 

First of all we have seen the department store rise as 
a competitor from the standpoint of unit volume. Then 
we have seen watch sales increase in the discount houses. 
Such outlets in their various forms—fraternal buying 
groups, credit unions, advertising novelty and prize con- 
test houses—are selling timepieces in volume. 


COMPETITION FROM NEW SOURCES 


We have seen Army and Navy “PXs” and we have 
seen Coops grow as great consumers of clocks and 
watches. And we have seen these things as we have 
witnessed the nationwide organizations of door-to-door 
— selling watches along with the route men of grocery 
chains. 
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These irregular watch outlets, added to the industriai 
jobber whose catalog operates in the smallest of towns, 
are all new developments in the marketing of watches 
and clocks. In the case of the latter we might add also 
the sale of tremendous quantities of clocks by electrical 
and hardware dealers and public utilities. 

It takes a lot of clock and watch volume to keep all 
those new distributing organizations in the watch and 
clock business; if there wasn’t volume there they wouldn’t 
continue to carry the items. 

So, if the retail jeweler considers the watch and clock 
business, his by heritage, he had better take a look 
around and see the tremendous volume of this business 
which he just isn’t—and will not be—getting “auto- 
matically” by right of domain. 


MAKE USE OF NATURAL ADVANTAGES 


To get this business he will have to make full use of 
the natural advantages he has over his competitors. He 
must promote his qualifications as a technician merchant 
—as a time-instrument specialist—as a fashion authority 
—as an institution of integrity. He will have to spend less 
time complaining about manufacturers’ methods of dis- 
tribution and spend more time thinking of his own meth- 
ods of merchandising. That way surely will the jeweler 
make the manufacturer see the wisdom of concentrating 
on him—that way only will the retailer keep time on his 
side—and have plenty of it left to ward off any outside 
competition that pressures to cut in on the jeweler’s right- 
ful, hard earned area of operation. 

How? 

Read on. 


What are you doing 


to keep time on your side? 
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Today there are many retail outlets competing with jewelers for watch and 


clock sales. If the jeweler is to successfully combat outside competition, 


it is necessary that he initiate a comprehensive merchandising program. 


: skill and prestige of the jewelry 
trade have helped put time on the side of the jeweler. 
But today’s clock and watch competition, stemming from 
retail outlets outside the jewelry trade, has created the 
necessity for the jeweler to initiate a merchandising pro- 
gram that will keep time on his side. 


As is pointed out in an earlier article in this issue, all 
the selling advantages be!'ong to the jeweler. Yet, to be 
ahead of the non-jeweler, he must exploit his position 
as the traditional retailer for watches and clocks in his 
community. 
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There are many jewelers who never miss an opportunity 
to call attention to the store's clock merchandise. 


For example, in Dothan, Alabama, the Dothan Jewelry 
Co. sell more clocks year in and year out than many “big 
city” stores. Indeed, Louis Poilock, head of the firm, has 
been so successful at clock merchandising that some of 
the nation’s top clock manufacturers have dispatched 
representatives to Alabama to study his methods. 

“Clock appreciation” has been developed in Dothan 
through this jeweler’s strong personal interest in clocks. 
He communicates his enthusiasm and extensive clock 
knowledge by always displaying the mantel-size models 
on top of his show cases. This attracts attention and 
stimulates sales conversation. Skill‘ul and suggestive 
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selling emphasizes that clocks are ideal gifts and are al- 
most of equal acceptance to all members of the family, 
Pollock tells his customers that a clock is a “gift which 
keeps on giving.” A large carefully selected inventory is 
carried to sustain Dothan Jewelers in its position as the 
clock center in its community. (JC-K, June, 1952, page 
94.) 

Watches as well as clocks are merchandised at the Al.- 
bert S. Samuels Co., San Francisco, by strongly pro- 
moting store reputation and store guarantee. Ever since 
the start of his firm, this jeweler has kept time on his 
side by developing a high reputation for fine, dependable 
watches. They are advertised, displayed and sold on the 
basis of their individual appeal, regardless of brand. Cus- 
tomers are encouraged to buy watches that meet their 
personal needs and desires. Every watch in Samuels’ has 
the same guarantee, and this always impresses each cus- 
tomer quickly and forcibly with the plus value in buying 
fine timepieces from a technically qualified and ethically 
reliable reiail outlet. (JC-K, October, 1952, page 124.) 

Development of personal reputation, in addition to 
store reputation, is a vital merchandising program that 
establishes the jeweler as the clock and watch center in 
his community. 





A jeweler active in local community affairs gains 
the respect and business of his fellow townsmen. 
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side of the Jeweler... 
... Keep it there! 


A case in point is the experience of Norbert A. Bron- 
ner when he opened a second store in Brentwood, an al- 
most entirely post-war suburb of Pittsburgh. Breaking 
into the community was difhcult for the new store until 
Bronner decided to move to Brentwood himself. He was 
amazed at the new business which resulted from this 
move. Parents of children who knew his children at 
school became regular customers. When he participated 
in community affairs, such as buying baseball uniforms 
for the Little League, he was at last firmly established 
and his watch business improved. (JC-K, August, 1953, 
page 132.) 

Tradition and reputation have been a long-range mer- 
chandising program for over a half-century at George T. 
Brodnax, Inc., Memphis, Tennessee. This jeweler has 
striven for the finest in watch sales and service, and his 
reputation reaches far beyond his normal trading area. 

“When buying a watch, the store behind the sale is im- 
portant.’ This famous Brodnax slogan is responded to 
by customers in 48 states and throughout the world, by 
buying watches and clocks, sight unseen, through Brod- 
nax’s catalog. Even Memphis area residents, who could 
visit the store personally, consult this catalog and order 
from it. They believe in the Brodnax reputation for 
quality and integrity, and rely on the catalog to make 
extensive purchases by phone or mail. This jeweler is 
way out ahead in keeping time on his side. (JC-K, March, 
1952, page 116.) 

The tradition of carrying the representative line of 
clocks in his community is effectively capitalized upon 
by William Hamlin of Hamlin’s Jewelry in Beloit, Wis- 
consin. He has made Hamlin’s “clock headquarters” for 
his city and the surrounding area. 

Hamlin has kept time on his side by living up to what 
he believes is the jeweler’s role in the area he serves. He 
feels that a jeweler isn’t much of a jeweler unless he car- 
ries as representative a selection of clocks as he does of 
watches. This Wisconsin jeweler observes that a cus- 
tomer who enters a jewelry shop looking for clocks and 
finds little or no selection will be liable to judge the rest 
of the stock, such as watches, by his disappointing experi- 
ence. Without so much as asking, he will assume the 
Jeweler’s other lines are limited, also. 
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In Hamlin’s, no matter where the shopper is looking, 
he will always see a selection of clocks. Among the loca- 
tions is a prominent grouping by the watch repair section, 
for here the customer waits for a few moments and usu- 


ally gives considerable attention to the clock display. 


(JC-K, August, 1952, page 116.) 









































Some jewelers use their repair departments as a 
means of demonstrating their skill and knowledge. 


Creating a watch-conscious public was the merchan- 
dising purpose of the “Watch Parade” conducted by 
Bromberg & Co., Inc., Birmingham, Alabama. The ex- 
tent and varied stock of the watch department was put 
over forcefully by devoting twelve windows at the same 
time to watch displays, one window to each of twelve 
brands. 

Every window was designed to impress upon the pub- 
lic why the featured brand of watch is a national favorite. 
Special interest angles, such as steps in the manufacture 
of the make shown, were utilized to create attention for 
the brand and emphasize the technical knowledge of the 
people in the store. Coordinated newspaper advertising 
gave the event maximum interest. (JC-K, August, 1952, 
page 116.) 

Mass display is the merchandising method of selling 

(Please turn to page 135) 
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One significant characteristic of the youth market for 
watches is the higher-than-average volume of repair work 
among members of this physically-active group. Thus a 
watch sale to a youth means extra profit and store traffic. 
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Time is on the side of the Jeweler 


_-_ in your city roughly one-third of 
the population is under 21; and the youth population js 
increasing. The next decade will see an increase of ap. 
proximately 30 per cent in high school and college en. 
rollment figures. This is at once a challenge and an 
opportunity for the watch merchant. It instantly suggests 
the jewelers’ stepping up promotions aimed specifically 
at the Youth Market. (They’re big “original buyers” 
of clocks, too.) 

With births ever rising, a steady growth in the Youth 
Market is assured. More and more youngsters are be. 
coming part of that vast commercial market retailers 
count upon so heavily when they think of their “child's 
birthday” and their “graduation” and “back-to-school” 
promotions. 

Businessmen, merchants and manufacturers in all 
fields are beginning to understand that all the advertising 
in the world, the finest merchandising programs, and 
even the best in products, still cannot outweigh the im- 
mense psychological power of early training and habit. 
buying. There is a way for companies to successtully 
exert such a power; through the Youth Market. Attract 
the young through advertising, merchandising and buy- 
ing education. Show an interest and knowledge in what 


they like, and you can make them lifelong customers. 

Aware of the influence and potential buying power of 
the Youth Market, the Elgin National Watch Company 
in early 1951 commissioned the Gilbert Youth Research 
Organization to conduct a nationwide study of young 
people in elementary schools, high schools and colleges. 
Some of the significant data from this survey, of value to 
jewelers, are presented in this article. 

The second major study by the Gilbert organization 
completed in the Spring of 1953, was identical in scopé 
and size to its predecessor, and the information listed 
herein represents a few of the findings, trends and ten 
dencies of Youth, 1953. In over a hundred cities and 
towns throughout the United States, young researchers 
gleaned this information from their classmates via direct 
interviewing, providing an adequate cross-section. 


SURVEY OBJECTIVES 


The study determined many factors. Under the cate: 
gory of Actual Quality Watch Ownership were included 
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(a) number who currently own their own watches; (b) 
occasion for each acquisition; (c) influence, direct or 
indirect, played on the selection of this watch; (d) present 
age of the watch, as well as the owner’s age at the time of 
acquisition; and (e) number of quality watches owned 
to date. In determining Future Expectations, Elgin pin- 
pointed (a) the percentage of young people expecting a 
new watch shortly; (b) the occasion for this purchase 
or gift; (c) personal influence exerted on future pur- 
chasers; (d) present style and brand preference; and (e) 
the extent of “back-to-school” awareness and interest. 

Before presenting the percentage of watch ownership, 
among the country’s youth, let us look at the size of the 
market. The latest national census shows 46,700,000 
youngsters between the ages of 5 and 24—28,430,000 of 
which were enrolled in schools and colleges in 1950. 
1951 showed an increased enrollment of a half million 
additional youngsters, representing 60 per cent of the 
youth population. 

Now for the ownership percentages: 


The Gilbert Youth Research was commissioned 
by Elgin National Watch Co. to survey the 
youth market. Among many significant points 
revealed was the fact that young people 
themselves are an important factor in the 
selection of their watches, even though 

paid for by members of the immediate family. 
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Ownership of quality watches (defined as those retail- 
ing for $20 or over) among young people increased be- 
tween 1951 and 1953. The greatest increase took place 
among girls; from 50.8 per cent to 55.7 per cent in two 
years. 


Total Elementary HighSchool College 
Combined 10-13 Years 14-17 Years 18 and Over 


Owners, quality 


watches 53.9% 31.2% 52.7% 77.5% 
Former owners of 

quality watches 2.8 1.9 2.6 4.1 
Non-owners of 

quality watches 43.3 66.9 44.7 18.4 


WATCH OWNERSHIP 
Among the many findings unearthed by the Gilbert 
survey for Elgin National Watch Company were: 
The major portion of young people received their 
(Please turn to page 138) 
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Fashig 


- is the most important factor ip 
making watch sales tick in retail jewelry stores! It js 
fashion that induces most people to buy new watches, 
not because they need them, but because fashion has 
created the desire for new looking designs. Fashion 
makes people want new and up-to-the-minute styles. 

We all know it is no idle boast on the part of expert 
watchmakers when they guarantee that their watches 
will last, mechanically, for a lifetime, and if it weren't 
for the fact of fashion obsolescence, many of our watch 
sales would never be made. 

In the fashion selling of watches, jewelers have a dis. 
tinct advantage over department stores and all other 
outlets. Jewelers are given first choice of top fashion 
designs created by the finest watchmakers in the world, 
and in many instances, they are given an exclusive choice, 
It is to the jeweler that people turn, with confidence, 





The theme of elegance in clothes fashions is matched by dressy 
watch fashions. Shown with black jersey dress, left, is a watch 
with black dial, set with diamonds. Below left, lapel watch fo 
cuses fashion interest on the upper part of the figure and drame 
tizes upper width styling. Below, Hamilton's "Coloratura” comes 
in 14K yellow gold with 2 synthetic alexandrites and 4 diamonds 
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Helps Keep it There! 


when they are looking for a truly fine watch with prestige 
fashion styling—and there is no price tag on fashion! 

It is up to the jeweler, however, to present the fashion 
story to the public. He is the one who must show in his 
consumer ads, in his radio and TV commercials, the 
beauty and desirability of this season’s new watch fash- 
ions. He is the one who must deliver the fashion mes- 
sage so strongly that consumers will look at their old 
watches and feel dowdy and out-of-date when wearing 
them. The jeweler has lost his fashion position in certain 
of his departments to department stores and specialty 
shops. It is up to him to sell his watch fashion story 
right along the line in order to maintain his present 
enviable position in the world of watches! 

Elegant styling is the newest trend in watch fashions 
for both men and women. Jewelers should point out to 
their customers that this matches the trend for elegance 
in clothes, and that new watches are needed to achieve 
this new fashion look. 

Color is the big surprise in both men’s and women’s 
watch fashions, and it is used in a delightful variety of 
ways. In women’s watches, pretty colored dials that will 
complement clothing colors are shown in leaf green, 
poppy red, powder blue, orange, jonquil yellow, navy and 
sophisticated black. Interchangeable colored straps are 
available that can be switched in a jiffy to match costumes, 


|. This versatile 3-way Swiss timepiece can be carried in purse 
or pocket, worn around the throat on a ribbon or chain, or placed 
on a night stand. Dressy red cover protects watch when closed. 


2. Elgin's lapel watch is decorated with sculptured leaves and 
cultured pearls; it is 10K gold-filled, with 19-jewel movement. 


3. From Switzerland comes this attractive cuff-link watch for 
women. The hands and the numerals are in gold. The other link 
is blank and, if customer desires, it is ready for engraving. 








by WINIFRED PARKER 


Hlustrations by Dorothy Burke 












































Fashion Helps Keep it There 





and these are shown in such bold hues as fire-engine red, 
burgundy, rich blue, rust and cerise. Evening watches 
flash colorfully with radiant arrays of diamonds, with 
brilliantly mixed clusters of diamonds with rubies, sap. 
phires and emeralds, or with colorful semi-precious 
stones. There are new mother-of-pearl dials encircled 
with cultured pearls, and sophisticated black dials sharply 
contrasted with white gold. 

In men’s watches, the dials have colorful enamelled 
designs such as fish, golfers, sailboats, maps, and a whole 


(Please turn to page 134) 


1. Platinum ring watch with 17-jewels by James Schulz, 
New York, is decorated with 8 brilliant cut diamonds, 





2. For athletic women, Elgin National Watch Co. has 
created this 14K gold sport watch model with 21 -jewels, 


3. For athletic men, Elgin designed this new 14K gold 
sport watch model, called "Starglo," with 21-jewels. 


4. For men or women, this Swiss cuff-link watch has 
gold lapped hands, hour markers. Other link is blank. 


5. “Queen Isabella" is a custom-made gold watch-brace- 
let by Hamilton. Other models in Queen series include 
Elizabeth, Astrid, Eugenie, Josephine, and Victoria, 


6. Illustrated is “Warwick,” by Hamilton, which has a 
14K gold case, 18-jewels, and a sweep-second hand, 








1. Bright colors in enamel work enliven Swiss sport 
watches for men. One watch, left, shows a fisherman; 
the companion timepiece, at right, features a golfer. 





2. Swiss dress watches for men flash with color. A 
round model in 18K gold is shown here; outer dial has 
platinum ring set with 12 sapphires for hour markings. 


3. Cultured pearls encircle the case and each bracelet 
disc of this Swiss cocktail or evening timepiece. The 
mother-of-pearl dial is protected by a raised crystal. 


4. A highly distinctive creation—James Schulz, New 
York City—is this intriguing 14K gold key timepiece. 


Below, the "Edwardian look" in men's fashions is reviv- 
ing interest in pocket watches, Waldemars, and fobs. 
Lapel watches for women can decorate various places 
for heightened fashion interest. Worn on lower edge of 
weskit, this lapel watch accentuates the tiny waistline. 
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Time is on the side of the Jeweler 














A. In this suggested window display a variety of fine, brand name watches and clocks is shown. 
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- is on the side of the Jeweler” very 
definitely when it comes to the display of watches and 
clocks in his windows and showcases. By tradition, the 
jeweler is the proper source for the purchase of a time- 
piece, but like other traditions, this one cannot be taken 
for granted. A watch is perhaps the most complicated 
mechanism of its size in common use and therefore be- 
comes a very distinctive piece of merchandise, deserving 
of particularly thoughtful and careful promotion. The 
customer values the merchandise he buys according to the 
presentation given it by the merchant. Although watches 
and clocks which keep accurate time have become so 
commonplace that even small children are permitted to 
own them, the most ordinary watch is a very re- 
markable little machine and should be treated with 
respect by both the person who sells it and the 
person who buys it. Any knowledge whatever of the 
history of watch and clock making demonstrates how 
remarkable are modern timepieces by comparison with 
the clumsy instruments of early days. A fine watch is a 
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by VIRGINIA DIXON 


possession of which its owner should be truly proud... 
and pride of ownership is one of the strongest of selling 
forces. Only the jeweler, with his heritage of watch- 
making, is in a position to give his watch and clock mer- 
chandising real authority. 

In his window displays the jeweler can demonstrate 
his knowledge of the art of watchmaking with scientific 
and historical exhibits. The history of the telling of time 
down through the ages from sundial, waterclock and 
sandglass to the amazing precision of our modern clocks 
and watches is a fascinating subject and one which could 
be dramatically told through the window with library 
material and copy cards. Frequently, jewelers have ac: 
cess to old watches and clocks which make interesting 
contrasts with modern timepieces. Watch manufacturers 
can often be called upon for material which will demon 
strate the skill and precision required in the making of 

(Please turn to page 132) 
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Carefully planned and imaginatively executed window displays offer every 
retail jeweler in the country an ideal opportunity to show the public why 


the jewelry store is the most logical place to purchase a watch or clock. 














The jeweler's reputation for being 
a fashion merchant is capitalized | 
upon in this watch and clock dis- 
play. Merchandise is featured on 
fabric-covered ramps which extend 
from each of the framed posters. 






































The perennial skill and knowledge 
of the watchmaker is emphasized in 
this display. Over-sized cut-outs 
of watch wheels, used in the back- 
ground, create atmosphere. Pocket 
watch cut-out serves as a poster. 
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i. Is the belief of practically every retail 
jeweler that clocks are logical jewelry store merchandise. 
What is more, they seem to believe that clocks fall within 
the exclusive domain of the jeweler. 

Yes, jewelers are emphatic about where clocks should 
be sold. But how do clocks fare in the merchandising 
programs of jewelers? Are clocks deemed important 
enough to warrant separate departments in stores? What 
types of clocks do jewelers sell? In what price ranges 
are the best sellers? 

To get the answers to these and other questions per- 
taining to clocks, The Jewelers’ Circular-Keystone re- 
cently conducted a comprehensive, nationwide clock sur- 
vey. Some 2500 questionnaires were mailed out; and 
about 1000 retail jewelers found the subject matter of 
sufficient interest for them to take the time to answer 
JC-K’s questions. The response (40%) was significant. 
The answers are equally significant. 

Over 96 per cent of the jewelers queried replied they 
sell clocks. Obviously, this merchandise is deemed ap- 
propriate for all jewelry stores. In this respect, clocks 


lime is on the side ol 


The Jewelers’ Circular-Keystone recently conducted a 
nationwide clock survey among retail jewelers to see... 


are on par with diamonds and watches. Unfortunately 
the comparison stops here. Only one-third of the jew. 
elers in JC-K’s survey maintain separate clock depart. 
ments in their stores—a fact which might indicate that 
clocks are given inadequate treatment in the merchan- 
dising and advertising programs of two-thirds of the 
country’s jewelry stores. 

To the question, “What percentage of your annual store 
volume does clock sales represent?” approximately 54 
per cent of jewelers stated one to two per cent. In other 
words, a store in this group representing 54 per cent of 
the jewelers doing an annual volume of, let us say, 
$50,000, would sell about $750 worth of clocks. Only 
one per cent of jewelers—one out of every hundred at- 
tribute over ten per cent of their annual volume to clock 
sales. 

Another fact revealed by the survey was the ratio of 
key wound to electric clock sales. About one-fifth of the 
retailers in the survey stated that key wound and electric 
clock sales were evenly divided. About 13 per cent re- 
ported that 40 per cent of their clock sales were electric 
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_ How is He Doing with Clocks? 





















and 60 per cent manual. 

Today, all the various types of clocks on the market 
are sold in jewelry stores; that is, alarm, mantel, floor, | » FF. 
desk, wall, kitchen and other types of clocks. Which of o° Baek 4 me ie 
these models do jewelers find their best seller? Accord- iss . ; a 
ing to JC-K’s survey, nearly 62 per cent of jewelers re- 
plied that alarm clocks are their best seller. About 12 
per cent stated that kitchen clocks are the number one 
seller. Here’s the complete breakdown of what jewelers 
find to be their best sellers: 


61.6 per cent said alarm clocks are best seller 


124 “ “ * kitchen “ el ay 
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The low percentage figures for floor clocks is quite un- 









Illustration from The Bettmann Archive. 


(Please turn to page 145) . 
There was a time when clocks were 


sold only by jewelers and they 
provided him a substantial volume .. . 












. . - Today retail jewelers are in a 
position to maintain their grip on 

the clock market by offering con- 
sumers an unprecedented variety of 
clock styles, including mantel, 
floor, wall, desk, alarm, etc. 




















He Capitalizes on Role 
As ‘Official Time Agent’ 
To Build Wateh Volume 


= month, a minimum of 400 railroad 
men of Marion, Ohio, visit Carroll’s Jewelry Store, at 
172 East Center St. in Marion, for at least a few minutes. 
Comparatively few sales result directly from these visits 
at the time they are made, but they play an indispensable 
role in an extremely successful watch merchandising 
program. 

The men involved are employes of the Erie Railroad, 
which operates terminals and shops for two of its divisions 
at Marion. Carroll’s is the Erie’s official time checking 
station in the Marion area. A member of the store’s staff 
must certify at least once a month that the watch of each 
of the railroad employes checking in with them has the 
correct time within 30 seconds. 

While the men are in the store having their watches 
checked, Carroll’s has also arranged it so that they can 
pay their Railroad Brotherhood dues at the same time. 
The store keeps receipt books and dues registers for the 
Brotherhoods as an extra convenience for these potential 
customers. 

A section of the counter immediately in front of Car- 
roll’s repair department has been set up so that it is 
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Carroll's is the Erie Railroad's officigl 
time checking station in Marion, Ohio. 
The store uses the latest electronic equip. 
ment (shown at left). Harold Carroll 
below), has used his role as time check. 
ing agent to gain prestige and sales, 





tailored for catering to the railroad men. The chronon- 
eter against which their watches are checked is at one 
end of this counter. The store’s electronic watch testing 
device is at the other end. The Brotherhoods’ dues regis: 
ters are also laid out on the same counter. 

Two major immediate benefits accrue to Carroll's 3 
a direct result of the store’s service to the Erie men: 

(1) When their watches are off, the necessary repaif 
business almost always goes to Carroll’s. In addition, the 
400 men who bring their watches in for regular checkups 
usually think of Carroll’s first when they are planning to 
buy an item of jewelry for themselves or their families. 
Carroll’s even does a good watch business among these 
men, especially in school graduation gifts. 

(2) The Erie Railroad is one of the major industries 
in Marion. By being its official time agent, Carroll 
gains healthy prestige and confidence of the community 
as a whole and of the other Erie employes in particular. 

Carroll’s gains prestige and builds confidence in it 
other repair business by using the same tools and pte 
cedures in handling watches of regular customers as they 

(Please turn to page 143) 
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Get this COLORFUL 
















2 CHRISTMAS DISPLAY | = 
= ABSOLUTELY FREE! ; = 
and tie-in with Ronson’s SE 
great Christmas promotion! =e 


‘act 
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Sets up in seconds! 
Takes so little room! 
Dimensions, 11%” 
wide, 17” high. ei 





Identify yourself as a Ronson dealer 
this season! Because Ronson’s going 
all-out to build a bigger-than-ever 
demand among your customers! 

And this smart, effective merchandising 
display in your store window will 
play a dynamic role in your 
promotion, in your sales! 


There's room for 12 pocket lighters 
on this modern 3-dimensional 
Christmas Tree, plus a variety of 
table lighters and combinations — . ea ae 
grouped around the base. It’s executed in a ee 
rich “Christmas red” velour with green spiral 
and gold star...sure to make Christmas Big National Advertising Pre-sells For You! 


shoppers stop, look and buy Ronsons! Spot announcements on 74 TV stations throughout the 
country and full color ads in leading national magazines 


? 
Don't delay. --send for yours today! And, at the will build the biggest demand for Ronsons you’ve ever seen! 
same time, ask for information concerning 
other FREE Ronson promotional aids! - tw <2: @ ees eoeadeeee 
* * * + a 


‘ , 
Sl. TODAY. pill Ws, / Ronson Art Metal Works, Inc., Dept. JCK-1 
| ae 6 * 1 Aronson Square, Newark 2, N. J. 
— > Gentlemen: | want to tie-in with Ronson's great Christmas Promo- 
* 


tion. Please send me: 
[ ] 3-DIMENSIONAL CHRISTMAS TREE DISPLAY 




















IT REALLY PAYS TO PROMOTE ” [_] Information concerning other FREE dealer aids. 
. 
Name 
* 
O N S O N * Store Name 
® * Address 
WORLD’S GREATEST LIGHTER! 
* City Zone State 





a Name of my Ronson Distributor 
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Brand Name Emphasis , 


Keeps Watch Sales 
In the Jewelry Store 


by BILL HEENAN 


WATCHES | 


In Albert's Jewelry Store, Syracuse, N. Y., brand: 
name watches are constantly featured in window dis. 
plays. Within the store, there is a large showcase. 
adjacent to the door, featuring over 200 timepieces 


It is the opinion of this jeweler that nationally advertised watches help 


to make and keep customers. Through experience he has found that people 


prefer to buy timepieces at jewelry stores instead of other retail outlets. 


N ATIONALLY advertised watches are the 
most important items in a jeweler’s inventory, according 
to Albert Groboske, owner of Albert’s Jewelry Store, 
Syracuse, N. Y. Accordingly, he gives them year round 
promotional prominence in his store. In return, they 
comprise at least 30 per cent of his annual volume. 

Groboske gives three reasons why he considers 
watches important enough to keep at least 200 on dis- 
play in his windows and show cases at all times. 

“First,” he says, “national advertising of famous name 
watches is so excellent that a jeweler misses a bet these 
days if he doesn’t feature these watches. Second, 35 years 
of experience have taught me that one of the best ways 
to gain and retain an appreciative customer is to con- 
scientiously help him select a good watch according to 
his needs and desires. Third, the public would rather 
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buy watches from a jeweler than a department store” 
clerk or other non-professionals.” 


In line with these theories on watches, Groboske main 9 


tains a display of at least 200 models throughout the year. 
He has a total of about 20 feet of window space—divided 
by the store entrance—with an average of one third 
devoted at all times to watches. Just inside the door, he 
also has a full size show case of watches on display. 
Others are displayed in wall cases. 


Groboske is highly enthused about national advertis — 4 
ing of famous name watches, especially by means of 4 


television. It is so good, he notes, that it makes it impera_ 
tive that the jeweler feature the watches advertised. | 
“There have been scores of occasions when persons 
have come in to my store requesting a particular mod@ 
(Please turn to page 148) 
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F YOU’RE NOT BUYING 


LOOSE DIAMONDS 


YOU'RE SELLING 


TOO HARD 


* 
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LOS ANGELES 13, CALIFORNIA + 220 West Fifth Street * MUtual 3173 
CHICAGO 2, ILLINOIS + 55 East Washington Street * FRanklin 2-7791 

DALLAS 1, TEXAS +1802 Main Street + PRospect 104] 

3 ANTWERP, BELGIUM - CAPE TOWN, SOUTH AFRICA 
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by BEN KRUSE 











Irving Chayken, holding megaphone, is an enthusiastic participant in high school affairs. 


The Graduating Class Elected 
This Retail Jeweler ‘Man of the Year’ 












Wie a high schoo! graduating class buys the top of their own local conferences are eligible to 
most of its watches from a jeweler and then tops it off compete at the University of Indiana in Bloomington in 
by electing him as the students’ “Man of the Year,” a the 16-team semi-final. During the semi-finals the fie'd 
good selling job has been done. is narrowed down to four. Then, about a week later, 

The jeweler involved in this case is Irving Chayken, high school basketball really comes to the forefront in 
owner of Armstrong’s Jewelers, Hammond, Indiana. Indiana news when these four teams compete in the state 
Chayken is a long-standing hero among Hammond finals at Indianapolis. 
high school students—or at least among that majority of Chayken entered the high school basketball picture in 
them who follow the progress of their basketball teams. Hammond in 1940, when Hammond Tech came out at 
High school basketball is an important sport in the the head of its local conference and qualified for the com- 
state of Indiana. Every year, teams which come out at (Please turn to page 152) 










This jeweler sponsors an annual 
fall square dance, which is 
a popular community affair en- 
joyed by both young and old. 
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Dramatic National Advertising 
PROMOTES YOUR DIAMONDS 














Watch for it in Life... Look... 
The Saturday Evening Post 
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See it in Vogue ... Harper’s Bazaar ... Town and Country 


Starting its 15th year in September, national advertis- Your Diamond Promotion also includes 
ing is creating desire and demand for diamonds .. . 
it’s selling diamonds for you. Publicity in newspapers, magazines, on radio and television. 


This year there will be two full-color campaigns 
... both stressing the unique emotional symbolism, 
the tradition, of diamonds. One, in national weeklies, 
continues the promotion of the engagement diamond. 


Lectures throughout the country. 


/ 


A New Diamond Movie . . .”A Diamond is Forever,” a full-color, 


25-minute professional film . . . yours rent-FREE, to show in your town. 


A n ° . ° 
ew series, directed to mee and women of substantial Write to Association Films, Inc., 347 Madison Ave., New York 17, N. Y. 
means, promotes larger diamonds for anniversary and 
other gift occasions, Diamond Sales Manual .. . helpful FREE booklet, “More Dollars from 
This is your advertising ... make it work for you Diamonds.” Order from Diamond Promotion Department, The Reuben 
... tie in... promote your diamonds in the same way. H. Donnelley Corp., 305 E. 45th Street, New York 17, N. Y. 


Tie in with this all-out promotion—keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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A Separate Department 


Gives Proper Attention 


To Cloek Merchandise 


Clocks are traditional jewelry store merchandise, 
worthy of separate departments. This is the case 


in all the S. & N. Katz stores in Baltimore, Md., 








where clocks are given proper and adequate atten- 


tion, especially in newspaper ads and displays. 





Clocks were promoted as _ suitable 
Mother's Day gifts in the above ad. 





—_ is, and always has been, a definite 
market for clocks. For most people a home is not com- 
plete without one or more clocks. And today there is on 
the market a wide selection of clock models available for 
every room in the house: clocks for period as well as 
modern homes. 
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During the last Christmas season, S. & N. 
Katz ran this dramatic full-page clock ad. 


108 


The importance of clocks as traditional jewelry store 
merchandise is fully recognized by Daniel W. Crone, Jr., 
of S. & N. Katz, Baltimore, Maryland, jewelers. In all of 
the company’s stores, separate clock departments are 
maintained to insure that clocks are given the proper and 
necessary attention. These departments are usually lo- 
cated on the main floor near heavily traveled aisles. 

Occasionally, clocks are prominently featured in full 
page advertisements, primarily because they make ex- 
cellent gifts. Last spring S. & N. Katz ran a full page ad 
prior to Mother’s Day. This ad suggested cuckoo clocks 
as suitable gifts for Mother. 

During the past Christmas season the firm ran a full 
page in the local newspaper’s magazine section. Fea- 
tured prominently was a grandfather clock retailing at 


$635 and a mantel clock at $137.50. 


QUALIFIED SALES PERSONNEL 


All of the firm’s sales people are fully qualified to sell 
clocks, except in the case of hall clocks. Customers ex- 
pressing interest in these models are turned over to 
specially trained salesmen. 

Approximately 20 per cent of clock sales are paid for 
in cash, Dan Crone explained. Sixty per cent of clock 
sales are credit and 20 per cent are 30-day accounts. 

The firm also publicizes its clock departments in win- 
dow and interior displays. Their aim is to create a desire 
for clocks as appropriate gifts and as needed merchan- 
dise for the home. 
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LINDE’ STAR 


LINDE STAR RUBIES AND SAPPHIRES 


¢ Man-Made to Nature’s Formula 
¢ Made to Order for Extra Christmas Sales 





Magnificent gems—rivaling the best in nature—can be 
leaders in your popular Holiday sales! 

Now you can offer the breathtaking beauty of man- 
made star sapphires and star rubies to all your gift- 
seeking customers at prices they can afford to pay. 

LINDE scientists had to unlock the secrets of nature 
before they could create these wonderful gems. Now 
leading manufacturers have given them a variety of rich 
settings. They’re ready to lead your Holiday sales! 


And be sure to point up LinpE Stars—both sapphires 
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and rubies—as the perfect and most fashionable answer 
for Christmastime engagement ring customers. Have 
her try on a LinbeE Star engagement ring and the sale 
is made! 


Free display card in color 
available, on request, with 
list of manufacturing jewel- 
ers featuring Line Stars. 





Distutuled ty 
Max DuraFrrournc GEM 
Company, 576 Fifth Ave., 
New York 19, N. Y. 
CHARLES F. WInson, Gems, 
580 Fifth Ave., New York 
19, N. Y. 





*LINDE is a registered trade-mark of Union Carbide and Carbon Corporation 
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Waterproot* Watches Can Help Your Business 























M, BUSINESS, J. U., is not so hot... and 
to make a bum joke, my air conditioning has nothing to 
do with it. I suppose it’s the same with you, right?” 

“Oh, I can’t complain, R. E. Gotta hustle a lot more, 
but I make out.” 

“IT don’t see how you do it—between legitimate com- 
petition and those non-jewelry outlets horning in on our 
business, I’m feeling the squeeze like never before.” 

“Sure ... lots of things in this business hurt—but what 
are you going to do? Crying won't help. You gotta fight 
back.” 

“How can you? Take those department store watch 
sales—$10, $15, $17 . . . they’re just killing my watch 
trade. O.K. I try to fight back. So, I feature non- 
descripts, too. I did a little business on a $12.95 water- 
proof promotion, but. . .” 





*Editor’s Note: The word “waterproof” is used through 
this article as it might be used loosely by two jewelers 
in conversation. It is appropriate to note here, as a re- 
minder for jewelers, that a watch to be designated as 
waterproof must remain in complete immersion for at 
least five minutes in water under atmospheric pressure of 
15 pounds per square inch and for at least an additional 
five minutes in water under pressure of at least 35 pounds 
per square inch, without showing capacity to admit any 
moisture or water. Also, when advertising such watches 
it must be stated that the waterproof qualities apply only 
while the crystal is intact and if the case is unopened or 
when it has been reassembled to its original state of 
waterproofing. 
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Listen in on this conver. 
sation between jewelers 


R. E. Tailor and J. U. Weber. 








Any similarity between 




















these two imaginary char- 





acters and any real jewel- 





ers is purely intentional. 





























"Sure ... lots of things in this business hurt—but what oral 
you going to do? Crying won't help. You gotta fight back." 


“But what good does that do you, R. E.? Where do you, 
go from there? What does that do to your regular watch 
business ?”’ | 

“Gives it a hole in the head, naturally . . . but I can't 
help myself.” | 

“Why can’t you? Look, that particular waterproof 
problem, for example, isn’t only yours. It’s faced by 
every jeweler. I’m sure all the major watch producerg 
have given the situation a lot of thought—and some ot 
them have even done something about it.” 

“What can they do . .. under-cut the department 
stores? They'd be cutting their own throats!” : 


“Of course! No, what the leading watch manufaeé 
turers have done is to concentrate on putting out a more 
beautiful, more desirable product—waterproof watches 
that the legitimate jeweler can sell at a high unit price= 
and at a good, profitable mark-up.” : 


“You mean waterproof watches that customers will paj 
$49.50 or even $71.50 for . . . even though they can bij 
waterproofs for $12.95? That’s just wishful thinking 
J. U. Oh, I suppose you can move a few high-priced 
ones during the summer—but I’m talking volume.” _— 

“So am I, R. E. And not only summer, but all yeal 
round! Their idea is not to sell your customers wate 
proof watches—but beautiful dress watches that are als 
waterproof! They’ve filled in their lines . . . up-grade 
them ... restyled them .. . taken them right out of ti 
utility class. It’s like turning a delivery truck into a clas 

(Please turn to page 141) 
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For three generations the name 
of Baumgold has been synonymous 
with the finest in loose diamonds. 


Baumgold controls every facet 


of diamond production... from 
rough to finish... assuring you 


of top quality at competitive prices. 
And Baumgold helps you 
merchandise your diamond 
department...helps you sell 
diamonds by offering you sales 
promotion and display material 
designed to increase traffic 

into your store. 

Baumgold is a primary resource 
for loose diamends. That's why 


Baumgold can provide: 


J A tremendous selection 
including the world-famous 


Jagersfontein collection 


Q 


“Cc Immediate shipment 


f . 
J A lower price scale 
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means diamonds 


NEW YORK 
CHICAGO 
DALLAS 
LOS ANGELES 
TORONTO 
MONTREAL 
VANCOUVER 
LONDON 
ANTWERP 
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Creators of the CIRCLE of LIGHT diamond 


BAUMGOLD BROTHERS, INC. 
62°80 EST 47th STREET, NEW YORK CITY, NEW YORK 
Diamond Tool Research Co.. 304 East 45th Street, N. Y. C. 


Los Angeles Office: 220 West Sth Street ° Melee Plant: 305 East 45th Street, N. Y. ©. 





WATCHES 








Setting Up 
A Watch Display 














This eye-catching display of water-resistant watches, with its motif of 
water reeds, was put together with about two dollars worth of materials, 
two hours’ work and a certain amount of imagination. Here's how it's done, 











|. First sign is made by gluing cut-out letters onto 
strip of stiff cardboard. Letters can be bought ready- 
made or can be cut out by yourself. Trace guide lines 
on cardboard to make sure the letters are straight. 





2. Background for sign is of heavy, perforated 
paper. It can be either stapled or glued to the back 
of sign. The perforated paper is easily obtainable. 





3. Perforated paper is used to form watch stands. 
It is cut into three strips of different widths, 
which are then rolled and fastened with staples 
to form different cylinders of varying heights. 





4. Stalks of cat-tail reeds are length of wooden 
dowel. Head of the reed is of dark velvet paperi 
leaves are of crepe cellophane. While glue ' 
drying leaves are held to wood with cothes pins. 
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TO? 


NOVEMBER 


The one thing that al/ people have in common A Display 
is a birthday. Since it is a yearly occurrence, it of Topaz 
constitutes a gift problem for people. They are Display hands wear topaz rings and 
. hold autumn toned chrysanthemums for 
constantly seeking unusual but appropriate gifts. o Mevenhar diahan: A Gib hand bei 
the copy card against the background. 
What could be more appropriate for persons Men's rings are arranged in a curve in 
born in November than the birthstone topaz? (The front of the elevation. A length of 
chiffon or tulle softens the arrangement 
name itself, incidentally, meant “to seek.”) The extending from one hand to the other. 


ancients certainly searched for this stone. They 
believed that topaz possessed certain curative and 
preventive powers. It protected its wearer during 
epidemics, soothed the wild passions and gave a 


glimpse of the beyond. 


An emblem of ardor and staying power in friend- 


ship, topaz ranks just under corundum in hardness, 





while topaz quartz variety is slightly less hard. 





en, 


Topaz is found in many shades, but golden is the j ih : » y) 
true November gem color, and synthetic golden PY OPED C# > PY 


sapphire is its fitting alternate. 


Another Industry Service by JC-K—in Cooperation with the Jewelry Industry Council 
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ORDER these 
RINGS for 
a monthly 
investment 
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to help you 
sell them! 





iL THIS COUPON 


Get in on the DASON BIRTHSTONE PROGRAM 


DAVIDSON & SONS JEWELRY CO., INC. 
20 WEST 47th ST., NEW YORK 36, NEW YORK 






Start Me Off, Dason! Send me this month’s rings and sales-material. | 






would like complete unit(s) of 4 rings @ $30.00 per unit. 


Store ” yee oui 
| Street 
City 


Signed 





JEWELRY MANUFACTURERS SINCE 18! 


DAVIDSON & SOk 


JEWELRY CO., INC. 


20 WEST 47th ST., NEW YORK 36, ° 








B43 Bea, 5 
* By, Pied $S) 509 
a PASS 5 


totalling only TEEN-AGE TEEN-AGE 
MAN’S RING LADY’S RING BOY’S RING GIRL’S RING 
#60376 35842 #60383 $5845 
YOUR COST YOUR COST YOUR COST YOUR COST 
$1250 $g00 $550 $400 
DISPLAY “ DASON * Sent Ral : 
HOLDER 7 Aacarans POA Facer NEWSPAPER Wi 
s*. RIN | 
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|GEMOLOGY 


How Can Gemology Work for You? 


Suggestions and sources of aids are provided in this article for the retail 






jeweler who desires to utilize the knowledge of gemology to elevate his 


position in his community, as well as to increase his overall business volume. 


L, Is the purpose of this article to suggest 
methods that the jeweler will find useful in calling people’s 
attention to his store, and to sources of material that will 
implement these methods. Many of the available aids 
are interdependent; leaflets that come from one source 
might be used in window displays of stones obtained from 
another source, and models from still a third. 

Some of the leaflets and some of the display material 
can be obtained free of cost; others can be purchased or 
rented. With the exception of diamond promotional 
material, which is so voluminous and specialized that it 
deserves an article by itself, it is believed that most of 
the widely distributed and still available leaflets and 
publications are listed here. The writer will welcome 
having his attention called to important oversights of 
really educational, as opposed to promotional, material; 
it may be possible at a later date to list the overlooked 
sources and leaflets if it appears that there is sufficient 
interest among the members of the trade. 





There is a wealth of highly informative booklets and leaf- 
lets on gemstones which are available to retail jewelers. 


First, let us review the leaflets that are available to 
jewelers. The first, and by far the most ambitious group, 
is a series that is intended for his education alone. They 
are not for general distribution, since they cost too much 
to print for a wide free circulation. These are the pam- 
phlets on gemstones and a digest of information about 
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stones prepared and distributed by the Wm. V. Schmidt 
Co., 30 Rockefeller Plaza, New York City. Though these 
cannot be made available to the public, they are extreme- 
ly useful and no jeweler should be without them. A set 
can be obtained, as long as the supply lasts, directly from 
the Schmidt Co. by any jeweler who writes for them on 
his own letterhead. 

For a nominal sum the jeweler can purchase other 
leaflets, and since the price he pays is low, there is no 
reason why he should not use them in any way he likes. 
They might be given away in stores, a few might be taken 
to present to members of audiences he addresses, and 
they can be offered free in radio messages. 

First, we have the booklet which was written and dis- 
tributed by the Jewelry Industry Council, the “Romance 
of Rings and Birthstones.” This little booklet contains 
colored pictures of all the birthstones, each on a separate 
page, with accompanying text. 

Jewelers have reported to the Council that they have 
found that the presentation of these booklets to the public 
has stimulated an increase in birthstone ring business. 
Alert jewelers with a knowledge of psychology have noted 
their customers’ tendency to first look up the birthstone 
in which they are particularly interested, and have seized 
on this normal human reaction to guide them in knowing 
which tray of rings to place before their potential cus- 
tomers. 

A set of separate birthstone leaflets, one for each 
month’s zone, is available from the American Gem 
Society. Here, too, we find colored pictures, one on each 
cover, and room within for informative text. A list of 
the informative booklets that are available to Registered 
Jewelers and to the public will be found in a free publi- 
cation of the Society: “About Gems and Jewelers.” 

Now, let us talk about displays, which includes pic- 
tures and specimens. Few cities have natural history 
museums, and even in those with large ones, like New 
York, Chicago and Washington, local jewelers have drawn 
larger crowds with poorer temporary displays in street 
floor windows than the museums get with the magnificent 
but unpublicized permanent displays. Even so, the 


museums find that their gem and mineral displays attract 
(Please turn to page. 149) 
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“Ca -ds with honest descriptions sell 
diamcnds,” says Charles J. Kaniss, 
partner with his brother Paul H. 
Kaniss and his mother, Mrs. Magde- 
lena Kaniss, in the E. H. Kaniss 
Jewelry Co., St. Petersburg, Fla. 

He has reason to be convinced 
about those cards. The Kaniss store 
uses them to display about 100 dia- 
monds in the store’s single window. 
Each card carries a diamond ring, 
plus a complete description of the 
stones and mounting, and, of course, 
the price. Lettering on each of the 
white cards is large enough to be 
easily read by window shoppers. 

The fascination of the huge dia- 
mond display keeps a group of win- 
dow shoppers in front of the store 
almost continuously throughout the 
day. 

The customer attraction pays off 
handsomely in sales, giving the store 
from 2 to 21% turnovers on its dia- 
mond stock whereas 14 is the ac- 
cepted figure for the national aver- 
age. And 50 per cent of the Kaniss 
store’s sales volume is done on dia- 
monds and mountings. 

One year Kaniss Co. decided to 
check up on its card-mounting win- 
dow display technique by replacing it 
with a more conventional display in 
velvet-lined boxes. A drop in sales 
followed, and the stores went back to 
using the crowd-stopping cards with 
full information for the window shop- 
pers to read. 

The diamond cards are arranged 
in five rows of 20 each, on a sloping 
panel covered with black velvet. To 
complete the window trim, there are 
always some watches and other mer- 
chandise, and some kind of mechani- 
cal display with eye-arresting motion 
is shown whenever possible. 

The black marble storefront has a 


Diamonds Take the Lead in Sales Volume 
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Softly carpeted floors and varied color schemes make the Kaniss Jewelry Co. an appeal- 


ing place to shop. An ornamental wrought iron arch separates front and rear salesrooms. 


slanted-back panel below the window, 
giving footroom so viewers can get 
up close to the windows. 


St. Petersburg is a city of about 
96,000 permanent residents, and dur- 
ing January, February, March and 
April about 50,000 tourists come in 
each month. Sales of diamonds are 
often made to these visitors. The city 
is also noted for the large number of 
elderly people, some of them quite 
wealthy, who locate in St. Petersburg 
and vicinity to spend their years of 
retirement. Acquaintances blossom 
and not a few of the lonely elderly 
residents marry. Those of means 
often purchase engagement and wed- 
ding rings in the higher price brack- 
ets, a source of good business. 

The Kaniss store interior was re- 
cently remodeled to divide the rather 
long room into two sections. One of 
the aims of this was to give the silver- 
ware department and gift shop in the 


rear more individuality and distinc. 
tion. A lacy wrought iron grillwork 
forms a visual divider, and the effect 
is heightened by use of harmonizing 
but different colors for walls and 
carpet in the two areas. Diamonds 
and mountings, watches (20 per cent 
of the store’s business is in watches) 
and costume jewelry are displayed 
and sold in the front section. The 
“silverware room” or gift shop dis- 
plays sterling flatware, hollowware, a 
small selection of crystal and a good 
assortment of home and travel clocks. 
There is also a carefully selected 
group of electrical appliances. 

In the remodeled interior, particu- 
larly in the gift area, Kaniss sought 
to create an impression of “stepping 
into a living room.” Mr. Kaniss be- 
lieves that customers like the “Con- 
tinental air” of a store interior of this 
type, and plans to further the effect 
with coffee tables and chairs. 


—— 





Dinosaur’s Gizzard Stones Put to Use 


“Crazy,’ thought Lawrence 


leum Institute. 


he claimed them to be. 
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Holzman, 
Georgia Diamond Merchants, Atlanta, when a customer 
confronted him with a request that he make a pair of cuff 
links out of the gizzard stones of a dinosaur. 

However, the customer turned out to be L. L. Niedrach, 
southeastern senior representative of the American Petro- 
He not only had the dinosaur’s gizzard 
stones with him, but authenticated documents from 
Ward's National Science to prove the stones were what 


Holzman’s 


can't risk that. 


circle the stones. 


Oil men are said to be particularly fond of dinosaurs 
because the animals lived on earth during the period 
when oil was being formed. The two stones Mr. Niedrach 
wanted made into cuff links were a little larger than kid: 
ney beans, as smooth and polished as glass, and about 
the color of milk chocolate. 

Holzman called in his staff. 
one. “We would have to drill through the stones and we 
If the stones should break, we could 
never replace them.” 

Eventually, it was decided to attach the stones to a sel 
of cuff links with two small silver bands which would en: 


“It can’t be done,” said 
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175 dias. $5000 


W2039 


143 dias. $3500 


140 dias. $3000 


for those who desire the finest. 


A magnificent collection of specially. 


priced platinum and diamond watches 


with guaranteed jewelled movements. 


” Available on consignment for 


your special requirements. 


_ < Raymond Abrahams 
551 Fifth Avenue, New York 17, N.Y. VAnderbilt 6-0457 


'W2049 30 dias. $750 
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For prompt attention please address all inquiries Dep’t K-10 * 
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Wen THE JEWELER hands his customer an 
exciting gift-wrapped package, he is doing more than com. 
pleting a sale; he is completing his obligation as the gift 
merchant of the community. His customer expects it. 

In addition to being essential to the merchandising of 
gifts, good gift-wrapping adds to store prestige. Jewelry 
store prestige involves not only quality merchandise, but 
also quality services. One way many jewelers can improve 
this traditionally expected service on gift occasions is to 
give his clientele novel and beautiful gift-wrapped pack. 
ages. 

Attractive gift-wrapping also establishes store identifica. 
tion for the jeweler. On the major gift-giving occasions, 
distinctive gift-wrapping can influence the shopper to favor 
one jeweler over another. Gifts and distinctive gift. 
wrapping go hand in hand, and this association should be 
established in the customer’s mind through advertising 
which promotes the gift-wrapping service. Inside the store, 
this service should also be promoted. Gifts and gift. 





A gay and colorful Christmas package gift- 
wrapping from the Chicago Printed String Co. 








Two sturdy ribbon holders, one for eight 
bolts and the other for sixteen. (Below) 
A "Wrapped in Beauty" Christmas package. 
(Materials by Chicago Printed String Co.) 


singe 








Gift packages wrapped in materials made by Taffel Brothers, 
utilizing the dramatic features that a striking bow offers. 
















ore than Just a Service! 


The value of gift-wrapping is in customer satisfaction, store prestige and community 


wide business identification. You can benefit from this value with a minor investment. : 





wrapping should be tied together in a striking point-of-sale personnel should be ready with suggestions for wrapping, 

display. When beribboned packages are placed beside consistent with the gift, the giver and-the recipient. Par- 

gift merchandise, it stimulates gift thinking. For many ticipation by the gift-buyer in the wrapping of his package 

shoppers, effective displays complete the gift picture and results in a high degree of customer satisfaction. 

turn them into buyers. Package dressing for jewelry can hardly be overdone. 
No matter how small it is, the gift-wrapping department Gift-wrapping should create the package that is beautiful 

should be located so that the customer can see there is a clear through to the jewelry gift itself. 

suitable gift-wrapping service. As he shops for his gifts, But how is the jeweler going to create this package with- 

the customer should get the satisfying impression that out becoming a specialist in gift-wrapping? 

there will be no delay, no fuss and bother about meeting Modern gift-wrapping does not require all-out expense 

his request for gift-wrapping. or effort on the part of the jeweler. Neither does it re- 
From a variety of sample gift packages on display, the quire skilled employees. The manufacturers of wrapping 

customer can indicate which he prefers. Gift-wrapping (Please turn to page 189) 


The addresses of manufacturers in a position to 
supply materials, gift-wrapping suggestions and ee 
equipment will be found at the end of this article. o 








A practical gift-wrapping department that could be 
established in any store. Note variety of ribbons. 







(Left) The "Magic Bow Tyer" (no. $7) which 
makes pre-fab hanks, which are fluffed out 
into the "Magic Bow," a pom-pon type of bow 
(center). (Right) A 26 bolt ribbon stand. 
{All products of Minnesota Mining & Mfg. Co.) 
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In this attractive window, Birks only featured its distinctive gift packages. 


This Jeweler’s Merchandise is... 


Gift Wrapped in Prestige! 


by GLADYS JAY 


A, CHRISTMAS time people become gift- 
conscious. They carefully make plans for purchasing 
gifts for friends and relatives—gifts that will be appre- 
ciated and make an impression upon the recipient. The 
jewelry store is certainly the number one store in the 
minds of most shoppers—for there they find beautiful 
and precious merchandise. 

Another reason people turn to the jeweler for their 
Christmas gifts is because the jeweler’s name carries 
prestige. His gift-wrapped box impresses people! 

Prior to Christmas last year, Henry Birks and Sons, 
Ltd., Toronto, Canada, prepared a series of window 
displays to remind the public of the length and quality 
of their service. This was done by placing emphasis on 
the store’s merchandise containers: a blue box that has 
been in use for four generations. Actual merchandise 
was kept to a minimum in these window displays; the Bio embossed -pelation cn wile qleced stock, Gna 
box the merchandise came in was given top billing. Christmas package is used for higher-priced merchandise 
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o matter what diamonds you need, 


your first memo order will prove 


to you that WILLIAM LEVINE has them, 








and at prices that reflect 


today’s greatest diamond values. 6 








<< Write for 

WILLIAM LEVINE’S FREE 
folder on Specials for 
the month. 
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This Christmas package—silver letters printed on a blue 
background—is used by Birks for its general merchandise. 


In one window a large black and white poster read, 
“Birks Blue box for four generations. . . . The gift in 
the Birks Blue Box has been give with pride . . . received 
with pleasure.” A large blue box with “HB” (Henry 
Birks) initials in a darker blue shade was thrust through 
the poster and kept in place with black thread. 

In their Bloor Street store, a Jarge framed poster dis- 
playing the blue box was hung beside a lattice of red 
velvet ribbon with gay Christmas bells and sprays of 
white-painted “pins” at the ends. One of the boxes was 
placed on the left front floor near the glass to show how 
the goods displayed in the window would be packed. 


In this unusual window, the 
store exhibited a _ variety 
of suggested Christmas gifts 
and, at the same time, the 
firm's distinctive blue box 
was featured in background. 





In addition to these displays, space was used jp the 
daily newspaper to bring the important Birks pack 
before a larger audience. bs 

This blue box, used by all of the eighteen Birks Stores 
across Canada, is not “a parcel you would see on the 
street.” Rather, it is a “carriage trade” parcel, one tha 
inspires respect. 

The Birks package was re-designed this year. Charl 
C. S. Dean, an industrial designer of New York City 
was consulted. Over 100 different sizes of boxes, year 
‘round wrapping paper, Christmas wrapping papers, 
shopping bags, and every type of mailing necessity were 
re-examined by the industrial designer. 

Mr. Dean said, “We re-designed the trademark tp 
retail the over-all quality, dignity and tradition of the 
company. It was designed and simplified to be the maip 
continuity theme for company identification, and worked 
out to be used in a variety of patterns geared to the 
particular design problem.” 

The heraldic lion “incorporated from the appointment 
royal-warrant stamp” which was granted to Birks over 
50 years ago, is still being used, though it has heep 
slightly modernized. 

The designer is of the opinion that “the most eco. 
nomical treatment in designing packages for general. 
priced merchandise is the simp!e embossed application 
of the trademark in silver on a French blue background, 
The trademark imprint was worked out in four sizes to 
cover over 100 different size boxes, which simplified 
operation and speed of delivery.” 

Most of the time, set-up boxes are used in place of 
folding ones, as it is felt that the extra cost is worth 
while. The firm’s executives believe, ““They pay for them- 
selves many times over, especially during the Christmas 
rush, and reduce breakages and loss of revenue.” 
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AS SEEN IN “LIFE™ 


SINCE 1833—120 YEARS OF ORIGINALITY 


LE (OULTRE 


THE MOST EXCEPTIONAL WATCHES 
AND CLOCKS IN ALL THE WORLD 


A precious element of every LeCoultre timepiece is superb precision crafts- 
manship, beautifully styled. This is the work of master watchmakers and 
designers who bring almost fanatic devotion to their art. For 120 years, 
LeCoultre artisans — “pioneering in originality’ — have created some of. 
timekeeping’s finest masterpieces. For yourself — or for an exceptional gift 
— visit your Authorized LeCoultre Jeweler today. See these and many 
others of the “Most Exceptional Watches and Clocks in All the World”. 


ATMOS — The Perpetual Motion Clock. This LeCoultre creation amazingly offers 
virtual perpetual motion in a handsome clock. No hand-winding, no electricity — 
ATMOS runs silently, accurately, powered only by the unfailing daily changes in the 
temperature. ATMOS, beauty-in-action, brings a dramatic touch to every home. An ex- 
ceptional possession, a most exceptional gift. Measures 914 x 844 x 614 inches. $175. 


LECOULTRE PATTON — Modern inspira- THE SMALLEST WATCH IN THE WORLD— LE COULTRE FUTUREMATIC— Engineered to be the most accurate self-winding watch 
tion executed with utmost perfection in Less than one-third as wide as a dime! A in the world—it may be set to the exact second. Fully patented—exclusively LeCoultre, 
every style and time-telling detail. 18K work of elegance and precision craftsman- it is 100% automatic. No hand-winding ever, it has no winding stem. Cannot run 
gold hour markers add beauty to a fascin- ship in the true LeCoultre tradition. An down, cannot overwind. An exclusive Reserve Indicator on the dial shows the power 
ating dial. In 14K gold case, $139.50. excellent timekeeper. In platinum, $1500. remaining in the mainspring. In a gold-filled case, $99.50. In 14K gold case, $165. 


LECOULTRE POWERMATIC — It winds itself LE COULTRE COUTURIER CREATIONS FOR HER — Imaginative treasures in LE COULTRE GENERAL WAYNE — A useful 
with every movement of the wrist, a superior high-fashion design—each a tiny, trustworthy timekeeper, a watch she will servant — a handsome LeCoultre exclusive — 
timekeeper. Reserve Power Indicator. Gold- cherish many happy years. “Marquise”, 14K gold case, $125; “Ile de tells seconds, minutes, hours, and the date-of- 
filled case, $71.50. In a 14K gold case, $150. France E”, gold-filled case, $89.50; “Rhonda”, 14K gold case, $110. month. Sweep second hand. 14K gold, $150. 


LECOULTRE PROMENADE — Dramatic, exclusive style, LE COULTRE ARISTOCRAT — This set in smart, wedge- LE COULTRE SULTANA AND SULTAN—Perfectly matched 
obvious in these magnificent timepieces, is one reason shaped cases is typical of the inspired, imaginative fine watches, unique in design for a noteworthy couple— 
why LeCoultre’s matching watches are so popular with designs ever to be found in LeCoultre’s watches-that- hers a dainty and exceptional duplicate of the fine watch 
smart people the world over. Gold-filled. Each, $71.50. match-in-the-highest-fashion. Gold-filled. Each, $71.50. he will proudly wear. Gold-filled cases. Each $71.50. 


Ma 


MOST EXCEPTIONAL WATCHES. 
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He Keeps Them Tradin 
own at the County § 





“We represent every major silver company 
in the country,” says Mark Scearce. This 
helps explain how the friendly, informal 


Scearce store holds its rural following. 





Ca 





Table lamps on counters are 
part of Mark Scearce's effort to 
create an informal atmosphere. 


by S. F. LAWSON 


The shadowbox wall cases, above, each display 20 sterling patterns. Scearce 
designed them himself back in 1945, and set a style which many jewelers follow. 


a almost within sight of the neon 
signs of a host of jewelry stores in metropolitan Louis- 
ville, an enterprising jeweler in nearby Shelbyville, Ky. 
(population 4500), has increased his sales volume by 14 
times in the 12 years he has been in business. Catering 
primarily to a discriminating trade from a large rural 
area, the Mark J. Scearce Jewelers has thrived while 
bucking its city competition. 

In the comparatively short time this jeweler has been 
in business, he has also developed two profitable side- 
lines—an antique gallery with a wide patronage and a 
lucrative silversmithing enterprise. Meanwhile, he is 
building an ever-larger mail-order trade which already 
includes regular customers in more than eight states. 

How does he manage to keep them trading “down in 
the county seat” when a 45-minute drive will take them 
to a cluster of more than 100 stores in downtown Louis- 


122 


ville? He does it simply by offering, in Shelbyville, the 
same selection that they can get in the city. And at the 
same prices. j 

‘For example,” says Scearce, “we represent every major 
silver company in the country. Our inventory includes 
82 stock sterling patterns. As the only store within our 
territory which has attempted to develop the sterling 
trade, we can buy from the entire market, whereas 1 
larger cities dealerships are divided among the major 
jewelry outlets. The shopper would have to visit several 
stores, in most metropolitan areas, to find the selection 
we are able to offer under one roof. 

“We attempt to carry complete stocks in other lines of 
merchandise also,” Scearce said. Samples of six lines 
of china, attractively displayed, are evidence of this. 

However, a large selection and a wide range of prices 

(Please turn to page 154) 
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Proven Success 


IMPERIAL PEARL PROMOTIONS & 


FOR STORE TRAFFIC y FOR VOLUME SALES y+ FOR STORE PRESTIGE 





Tried and proven by hundreds of jewelers from coast to coast. 
Nothing tops Imperial Pearl Promotions for volume sales action. 
It has been the most publicized, most talked about and probably 
the most successful jewelry selling plan in recent years. So why 
wait? Act now and take advantage of the tremendous pulling 


power of Imperial Pearl Promotions for volume sales action dur- 
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ing these Pre-Christmas months. 
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to become an Imperial 
Cultured Pearl Jeweler. 


® The World’s Finest—Known the 
YOO ee \fe % World Over. It will pay you 


Imperial Pearl Syndicate 


Worlds Largest Importers of World's Finest Cultured Pearls 


New York Chicago Detroit Los Angeles 
607 Fifth Ave. 5 No. Wabash Ave. 914 Michigan 607 So. Hill St. 
Theatre Bldg. 
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“How’s Business? 
Stafford Bros. Finds Key to “i 


Success and Repeat Business 
in Keepsake Quality Program 





i ota \ 
Saint Cloud, Minnes 


814 Saint Germain 
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Says Keepsake Jeweler Staffora 


Gains in Our Diamond Department Every Year for Past 
Ten Years with Keepsake, Reports Minnesota Jeweler. 
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t Importance of Keepsake Guarantee Certificate 
in closing the sale is emphasized by Jeweler Bert 


Stafford to sons Bill, /eft,and Tom. 
Only Keepsake Offers You 
All These Big Selling Advantages 


® QUALITY ... the hallmark of @ NATIONAL ADVERTISING... 





Keepsake Diamond Rings. The the strongest in the ring industry — 
words ‘Guaranteed Registered Per- and “dealer-localized” to produce 
fect Gem” appear on the Keepsake sales results. 
tag. ® POWERFUL MERCHANDISING 
® WRITTEN GUARANTEE ... the ... effective dealer sales aids include 
famous Keepsake Certificate of Reg- newspaper, radio, TV, point-of-sale, 
istration guarantees perfection in outdoor, direct mail and movie 
writing. advertising. 


eepsake 
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Business 
in your Diamond Department, too— 


a; (8 


Write today for information concerning the availability 
of a valuable Keepsake Franchise in your trading area. 


A. H. POND CO., INC. SYRACUSE 2, N.Y. 
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balanced Ad Program 
Builds Diamond Volume 
Without Sacrificing Prestige 





* 
Edward L. Spitznagel, manager of New. 
stedt's, gives careful attention to both phases 
of the store's dual-market advertising effort, 


Weastedts 


SPECIALISTS IN FINE DIAMONDS 


(Mlustrotion ts enlarged to shew detail) 
— Youll be Proud to say: 
Impressive Value! It's from Newsteat : 


14 kt white or yellow gold 
Diamond Engagement Ring 


125.0 


FEDERAL TAX INCLUDED 


To Be Cherished Alw 


You, Pewsied? tings sro 
ti Srattasdt with painsiai 
the Finns mmatorish sad +« 
esx. coder dismal, § 
BHGS te A pleesure + 
wiaxt There & one 
preference, truss SF SG 


if your preference Is for unmistakably fine quality 
and unquestioned value, you'll like this exquisite 
ring! The center diamond is of impressive size and 
fine. color, cut to expertly balanced proportions to ba 

assure the moximum in fire and brilliancy. ft Is eee eae ik a es ee Le SOOT Nea 

a piscine ener Weietete tee Feeerni Ts 

further enhanced by four scintillating side diamonds. ‘wn = RE ; 

A Matching wedding ring Is available ot $75. | es on ; poo e Re , A on ~ A : 
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Newstedt's advertising is split) 
between “popular-price'’ ads run. 
in an advertising "Shopping News’ 
(left) and "prestige-type" ads if 

I> 2» Pia Sunday roto sections. Ads in the 
AY pt ywpo if pr rotogravure pages usually carry 
A, GU SS GL S fine, expensive items of jewelry. 
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Mos: JEWELERS rate prestige as one of 
their most valuable assets. But threshold resistance can 
turn prestige into a dangerous boomerang for the store 
which relies on “bread-’n’-butter” sales for a substantial 
part of its volume. The store which wants to be known 
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by VIRGINIA SCHNEIDER 


The other is the Cincinnati Shopping News, a wee . 
advertising paper owned and operated by leading dow 
town stores. It is distributed free to suburban homé 
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for the very finest in expensive jewelry, and at the same 
time expects to do a volume on diamonds in the $100- 
$500 bracket, has its work cut out for it. 

Newstedt’s, in Cincinnati, has managed this tricky 
problem with considerable success—keeping intact its 
02-year reputation for the finest in jewelry but at the 
same time offering a variety of popular-priced diamonds. 
The store manages this with a pair of advertising media. 
One, the rotogravure section of the local Sunday paper, 
has proved an excellent medium for advertising higher- 
priced merchandise, and all luxury items are run here. 
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This has turned out to be an ideal medium for advertisil 
specially-priced rings and lower-priced diamonds. | 
In a given week, Shopping News may carry a Ne 
stedt’s advertisement for a $19.75 diamond wedding bail 
as a one-day special, while the roto section shows? 
diamond ring at over $1,000. { 
Naturally, the readership of the two papers overlaps 
a considerable extent, and Newstedt’s makes no el 
to conceal from either section of its market the bro 
range of its prices. In fact, roto ads periodically cam 
copy on the store’s less expensive rings, and in the stom 
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The reputation of Borrelli has been achieved by consistently 
maintaining complete assortments of Cultured Pearls — both in necklaces 
and loose —in all sizes, colors and prices to meet every requirement. 


Sold through Wholesalers 
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‘\lustrated above, in actual size, is our world-famous cultured necklace, The Princess 
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Right: Diamond department head George Warren 
(right) discusses diamond ring with customer. 


Below: Newstedt's windows reflect the store's 
diamond sales technique: separate windows are 
used for higher and “popular priced jewelry. 


own Christmas mailing piece there is no hesitation about 
showing high priced merchandise. 

What Newstedt’s does, therefore, is divide most of its 
advertising expenditure pricewise, so that customers for 
popular priced diamonds will see frequent offers of mer- 
chandise that interests them while all classes of customers 
will be aware of the store’s prestige as a “class” jeweler. 
The balance between the two types of advertising is the 
key to its overall success. Neither portion of the business 
is hurt by the other. 

In both Shoppu.¢ News and the Sunday roto, the store 
has a 52-week contract, with diamonds getting the space 
a minimum of twice a month. Newstedt’s has found that 
this consistent use of small ads, which keeps the com- 
pany’s name before the public, is more effective than 
irregular use of larger ads. The full-year contract cuts 
the per-line cost. 

For the Christmas season, when Newstedt’s does one- 
fourth of the year’s business, rotogravure advertising is 
stepped up, with a full page every week for four weeks. 
About one-quarter of this space goes for diamonds. To 
fill in any gaps in coverage, seven additional 250-line 
black-and-white ads on diamonds were placed in the city’s 
two afternoon daily papers last season. 

Price range is also shifted in pre-Christmas advertising. 
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For most of the year, more than half of the space devoted 
to diamonds is used for rings in the $100-$500 range, but 
at Christmas the emphasis is shifted to give at least 5) 
per cent of the space to the higher priced merchandise. 

Christmas is also the occasion for Newstedt’s sell 
mailer, covering all departments of the store. Diamonds 
receive about one-quarter of the space here, and higher 
priced merchandise is freely included, in part simply to 
maintain the prestige reputation. 

Throughout the year, Newstedt’s advertising features 
specific merchandise, with prices given. On the finer 
pieces, price is clearly but discreetly marked, usually 
close to the illustration of each piece. In ads for popular 
priced merchandise the price, along with as much other 
specific information as possible, is carried prominently, 
usually in the headline. The fact that all prices include 
Federal tax is prominently featured in all Newsted 
diamond advertising, and many customers seem to remell: 
ber this fact. Weights of stones are never listed because 
the store feels that color, clarity and degree of perfecti 
of the stone are at least equally important, and probably 
less confusing to customers. 

The line, “Your charge account with other Cincinnal 
stores is honored at Newstedt’s” appears frequently in the 

(Please turn to page 154) 


THE JEWELERS’ CIRCULAR-KEYSTOM 

















ESTA BLIS H ED 1 8 6 6 





IMPORTERS AND CUTTERS OF 


DIAMONDS). 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


London: 32/34 Holborn Viaduct 








FOR OCTOBER, 1953 


Reg. U. S. Pat. OF. 








12 








a ee ee ae 
POEL LL ILIAP DLP EL IIASA AL ID IL IE LIDD APIS IIEIS AA API III ISAIA A ae 
pane anne sseeeess cenem no enereseese: 


Look through the all-glass front of 
the fashionable Suzanne's dress shop 
and you can see the Lindsey Jewelry 
Co. counters and displays, occupying 
the first 18 ft. of wall space along 
either side. Outside in the deeply. 
recessed entrance, jewelry is dis. 
played in the two rectangular box. 
like pedestal cases—it can't be 
missed. 


Traffic-Sharing Combination 


. . « an experiment that worked! 


by DOROTHY CALDWELL 


Ax interesting and highly successful experi- 
ment in jewelry merchandising has just entered its 
second year of operation in Columbia, Missouri, where 
Suzanne’s, a fashionable women’s wear shop, has com- 
bined with a full-fledged jewelry store, to the advantage 
of both. 

The noteworthy feature of the combination is that the 
jewelry store, first established 38 years ago, has been 
incorporated into the fashion store with full lines and a 
complete inventory, from diamonds, jewelry and watches 
to flatware and china. There is also a watch repair 
department. It is not, therefore, to be confused with the 
common practice of having a costume jewelry depart- 
ment in a women’s wear shop. This is a teamwork opera- 
tion, in which store traffic generated by each end of the 
business has proved its ability to help the other. 

Both of the stores were well-established enterprises long 
before the combination was formed. The jewelry store 
was founded by N. A. Lindsey in 1915 with a partner 
who sold out to Mr. Lindsey in 1920. Suzanne’s was 
established 20 years ago by H. V. Mullins, and is now 
owned by Mr. and Mrs. Mullins and Mr. and Mrs. 
Warren R. Dalton, Jr. The combination came about 
when the owners of Suzanne’s bought the Lindsey Jewelry 
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Co. in October, 1951. Approximately seven month later, 
the combined shops opened for business. 

The Lindsey Jewelry Co. and Suzanne’s are both man- 
aged by Mr. and Mrs. Dalton, with Mr. Dalton as general 
manager and vice president, but the jewelry business is 

(Please turn to page 157) 





View from clothing sales area shows compact, effective display 
and storage for sterling, china. Clocks, watches are opposite. 


THE JEWELERS’ CIRCULAR-KEYSTONE — » 






Purchased with Pride, Treasured Always 








ENGAGEMENT and WEDDING RINGS 


Talal Mel’) Mom icoh Moh malilermelileMm Zehr Jel mathe 
tomer's eyes go unerringly to the Courtney rings. 
Li it-tiamme [a-Xoh(-1 ame ol-1o]0h a Amol ilo MMM allelil- mmm labialal tom 201 (0[- 
always invite a closer examination. 

For Courtney rings are made to demand 
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Courtney rings are sold when you display 





them—and they stay sold. Concentrate on Courtney! 


All Courtney rings are available in 14K yellow or 
tl ii-me eller 


“OUR FAIR NAME IS YOUR GREAT ASSET” 


= yn JOHN J. COURTNEY & CO. 
“4 452 Fifth Avenue, New York 
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“'amonds are enlarged 
0 show detail. 



























Displays... 


(From page 99) 


modern waiches. Such material and the reputations of 
nationally advertised watch manufacturers should not be 
overlooked by the jeweler in establishing his own im- 
portance. 

Because the jeweler sees his watches, not as just so 
many assorted pieces of merchandise at such and such a 
price, but as individual mechanisms each with its own 
specific characteristics, he can relate the merchandise 
more closely to his customers. The jeweler should not 
present his watches in an anonymous array of boxes, but 
should group them according to their type and kind of 
usefulness and so identify them in his displays. Tell the 
selling story of watches for the business man, the farmer, 
the nurse, the business girl, the housewife, the doctor, 
the engineer, the school girl or boy and as many other 
categories as fit the clientele of your store. It is helpful 
to group and label them in this way, but it is even better 
to describe on small window cards why each type of 
watch was selected for a particular type of person. Such 
a display gives your watches individuality in the minds 
of your customers. 

The jeweler should constantly remind his customers 
through his windows that he is equipped to do more than 
sell watches—he can service them and so can stand back 
of his merchandise in a really effective way. Dramatize 
your repair service by showing the amazingly tiny watch 





parts and the amazingly precise watch repair tools. Offer 
information about the proper care of watches and Clocks, 

Never neglect the fashion angle in watch displays, Em. 
phasize the fashion rightness of your watch stock with 
fashion sketches and photographs and by grouping ang 
labeling watches—“For Dress,” “For Sports,” “For Busi. 
ness”—and so forth. Promote the idea of ownership of 
two watches by showing watches in pairs—one for work, 
one for dress. 

Suggested display set-ups for these various types of 
windows are sketched. Sketch A features the names of 
various watch and clock manufacturers on the leaf cyt. 
outs and presents the watches in individual groupings 
with a copy story for each. Natural or artificial branches 
are used against the background with hand-lettered leaves 
cut from colored paper, wired in place. Small gift pack. 
ages are also tied to the branches. Watch groupings are 
arranged on circular elevations. Copy cards describing 
the features of each group of watches are fastened to the 
watch boxes. General copy is lettered on the large win- 
dow card to the right. For a window such as this, it is 
important to select merchandise with care and to be spe- 
cific in the selling features mentioned. 

Sketch B suggests a fashion display with copy and 
fashion figures on small framed posters with fabric cov- 
ered ramps carrying merchandise extending from each 
frame. Additional watches are displayed on dowel fix- 
tures and on the window floor. A copy ribbon extends 
across the background. The fashion figures—which 
should include both men and women—may be sketches 
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‘at leading stores” 
No. 160 
ome Where the value of prestige is understood, 
Simon Willard there you'll find selections that cannot be 
26” high. matched at the ordinary store. That’s one of 
—_— the chief reasons why fine Herschede Clocks 
are featured by leaders in merchandising. 
There is a difference — in design, finish and 
craftsmanship — that makes these clocks 
distinctive. And the line —- from superb 
chiming floor clocks to exquisite wall, table, 
mantel and alarm designs, all hand wound — 
brings in the profits that result from meeting ccohinnd Gil indie aa 
every demand. on the dig mand eeortade 


Retail $895.00 
West Coast price slightly higher. 





No. 602 
Superlative bell strike 
model. 7'/,” high. 
Retail $245.00 


Cc LOC KS . No. 708. The grace of the highly 
183/,” 


favored tambour style. 
wide. Hour and half-hour strike. 


No. 52 


Soft and loud alarm 
in blue and gold 





colors. 3%/," high. Send for color brochure showing all 39 Herschede designs. Retail $45.00 
Retail $9.95 : No. 808. Same design with 
THE HERSCHEDE HALL CLOCK COMPANY Westminster Chimes. 
Available through CINCINNATI 6, OHIO Retail $65.00 





reamerteare New York Office and Showroom: : 
Herschede 
and Revere 37 West 47th Stteet 













_ Distributors 


Herschede and Revere 
Clocks are consist- 
ently advertised in 
influential national 
magazines — House 
Beautiful and Hovuse 
and Garden. 


BENNINGTON 


Elegance 

that mokes a 
telling appeol. 
793/,” high. 
Westminster 
Chimes on five 
tubular bells. 


Retail $615.00 





To your electric- minded cus- 


West Coast iy 
slightly tomers you can offer a wonder- : F 
— ful choice of Revere floor, grandmother, / 


mantel and table styles — each with the 
beloved, authentic melody of Westminster — 
Chimes. Send for brochure illustrating the ; 


complete line. 
THE REVERE CLOCK CO. _ CINCINNATI 6, Siok 


Fn cn 







R-951. Smart in its 
effect. Mahogany 
with matched 
striped front. 16'/,” 
high. Westminster 
Chimes. 


Retail $52.00 


R-953. An inspiration 
in design. Only 1015 
high. Westmin ster 
Chimes. 


Retail $55.00 





Prices do not include tax. 
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or photographs mounted on dark poster board with let- 
tering in white or a pastel color. Frames and ramps can 
be made from heavy cardboard or compo board and 
covered with velour paper or fabric. 

Sketch C emphasizes the watchmaker angle with giant 
cut-outs of watch wheels scattered across the background. 
A giant pocket watch cut-out serves as a poster. Copy 
card in the foreground has a small photograph of a 
watchmaker at work and watch parts and tools are laid 
out on a fabric covered pad on the window floor. The 
cut-outs on the background can be cut from metallic 
paper or cardboard outlined with dark ink. 





MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Material Source 


Sketch A 


Tree branches, natural Display supply house or Florist 
or artificial 

Leaf cut-outs, lettered 

Gift packages 

Copy cards 


Sketch B 


Frames and ramps, Make in store 
fabric or paper cov- 
ered 

Fashion sketches or Cut from magazines or have 
photos artist make up 

Copy ribbon Show card writer 


Sketch C 


Cut-outs on background Make in store 
Watch poster Show card writer 
Copy card Show card writer 


Show card writer 
Make up in store 
Show card writer 





Fashion Helps Keep It There 


(From page 96) 


variety of intriguing subjects! Colored straps are shown 
in Cobra skin, and a variety of leathers, and in suede. 
Men’s evening watches flash color with markers of dja. 
monds, sapphires, or rubies, and black dials are extreme. 
ly popular. 

The elegant theme in clothes fashions and fabrics cay 
be tied in with our elegant and dressier watch fashions. 

Upper width is the most important style trend jp 
women’s clothes, and jewelers can take advantage of this 
much talked about fashion to stir up new interest jn 
lapel watches, and watches that can be worn around the 
neck on ribbons or chains. (The importance of jewelry 
to upper width styling is explained in the August issue 
of JC-K page 146.) 

Cuff links for women are being given a big play by 
many jewelry houses and this gives jewelers another 
style trend to carry over into their watch departments— 
cuff-link watches! The continuing importance of French 
cuff styles for men carries the tremendous demand for 
jewelry cuff links into the watch department too—with 
cuff links watches for men! 

The Edwardian look which is coming in rather strongly 
in men’s fashions is an ideal fashion theme to use in 
stimulating new interest in pocket watches, in waldemars, 
fobs, and all the jewelry appurtenances that can be 
draped across a vest. Sport vests too are becoming in- 
creasingly popular, especially with college men, and 
many of these young men, brought up with wrist watches, 
are fascinated by the idea of owning a pocket watch! 
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Thirty-five years 


of Service to 
Leading Jewelers 





vrectous +. 


Extensive selections of Rubies, Star 
Rubies, Sapphires, Star Sapphires, 
Emeralds and Catseyes . . . loose or 
in Platinum Diamond mountings of 


exclusive design. 
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You should keep this in mind for Christmas gift selling! 

All jewelers promote their traditional and classic lines 
of watches at Christmas time, but there is a big market 
yet to be reached with unusual and novelty type watches. 
These are fashion items, and they are the perfect answer 
for all customers who are searching for gifts for friends 
and relatives who “have everything!” Right now, during 
October, is an ideal time to begin some extra fashion 
selling of: carry-all watches, cuff-link watches, finger- 
ring watches, lapel watches, belt watches, purse and 
pocket convertibles, and any other unusual and intriguing 
designs you may have the good fortune to handle. 





Keep It There! 


(From page 91) 


clocks at Duval Jewelry Co. in the big resort city of 
Miami. 50 to 75 clocks are displayed in five tiers in one 
of the largest wallcases in the city. Inventory is also be- 
hind the display, for only one or two leading samples of 
every line is shown. A clock must be the leader in its 
line to be placed in Duval’s display. 

What Duval’s call a “democratic range” is also an im- 
portant phase of their program for making the Miami 
public clock-conscious. The large clock selection runs 
all the way from moderately-priced alarm clocks to fine 
electric chime models. Travel clocks are usually sug- 
gested to every tourist who enters the store. And trav- 
elers are frequently looking for gifts. Duval’s impresses 
upon them that they can’t go wrong with a clock. (JC-K, 
March, 1951, page 130.) 


Watches are also time-honored gifts, and are suitable 
to people of all ages and all occupations and are especially 
adaptable to memorable events in the life of everyone. 
Jewelers have always promoted engagments, weddings, 
anniversaries and graduations; they know that watch mer- 
chandising is not seasonal. Yet, though a Senior Scholas- 
tic survey indicated watches are the most wanted gifts 
among high school seniors, a later check revealed that 
they did not receive them at graduation time. Jewelers 
failed to successfully promote the idea to the students’ 
parents. 


PERSONAL INTEREST IN SCHOOL LIFE 


However, Armstrong Jewelers at Hammond, Indiana, 
has promoted its store to the point where it has become 
‘a part” of the student life of the local high school. This 
has been achieved by the owner taking a personal in- 
terest in the school’s athletic activities by actually 
financing trips out of town for those students who can't 
afford to follow the local team. The athletic teams also 
get a helping hand from the jeweler when needed. Re- 
sult: when watches are bought by or for the students and 
the faculty, they’re purchased at Armstrong’s. (JC-K, 
October, 1952, page 156.) 

The skill of the jeweler is prominently represented in 
the service that he gives to watches and clocks. Any re- 
tailer who sells an item that he cannot back up with a 
service department is not fulfilling his obligation to the 
consumer. Such is the opinion of Jerome M. Wilson of 
Wilson’s in Syracuse, New York. 

Wilson’s undertook a frank educational campaign to 
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When's Jewelry set with Linde . = 


A new addition to the already nationally accepted and increasingly popular 
ladies’ jewelry set with Linde Stars. Here is a new, profitable line for you. 


For LINDE Synthetic Star Sapphires and Rubies call 


MAX DURAFFOURG GEM CO. 


DISTRIBUTOR 


576 Fifth Avenue 


JUdson 2-2922 


New York 36, N.Y. 


Names of manufacturers of jewelry set with Linde Stars sent upon request 
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inform the shopping public that watches should be pur- 
chased intelligently—at a jewelry store. Newspaper ads 
discussed the theme “Let’s Talk About Watches.” (JC-K, 
October, 1952, page 105.) 

An intelligent public appreciation of the jeweler and 
why timepieces should be purchased from him, can be 
best stimulated by the merchandising job and the prestige 
of the watchmaker. This skilled craftsman is connected 
with the inventions of the steam engine, the steam loco- 
motive, the railroad, the linotype, the sewing machine 
and even sound motion pictures. Excellent material for 
institutional advertising, which creates reputation, trust 
and eventually profit, is at the jeweler’s command. 
(JC-K, August, 1952, page 104.) 


REPAIR SERVICE CAN BE MERCHANDISED 


Timepiece repair service can itself be merchandised 
extensively and profitably. Paralleling a common prac- 
tice in the huge radio-TV repair business, Accurate Clock 
Service developed a pick-up and delivery service for clock 
repair in New Orleans. Joseph Malus, owner of the firm, 
noted that established jewelers avoided clock repairs 
when they had to pick up expensive timepieces and de- 
liver them back to the customer. 

Through the right kind of advertising by newspaper 
and direct mail, which was extensive and utilized a per- 
sonal approach as much as possible, Accurate built up a 
booming trade. On the spot estimates and understand- 
able explanation to the customer as to what is wrong are 
established policies of the firm. (JC-K, January, 1951, 
page 82.) 


Clock repair service is sometimes best promoted ag g 
specialty and leads, in turn, to a particular clientele, no 
only for clock repair but jewelry sales in general. Sych 
has been the merchandising achievement of The Hong 
That Jack Built at Carmel-by-the-Sea, California, The 
firm has made a specialty of repairing any antique clock 
This service even includes visits to the customer’s home, 
when the clock is too large and clumsy to bring into the 
shop. Such unusual clock knowledge, which was gained 
only through years of study, has created considerable 
reputation for The House That Jack Built, especially 
since no other store in this area will handle these repairs, 

Carmel has a fair-sized population of retired, wealthy 
people, and the rest of the population is varied and ip. 
cludes seasonal tourists. Through their unique repair 
service, The House That Jack Built has sought out the 
best of the permanent population because these people 
own antique and other fine clocks. The gratifying result 
has been identification of the store by the wealthy regi. 
dents for clock and watch repairs and good lines of time. 
pieces and jewelry. (JC-K, August, 1952, page 113.) 

A unique merchandising program for a particular 
clientele is carried out in Dallas, Texas, by Linz Jewelists, 
Only four quality watch brands, though on an exclusive 
dealership basis, are handled by Linz. Thoroughly 
trained personnel are employed to sell these four brands, 
Continuous watch advertising stresses dependability, 
value and what Linz calls “luxury-best.” 

Although prices start as low as $65, individual sales 
for watches have run as high as $35,000. The latter was 
a $5,000 lady’s watch mounted in a diamond bracelet. 
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our mind when we designed this ring 





Here’s a ring that will appeal 


Pa 3 = Ss to the man or woman who 
rel £4 Br ) s appreciates fine quality, the 
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7 something better. It’s 14 K 
white gold . . . the center 
stone is a lovely opal surrounded by a cluster 

of sparkling diamonds. Also available 


with center stone of genuine Garnet, Amethyst, Topaz 


Quartz, Synthetic Star Ruby, or Synthetic Star Sapphire. 
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When another customer came in looking for something 
different, he settled on a $2,000 watch cased in a coin. 
These special made to order watches are often displayed 
prominently in the Linz windows, where they attract at- 
tention from passersby visiting at the Neiman-Marcus 
department store, which is located next door. (JC-K, 
October, 1952, page 112.) 

The sales-building methods outlined above are ex- 
amples of successful merchandising programs that jew- 
elers can develop to keep time on their side. Each of 
these promotions is of course tailored to the area which 
the jeweler serves and to the type clientele in which he 
is interested. They are solid merchandising. 

Reputation, whether the jeweler centers its develop- 
ment on his store or around his personality, is the lead- 
ing factor in putting the jeweler in the forefront of the 
clock and watch trade in his community. The above 
jewelers have merchandised their reputation through 
strong personal interest in clocks and watches, varied 
and interesting displays, going after the school market, 
or catering to special clientele. Reputable watch and 
clock repair service, utilized by jewelers everywhere to 
bring in trade has been made a positive merchandising 
program that reaches out to attract the best customers. 
Finally, pride in being a jeweler by carrying a represen- 
tative line of both watches and clocks, and building pres- 
tige and reputation through skillful stock selection for his 
community, will always help the jeweler keep time on his 
side. 





‘Happiness Is Our Business’ 


H. J. Howe, Inc., Syracuse, New York, recently ran a 
very unusual full-page institutional type ad. Titled 
“Happiness is our business,” the ad stressed the many 
years of service rendered to the city by the store and 
the public confidence it presently enjoys. 
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The ad carried photos of the 29 staff members of the 
Howe organization, giving the title and length of service 
for each member. They ranged from Virginia G. Stewart, 
the owner, down to Delores Bartige of the credit depart- 
ment with one year service. 
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WAKMANN WATCH WAYS 


“Laughter is good for your health" 





NO OTHER LOVE 
HAD HE 


by Icko Wakmann 





Of all the dinners I have at- 
tended, the one I remember best was 
given by my Uncle Charlie. A happy 
dinner, with guests who had long been 
friends. In due course, the salad was 
served=--green, fragrant, a joy to 
behold! From guest to guest the salad 
bowl passed, each man helping himself. 


But then the bowl was presented 
to Uncle Charlie's closest friend, 
Herman. In went the spoon and fork, to 
deposit a green mountain on Herman's 
plate. A second time, third, fourth-- 
Still Herman kept transferring the 
Salad from bowl to plate. "Please, 
Herman," said the next guest, "Please, 
I like salad too." "Ah, yes," said 
Herman, "You like it--but do you like 
it the way I like it?" 


Herman's liking for salad was more 
than affection: it was love! It is the 
same kind of regard that jewelers hold 
for model after model in my Company's 
line! Why? Because (1) these models 
sell at a nice profit; (2) these mod- 
els are so fascinating to customers! 


Look in the Wakmann catalog, the 
new "$20,000 Show Case." Look on pages 
16 and 17, where you will see our mar- 
velous calendar watches, including 
moon phase models that retail from 
$57.50, tax included. Look on page 22, 
where you will see our sturdy Braille 
wrist and pocket watches, starting at 
$31.00. 


Look on pages 24 and 25, where you 
will find our chronographs, including 
pulsometers for doctors, and our 
famous Chronomat--the only chronograph 
with built-in slide rule, for engi- 
neers and scientists. Or, take our 
tiny new 7% ligne nurses' models...our 
incredibly precise de luxe Wakmann 
waterproofs. To build maximum Christ- 
mas volume, you need each of these 
models. Place your order now=--your 
market for specialties is greater than 


you think! 
yi". ee 


"The Only Incabloc Watch With The One Year 
Repair Policy” 
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Famous Diamonds of the World 
GREAT MOGUL 


Found in India in the middle of the 17th century, the 
Great Mogul is said to have weighed 787 carats in the 
rough. It was amongst the treasures of the famous Shah 
Jehan, builder of the Taj Mahal and owner of the 
Koh-i-noor; he ruled a powerful empire just north of 
Golconda, in India, where diamonds were first discovered. 
Aurangzeb, the son of Shah Jehan, showed the great gem 
to the French traveler and gem expert, Tavernier, pre- 
sumably the only European to see it. Tavernier said it 
resembled the half of an egg cut through the middle and 
published a picture of it, from which all known replicas 
have been made. 
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The Great Mogul was a rose cut and weighed only 280 
carats, according to Tavernier’s reckoning, at the time he 
saw it. Tavernier was told that Hortensio Borgio, a 
Venetian who cut the stone from the original 787 carats. 
did such a bad job of it that the Mogul refused him any 
pay, and, indeed, fined him 10,000 rupees, his entire 
fortune. Tavernier comments that the poor fellow was 
not a very good diamond cutter! 

The further history of the stone is unknown, but it is 
believed to have been among the loot carried off by the 
Persians after the sack of Delhi in 1739. Curiously, the 
description of the Orloff closely resembles that of the 
Great Mogul except in weight, and some experts think 
that it is the same stone and that Tavernier may have 
miscalculated in translating the Indian “rati” or diamond 
weight into the European standard, the carat. 
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And So Is America’s Youth 


(From page 93) 


watches from “two to four years ago,” and more than 
four out of ten young people received theirs within the 
last two years. 

Nineteen out of 20 watches purchased by or for young 
people are specifically intended for their sole use. (99.3% 
of watches were purchased “new.’’) 

The youth market is strictly a gift market in over 18 
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NAOMI 


RING GUARDS & RING LO 


Available at 


——$—$—_ 


CKS 


Following Wholesalers 


; ALABAMA 
Birmingham 

Blankinship-Porter (Co. 
Phoenix ARIZONA 


Langert Bros., Co., Ine. 
E. W. Reynolds Co. 
Tucson 
Jos. F. McGuire 
CALIFORNIA 
Hollywood 


Alvin I. Solomon 
Los Angeles 
Chern-Britton Co. 
Eastern Wholesale Jewelers 
Friedman-Gessler Co. 
R. P. Gallien & Son 
Stanley O. Jacobs Co., Inc, 
Pacific Jewelers Supply Co. 
E. W. Reynolds Co. 
Oakland 
Diamond Co. 
Juaranty Watch Co. 
Sacramento 
Strutz Watchmakers & Jewelers 
Supplies 
San Diego 
Janmar Co. 
San Francisco 
M & H Watch Co. 
Nordman & Aurich Inc. 
E. W. Reynolds Co. 
Williams & Petersen 
Denver COLORADO 
Empire Wholesale Jewelry Co. 
Tulper Watch Co. 
United Tool & Material Co. 
CONNECTICUT 
Hartford 
M. 8S. Levenson Co. 
DISTRICT OF COLUMBIA 
Washington 
Greenan Watch Supply Co. 


FLORIDA 
Lake Worth 
L. Guthman Wholesale Jewelers 
Miami 
Wm. Friedman 
GEORGIA 
Atlanta 
Ewing Bros. 
Supreme Watch Material Co. 
HAWAII 


Honolulu 
E. W. Reynolds 
ILLI 


NOIS 
Chicago 
Art Watch Crystal 
A. C. Becken Co. 
Rerco Watch & Jew. Supply Co. 
D. & E. Watch Material Co. 
Feinstein Bros. 
Harry’s Wholesale Jewelers 
N. American Watch Tool & Supply 
Henry Paulson & Co. 
The Robal her : 
Swartchild & Co., Inc. 
INDIANA 
Indianapolis 
Hoffman & Co. 
Indiana Jewelers Supply Co., Ine. 


IOWA 
Des Moines 
T-13-W Jewelers Supplies Inc. 
KANS 


Wichita 
J. Pracht Jr., & Co. 

LOUISIANA 
New Orleans 


Dixie Watchmakers Supply House 

N. Orleans Jewelers Supply Co. 

Southland Jewelers Supply Co. 
MAR 


4 


Baltimore 
Crystal House 
Chas. Nusinov & Sons 
Royal Jewelers Sunply Co., Ine. 
MASSACHUSETTS 
Boston 
Henry Kamlot Co. 
Mahar & Engstrom Co. 
Cc. W. Somers & Co. 
Morris Strauss Inc. 
Hub Material Co. 


Cohen 


New Bedford 
Jewelers Service 


Sprinafield 
Ii. Klempner Co. 
MICHIGAN 
Detroit 


Acme Jewelers Supply Co. 
M. TBeresh 
Harry Nest & Co. 
Quick’s Jewelers Supply 
MINNESOTA 
Duluth 
Julius Garon Co. 
Minneapolis 
Cc. R. Leeds Co. 
MISSOURI 
Kansas City 
Eam’s Jewelry & Supp. Co. 
H. C. Walker Jewelers Serv. 
Meyer Jewelry Co. 
Carl R. Schaffer & Co. Inc. 


St. Louis 
Abernathy Co. 
Wm. H. Beck Co. 
Wm. S. Creech Co. 
Hugo Herzberg Co., Ine, 
Miller Bros. 
St. Louis Jewelers Supply 


Newark Jewelers Supply Co. 
Herman Wapnowitz 
Bronx NEW YORK 
Cooper's 
H. L. Jason 
ee Jewelry Co. 
niversal Importing Co. 
Buffalo — 
Bomi Wholesale Jewelry 
Sol Sehwartz 
Flushing 
Sovern Watch Supply Co. 
Jamaica 
Craft Jewelers Supply Co. 
New York City 
Accurate Watch Supply Co. 
M. Becker 
Conover & Quayle 
M. Harris 
Krieger & Dranoff 
M. B. Lesser Ine, 
Lieberman Bros. 
Lomack Sales Co. 
. Posner & Son 
B. Resnick Co., Ine. 
Philip Sloves & Songs Inc. 
S. Stanley Solomon 
Tru-Time Watch Supp. Co. 
L. Weissfeld 
Rochester 
Garson Jewelry Co. 
Harry Cornell & Co. 
Morris Rosenbloom & Co. 
NORTH 


CAROLINA 

Winston-Salem 

Fitall Watchmakers Supplies 
Akron OHIO 

Akron Crystal 
Canton 

Harvey Jewelry Co. 
Cincinnati 

The Cas-Ker Co. Ine. 

E. &. J. Swigart Co. Ine. 
Cleveland 

HHerman Jewelers Co. 

Merit Co. 
Columbus 

Columbus Jewelers Supply Co. 
Toledo 

Toledo Jewelers Supply Co. Ine. 

OKLAHOMA 

Oklahoma City 

Berkey Bros. 

Midwest Wholesale Co. 

REGON 

Port 


land 
sutterfield Bros. Ince. 

Montana Assay Office Ine. 

PENNSYLVANIA 

Harrisburg 

Edward E. Fisher 
Laneaster 

Robert S. Manus & Son 
Philadelphia 

American Watch Crystal Co. 

Ed-Mar Crystal & Jewelry Co. 

Keystone Jewelers Supply Co. 

M. A. Perlhard Co. 

Swiss Watch Supply Co. 

A. Zlotnick & Co. 
Pittsburgh 

Ray Gaber 

Morris Goldstock Co. 

James O. Trader Ince. 

TENNESSEE 

Memphis 


Cel-Max Wholesale Jewelers 

S. Fargotstein & Sons 

Southern Tool & Supply Co. Ine. 
TEXAS 


Dallas 
Wm. R. Katz Co. 
Nex Sales Wholesale Jewelry 
Texas Wholesale Jewelers 
Houston 
Ben Tf. Gayman 
A. Walzel 
San Antonio 
B. M. Hammond 


VIRGINIA 

Norfolk 

Herr & Kline 
Richmond 

Richmond Jewelers Supply Co. 
Roanoke 

Fisher’s Sunply House 

WASHINGTON 

Seattle 

{ Clark Co. 


wes 

William T. Tloyt 

Mayer Bros. Ine. 

WEST VIRGINIA 

Charleston 

Cog Supply Co. 

: WISCONSIN 
Milwaukee 


Emil EF. Beyer Co. 
Kilb-Beck Co. 


Also at leading material houses 
and Wholesale Jewelers in Canada 
For further information write to Dept. C1 
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ISLAND PARK, N. Y. 





THE JEWELERS’ CIRCULAR-KEYSTONE 
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GENTS #20 GIANTS #30 
14KT GOLD $8.00 PER DZ. 14KT GOLD $13.20D2Z. 
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AVAILABLE THROUGH YOUR MATERIAL HOUSE 
& WHOLESALE JEWELER ONLY 


(NO. PARK, NEW YORK 





+ ‘ *PATENT PENDING <= owt ee 
139 


FOR OCTOBER, 1953 






















PIPL IPI III CEPI IAAI ON IID ADMD ON III IRIE IIS ET MELT, LALA RAE PL ID, — * 
o nneeeeneceeee 













out of 20 cases (92.5%). It is entirely a gift market 
for ages 10 through 13 (99.2%). 

Birthday is the most important “occasion for gift” for 
both sexes—especially among elementary school students 
(46.3% male and 59.2% female). Birthday then drops 
rapidly in significance to where, in the coilege market, 
it is superseded by Graduation, 36.0% to 28.7%. 

The “immediate family” plays the most important part 
(86.7%) in the purchase of watches for young people. 

Young people are loyal and impressionable. They are 
flattered by attention. It is easy to attract them from a 
promotional standpoint because they are unaccustomed 
to having adults delegate them an important role in life. 
It makes them feel grown up and responsible when the 
adult world seeks their interests and trade. 

The following chart shows percentages and categories 
for the question: “Did you help make the final selection 
of the watch when it was bought?” 


Combined Total Elementary HighSchool College 
Male-Female: Combined 10-13 Yeurs 14-17 Years 18 and Over 


Yes 38.6 Yo 34.4% 38.3% 40.7 %o 
No 60.9 64.8 60.9 57.3 
No answer— 

Don’t know o 8 8 


A particularly significant finding of the survey, from 
the standpoint of the watchmaker-jeweler, is the “double 
profit” which accrues from the sale of watches—to 
youths. For, active young people, not yet careful of their 
possessions, damage their watches more often than older 
people. Therefore, they create more repair work—give 





the jeweler extra profits and create more store traffic, This 
is clearly demonstrated in the following table of answers 
to the question: 

‘Have you had your watch to a repair shop to be fixed 
within the past year?” 

Combined Total Elementary HighSchool College 
Male-Female: Combined 10-13 Years 14-17 Years 18 and Qyer 
Yes 32.19% 30.1% 31.87% 33.2% 
No 67.9 69.9 68.2 66.8 

(If YES to above) How many times did you take jt 
to be fixed in the past year? 


Once 98.3 Yo 100.0% 98.2% 97.8% 
Twice 1.1 or 1.4 13 
Three or more 6 ar 4 9 


WATCH FEATURES 


Youth is forward-looking, seeks the new and the novel, 
wants to demonstrate its independence of thought. It is 
natural then that there have been some interesting trends 
over the past two years on feature preference in watches 
among teenagers. In order to effectively design and de. 
velop a line of youth-styled watches, Elgin executives 
looked upon this information with great interest. The 
survey demonstrated that the interest in self-winding 
watches had increased considerably among young people, 
from the 33.7 per cent who “liked it very much” in 195] 
to the 44.3 per cent who like it very much today. Shock. 
proof decreased in interest, from 41.7 per cent to 35.1 
per cent. Waterproof sank slightly, from 27.9 per cent 
in 1951 to 25.4 per cent in 1953. Only 11.6 per cent 
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' eo, 


deemed the sweep-second hand a significant accessory in Christmas 21.4 20.8 25.9 15.1 


1951, but this figure swelled to 20.4 per cent in 1953. Confirmation L4 3.4 ve ve 
Luminous dial was liked by 26.8 per cent two years ago, Back to School = 3.2 1.8 4.0 4.6 
and increased to 28.8 per cent this year. Dustproof Other 10.0 3.4 10.8 22.2 
dropped from 5.7 per cent to 2.8 per cent over the span, Don’t know 8.1 3.9 6.2 15.9 
and a slight (from 2.1 per cent to 3.2 per cent) rise was These factors in themselves should start the retailer 
recorded in liking for Anti-Magnetic. thinking. He should develop strong merchandising pro- 


QUESTION: Which feature is preferred MOST OF orams directed at Young America in order to keep time 
ALL? on the side of the jeweler. For, these young people have 


a lifetime of buying ahead of them. 
Combined Total Elementary High School College 
Male-Female: Combined 10-13 Years 14-17 Years 18 and Over 


Self-winding 42.6% 39.2% 38.6 % 50.3% 


The organization behind the above watch study: 





i" The above article is based on a study made by Gilbert Youth 
Shockproof 26.9 22.8 30.9 26.8 Sieesanelh. 2 cokes sees i 
. e organization 
Waterproof 14.2 9.8 17.9 14.5 while a sft on, ho alleen eS 
Sweep-second hand 5.5 8.0 4.4 4.1 Recognizing the deficiencies in a research organization of~ 
etiaies dial = 4 16.4 49 17 grown-ups surveying a youth market, Gilbert established a suc- 
cate cessful countrywide business after qualifying himself as a full- 
aor 7 6 7 9 fledged, scientific, fact-finding expert. 
ustp : ° . . Now at the mature age of 29, Gilbert heads his own organi- 
None—Don’t know 2.7 3.2 3.3 1.7 zation, conducting surveys for many of the country’s leading 
rt so a. ce Pha to ve oe 
phone elegraph, the United States Army to in Nationa 
FUTURE EXPECTATIONS Watch Co., from Look magazine to How A pan tat 
QUESTION : Do you expect to get a new watch During the course of the organization’s existence it has con- 
shortly? ducted over three million personal interviews and addressed 
y: 45 million questions to the youth of the country. 
Combined Total Elementary HighSchool College 
Male-Female: Combined 10-13 Years 14-17 Years 18 and Over Water pr oof Watches 
Yes 32.6% 42.6 %o 34.6 Yo 20.7 %o (From page 110) 
No 67.4 57.4 65.4 79.3 


station wagon. The new stream-lined station wagon can 

QUESTION: (If YES to above) For what occasion? do the job of delivering bundles, if need be . . . but you 
Craduation 39.7% 38. 3% 31.4% 23.6% wouldn’t be ashamed to drive up to the country-club 
Birthday 23.2 26.8 21.7 18.6 dance in one, would you?” 


Exquisite Design 


FINE PLATINUM DIAMOND 


JEWELRY 
SOLITAIRES IN ALL SHAPES AND SIZES 




















AVAILABLE 
ON 


MEMORANDUM 


SIDNEY B. GURFEIN 


IMPORTER OF DIAMONDS 
G08 FI AVENGS 


NEW YORK 20, N.Y. 


Circle 5-4433 
62 RUE DU PELICAN, ANTWERP, BELGIUM 
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NEW 


exclusive and unique 


ZODIAC 


BIRTHSTONE RINGS 








STYLE NO. 844 shows a Peridot en- STYLE NO. 845 shows a Zircon en- 

crusted with a gold birthsign of Leo crusted with gold birthsign of Sagit- 

the Lion for those born July 22 to tarius for those born November 23 te 
st 21. December 21. 


A profitable all-year line 


for fast sales turnover 


Created in two modern, beautifully designed mount- 
ings, in 10K yellow gold with brilliantly lustrous 
synthetic birthstones that are permanently encrusted 
with authentic Zodiac birthsigns in 22K gold. These 
rings are made with the same care and fine finish of 
the well-known line of GRAN EMBLEM JEWELRY. 


Modern science has created an_ ever-increasing 
awareness in the ancient lore of astrology, and this 
new line of ladies’ Zodiac Birthstone Rings will make 
a fast-moving, profitable addition to your holiday, 
year-round, birthday anniversary sales. 


They are available in sets of twelve in an attractive, 
clear plastic case for effective display, together with 
an unusual colorful display sign for window or show- 
case. Also promotional folders for mailing to your 
customers list. 









Your request to 
see this new 


profitable sales- pas ee SS 


building com- FODIAC BIRTHSTONE Riya. 
bination will ¥ ant Aah 
receive our pe. |S | oe | Ee | Se 
prompt atten- (ABER LS) 


tion. 
DISPLAY SIGN 


GRAN and COMPANY, Inc. 


546 S. Meridian St., Indianapolis 25, Ind. 
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“That’s a pretty good analogy, J. U.” 

“Well, same idea with the new dress waterproofs , , . 
you can sell them to the guy who drives a truck, works 
on a construction job, in a factory, anywhere. He can 
wear it on the job. . . being waterproof, it’s also dust. 
proof—the best kind of a watch to wear to work. They’re 
mostly shock-resisting, too, you know. And then, , 
off the job, he’s wearing not a utility timepiece, but a 
better looking watch than many of the dressy watches 
even his fancy executive friends are wearing.” 

“Say, I never thought of it that way. That's a really 
strong selling point.” 

“It sure is. And the clincher is just showing him those 
styles. They are real beauties . . . and available at prices 
from say $37.50 to $100 and up. Believe me, I don’t 
have to work hard to sell those babies.” 

“Even at those high prices, huh?” 

“High prices? Why, judging from the conversations 
at the conventions, every jeweler who’s tried them wants 
more.” 

“You don’t say! Selling high priced waterproofs .. . 
making a good mark-up. H-m-m-m. And here I’m knock- 
ing myself out with a $12.95 promotion that nets me 
peanuts! Boy, Ill bet if a guy puts some promotional 
steam behind those new thin waterproofs, he’d make a 
fast buck.” 

“Look, R. U., you gotta get rid of that fast buck idea 
these days. Those bucks don’t come in so fast these 
days . . . and they may come in slower yet in the days 
ahead. But you’re right about doing a promotional job. 
There’s no doubt that you'll make more that way. Even 
a hot item has to be helped with hoopla.” 

“Sure ... and it doesn’t have to be an extravaganza, 
either. Part of a window ... maybe a small ad...a 
radio spot . . . some kind of display. . . something like a 
eoldfish bowl in the window with a watch in it.” 





After Dark Fashions by Birks 





This attractive window display was created by Birks, 
Toronto, Canada. A small white card in the center of the 
window stated the theme: “After Dark Fashions Fore- 
casted by Birks.” 

Providing atmosphere was a framed silhouette picture 
of a lady in mauve evening dress. Arranged on the dais 
were evening bags, opera glasses, lipstick cases and com- 
pacts. Black velvet props held necklaces, rings and 
brooches suitable for that “after dark” rendevous. 
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“Anything is better than nothing, R. U. But that gold- 
fsh bowl is a bit cornball-ish. As a matter of fact, some 


of these big watch companies have terrific waterproof 5 Pp 7 C j A L | S T ." 


displays.” tn Emblematic 


“Yeah, but you got to buy them. Those big boys 
never give nothing away r | WAT C H BA is D S 

“*Taint so, some of them have deals for the display 7 p 
free with basic watch orders. But that makes sense. 
Why have an expensive display . . . and no merchandise 
to back it up? But the display isn’t all. The same com- 
panies have other sales building material. All you have 


Marvel Jewelry pioneered em- 
(7, blematic expansion watch bands. 
Today’s Marvel emblematic line 
is finer than ever. Beautifully 
styled, perfectly made and 


to do is ask for it.” | SP, | nationally advertised. At- 
“Think it'll hold up?” .6hO6© tractively boxed, they are 
“I think we’ve only scratched the surface of this water- oo Y sure sellers. Marvel means 

proof business. I’m waiting for them to do a really big : ‘~— quality—order from your 


job on ladies’ waterproofs. Seems to me the women need %e, wholesaler today. 
‘om more than the men. They’re always washing dishes, 
washing the kids, the floors . . . they get hands in water 
every day. They’re naturals for waterproofs.” 

“Hey, I’m beginning to feel left out here. You're 
already rubbing your hands over those ladies’ water- 
proofs in anticipation—and here I haven’t even got my 
feet wet on some of that profitable men’s waterproof busi- 
ness. Where’s my hat, J. U.—gotta see a man about a 
line. So long. Keep your assets liquid—waterproof, 
that is!” 





‘Official Time Agent’ 


(From page 102) 





do with the railroad employes’ timepieces. The same 
chronometer is used for setting watches accurately, and 
the electronic tester is used regularly in the customer’s 
presence for checking watches. 

When using the electronic tester, Carroll’s staff goes 
into some detail on what the testing device is and how it 
functions. Both before and after repairs, a tape is run 
to show the exact setting and functioning of the customer’s 
watch. 

Tying in with the watch business, the store’s owner, 


Harold D. Carroll, has built up a large stock of attractive oa @ 4) EX 
er a Pra <2 a * 
5 


. = - " name seamen ” . ~~ 
ESOT A SSE CLD SAS ASSASSINS a SASS SSIES ASSET 


watch bands and developed a technique for showing wicks Cok thie a 
. . ° aie Tor © 
them which has stepped up sales while cutting down on Masonic Shrine Elks Eagles Kof C Moose Masonic Fellows Dovid 
the selling time for the store’s personnel. He uses a series : 2 3 4 7 8 9 | 


of loose leaf binders, with one sample of each band 
stocked mounted on heavy cardboard pages. On the re- 
verse side of the leaves on which the bands are shown, 
Carroll has mounted labels giving the exact price of the ides Ak tcc Motives 
bands and listing their inventory locations. 12 

This system was developed when Carroll observed that 
members of his sales staff were spending too much time 
selling this merchandise. A long interval was spent look- 
ing for individual boxes and spreading them on ‘the 
counter while the customers made their selections. The wat — 
loose leaf system made it possible for the sales personnel oon 
to show the customers a complete line in less time. 
Previously, the average for a watch band sale was 
around 20 minutes. The time for the transaction is now 
down to about five. 

Since the binder system has been in use, watch band 
sales have increased in a marked manner. Ease of buying 
for the customer has been a factor in this increase, and 
the sales staff can make the sale more quickly. Also, the 
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cost per sale has been lessened, and all around con- 
venience added. 

Carroll backs up his merchandising of watches with 
a schedule of approximately three newspaper ads a week. 
In addition, he uses community good will promotions to 
their best advantage. 

Probably the most successful promotion undertaken to 
date by Carroll’s is its sponsoring of gifts for the annual 
homecoming football festivities of Harding High School 
of Marion. When Carroll entered the picture, there was 
little fuss or fanfare to go with this occasion. 

He set up a program under which he gives a watch 
to the oldest Harding High graduate attending the annual 
homecoming game and a strand of pearls to the home- 
coming queen and each member of her court. For several 
days before the game, interest begins with a display of 
the pearls and the watch which are to be awarded in 
Carroll’s window. Then, on the day of the game, the 
entire homecoming parade, with the queen and her court 
in the vanguard, is routed through the street on which 
Carroll’s is located and halted in front of the store while 
the girls get out to pick up their pearls. 

Out at the stadium itself, the entire crowd of 8-10,000 
people is informed that through the courtesy of Carroll’s 
a watch is presented to the oldest grad present. The 
search for the winner of the watch then takes up approxi- 
mately 15 or 20 minutes, during which time Carroll’s is 
continually in the limelight. 

Since Carroll’s gifts are an integral part of the home- 
coming festivities, they are treated as important events 
in the allotting of space by local papers. Every year, 


several pictures and a healthy amount of news copy ar 
run on the coverage of Carroll's presentations—ofte, 
making the front page. 

All of the merchandise given away at the homecoming 
promotion costs Carroll’s a total of $100. Carroll wl 
this figure to illustrate his point that a sound promotion 
campaign is not an expensive thing to run. Community. 
mindedness in thought and action is a more important 
ingredient than money. 





Neighborly Service Creates Sales 


One of the most friendly and successful promotional 
ideas used by jewelers is the “Make-Your-Own-Change” 
box in Parr’s jewelry store, 6612 Pacific Boulevard, 
Huntington Park, Cal. After three years of neighborly 
service to customers and non-customers alike, the change 
box has become practically an established institution. 

It all began in the Spring of 1951, when George Parr, 
store owner, put $4 of miscellaneous change in a divided 
tin box on one of the front counters. Over the box he 
placed a sign: “Make Your Own Change.” Small 
change, of course, is always in demand for telephone calls 
and parking meters. For the past three years the change 
box has remained in its original position on the counter 
and hundreds of people have taken advantage of this 
friendly gesture. 

George Parr asserts that a good number of new sales 
can be traced directly to the good-will and store traffic 
created by the change box. 
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Eastern Star 
Rings.. 


assure extra sales and delighted customers. 
They are offered in both white and yellow 
gold and are of substantial weight .. . 
set with synthetic stone point stars. 
Beautifully designed center is enhanced 
by Alter and Pentagon and letters 
F.A.T.A.L. are in proper positions. 








770—$30.00 Keystone 
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For you, the most complete line of stock jewelry 
boxes available — Fashion designed, with an 
eye on price. Complete range of 7 sizes all 
uniformly made to fit standard jewelers trays. 


Four Outstanding Designs 


G-LINE AQUAVEL 
*Gold Foil Cover 
Aqua Velvet Band and Top 
*Gold Box 

Aqua Velvet Pad 


V-LINE VELOUR 
*Gray and Red Florentine 
Velour Cover 
*Gray Kidskin Box 
*White Satin Swirled Pad 


P-LINE GOLD FOIL 
*Gold Foil King Cover 
*Gold Box 
*White Satin Swirled Pad 


Z-LINE 
*Blue Finish 
*Loftee Cotton Insert 


McGILL BOX CO. PLAINVILLE, MASS. 


Attention Wholesalers—For information and prices you may write or call our factory at Plainville, Mass.—Tel. North Attleboro 8-030! 
or our West Coast representative, Mr. Lester Peterson at 657 Mission St., Room 502, San Francisco, California—Tel. Douglas 2-2040. 























and Sterling Buckles 
ou Can Buy 


Wholesalers and retailers the 
country over agree there are no 
finer buckles than those marked 


with the familiar HAYWARD. 


% Finest hand engraving. 
% Sharp, precision engine turning. 


% Heavy gauge materials for lifetime 
wear. 


% Exclusive self-adjusting belt grip. 
% Mirror finished. 


% Guaranteed by 102 years of jew- 
elry craftsmanship. 


Insist on the finest — ask your 


wholesaler for Hayward Buckles. 


WALTER E. HAYWARD CO., INC. 
ATTLEBORO, MASSACHUSETTS 


This is an actual photograph of our 
buckles—no retouching of any kind— 
they look so real and sharp you can 
almost pick them up. This is HAYWARD 


quality. 


ly: 


The Finest Gold Filled 


$4/3928S 











How Is He Doing with Clocks? 


(From page 101) 


derstandable, especially when one considers the fact that 
people usually buy only one floor clock—and usually an 
expensive one—in their lifetime. Also, floor clocks are 
family heirloom treasures, passed on from one generation 
to another. However, jewelers might do well to consider 
the possibilities of creating an area-wide interest in this 
type of clock. for the market is there for greater sales and 
obviously the market has been barely scratched. 

How does the average American shopper feel toward 
the price of clocks? What does she usually spend for, let 
us say, a key-wound alarm clock? Jewelers report that 
the $5 to $10 models are most popular with customers. | 
Here’s how key-wound alarm clocks break down accord- | 
ing to price popularity: | 











Ne > 21.8 | = 
From $5 to $10..................... 74.9 = 
From $ll to $20..................... 2.0 

From $21 to $30..................... 9 

From $31 to $40..................... 2 


From $41 to $50 


Well, how then do customers feel about electric alarm | 
clocks? Are they willing to pay more for this type? | 
The answer is definitely yes! People do spend more | 
money for electric alarm clocks. The following is a 








breakdown supplied by jewelers: 
Less than $5........................ 15.9 : . riast- 
From $5 to $10..................... 76.3 | c or ty Disc, 
From $11 to $20..................... 7.4 jgnificant J90k "on the fact” additional 
From $21 to $30..................... i) . y) 
From $31 to $40..................... 1 | 


Another question raised to determine “price popu- | 
larity” among consumers was, “What was the most popu- | 
lar price for key-wound clocks (other than alarm) ?” 
Statistics indicate that for this type clock people are will- 
ing to spend more money. Witness the following figures: 








From $5 to $10..................... 19.4, 
From $11 to $20..................... 18.6 | 
From $21 to $30..................... 15.2 | 
From $31 to $40..................... 24.8 | 
From $41 to $50...........6......... 15.9 
oo. xen dsenndaacadneavusie 6.1 





From this we see that more people are willing to pay 
higher prices for KEY-WOUND clocks (other than 


alarm), which raises the question, “Are customers willing 










January — Garnet July — Ruby = 
to pay equally high prices for electric clocks (other than February — Amethyst August —Sardonyx == 
alarm) ? March — Aquamarine September — Sapphire 

Th ’ , April — Diamond October — Opal 
- he answer, according to the following breakdown is May — Emerald November — Topaz 
oO”. 









June — Pearl December — Turquoise 
Jewelers reported the most popular prices for electric 


clocks: 





a _ GOLD BROTHERS, INC. 

From $1110 $20 sti(i‘(i‘:;W 7-11 West 45th Street, New York 19, N. Y. 
rom $11 to $20..................... 39,2 

From $21 to $30..................... 13.7 ee” eo On erm 

From $31 to $40..................... 7.2 80 LeeeEe SLAUDI-CANNON Agency 

From $41 to $50............00000000. 5.7 29 E. Madison St 315 West Sth St. 


Over $50 1.8 
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Of course, it is to be remembered this question of price 
per piece spent for electric or spring wound clocks (other 
than alarm) does not net dollar volume. 

In recent years a new type of merchandise has ap- 
peared on the American selling scene: clock-radios. Now 
jewelers, it was pointed out previously, regard them- 
selves as the clock merchants. Well, do they entertain 
similar feelings toward clock-radios? To find the answer 
JC-K included in its survey the question, “Do you sell 
clock-radios?”’ Approximately 30 per cent replied they do. 
Thus, only three out of every ten jewelry stores in the 
country sell these increasingly popular items. 


JEWELER IS IN BEST POSITION 


This figure is depressingly low because the jeweler is, 
of all merchants in his community, in the best position 
to sell this merchandise. An important, conspicuous 
part of a clock-radio is the clock itself—and people asso- 
ciate clocks with jewelry stores. The jeweler’s apathy 
to clock-radios is a paradox, indeed, because 54.2 per 
cent of jewelers participating in this survey sell appli- 
ances. What is more, those jewelers who do carry clock- 
radios do well with them. Yet, the clock-radio, a natural 
for the jewelry store to merchandise, is not fully or widely 
enough appreciated for the opportunity it presents for 
extra sales. 

Certainly it is an established fact that clocks are tra- 
ditional jewelry store merchandise. The public associates 
clocks and watches with the jeweler. Clocks are part of 
the jeweler’s heritage. His predecessors invented and 
perfected clocks—they belong to the jeweler. 


But in today’s highly competitive retail market, othe; 
retail outlets are effectively merchandising clocks, jf 
the jeweler fails to meet the challenge, he will ultimately 
lose his inherited preeminence in the lucrative clock mar. 
ket. 

The public is on the side of the jeweler—but he mug 
keep it there. 





Showcase Created for Impulse Sales 








Krasnow's, Providence, R. I., stimulates impulse purchases 
by creating imaginative displays in this showcase which 
is located outside the store proper. It is adjacent to the 
front door and has a full glass top and sides. In the even- 
ing it is illuminated. Featured in this display were gift sug- 
gestions for the best man and the ushers. 
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¥% The artist’s dream becomes reality in the 
designing of Star Rings. 
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Man’s tricolor Cameo with two diamonds — a 
distinctive combination of strength and beauty. 


‘ = A delicate Italian Cornelian Cameo with fine detail 
a in an appropriate setting. 
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“LAZY DAYS” 
by George C. Beckstein 
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he Book Shell 


Diamond Technology, by Paul Grodzinski. Published by 
N.A.C. Press Ltd., London. Distribution in U.S.A. by Henry 
Paulson & Co., 131 S. Wabash Ave., Chicago 3, Ill. Over 700 
pages; 486 illustrations; 94 tables. Sent postpaid anywhere 
in U.S.A. by Book Department, Jewelers’ Circular-Keystone, 100 
E. 42nd St., New York 17, N. Y., for $12.00. 


The abbreviated title of this encyclopedic book does 
not suggest the many facets of the jewelry trade that are 
reflected in it. The author is in charge of the technical 
work of the Industrial Diamond Information Bureau of 
London. In this position he is surely able to keep up with 
all the developments in the use of diamonds and with the 
machines made to use diamonds and to process them. 

Since the book contains information on the cutting of 
diamonds, more information and better diagrams and 
illustrations than will be found in any other work, it has 
some interest for the ordinary jeweler who wishes to 
explain the technique and problems of diamond cutting 
to his customers. A fair proportion of the book is devoted 
to this aspect of the diamond. At the same time, there 
are hints of refinements in methods, suggestions about 
automatic cutting devices and mentions of new experi- 
mental work which will give diamond cutters food for 
thought. He very pertinently states at the beginning that 
too many cutters start from their own ignorance and go 
on from there, without attempting first to find out all that 
others have done along the paths they wish to follow in 
processing improvements. If diamond cutters will use 
this book, it may save them unnecessary work. 

Another section of the book deals in detail with the 
character of the polished surface, and suggests, with good 
reason, that a surface polished by diamond powder and 
the surface on diamonds, is unlike the polished surface 
of other substances. In order words, it is questionable if 
any surface flowage takes place when diamond powder 
is used. 

Still a third section will be found most useful by the 
ordinary lapidary, for it explains the methods of charg- 
ing saws with diamond dust, and tells about the various 
types of equipment that are available for gem cutting. 

Of more specialized interest are the sections near the 
end, dealing with jewels and diamond dies. Here, too, 
will be found the latest and most complete information 
that is available. 

Mr. Grodzinski’s European background makes the 
book very interesting for Americans who may tend, espe- 
cially the amateurs, to regard themselves and their ma- 
chines the only ones that should be considered. On the 
other hand, one feels that an extended trip to the United 
States to see the techniques and equipment in use here 
would do Mr. Grodzinski no harm. 

All in all, this is a useful book with information in 
many fields, from diamond cutting to piezo-electric crys- 
tal slices. Anyone working in the cutting of stone will find 
something of value to him. It was a tremendous job 
assembling all of this information and Mr. Gradzinski 
is to be congratulated upon his industry and its product. 
It is to be recommended to the plain jeweler only with 
reservations (for the diamond cutting information if he 
talks about that to his customers or to groups), but for 
anyone actually working with diamonds or on diamonds, 
it is highly recommended. 
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Brand Name Emphasis 


(From page 104) 


they saw on television,” he says. “They are more than 
half sold before they open the door, due to the impression 
television has created. When they see the watch at 
close hand, it is usually a simple matter to close the sale. 

“The fact that the jeweler has on hand the model the 
person asks for gives him a certain prestige. If he doesn’t 
have the model, the customer will search until he finds it 
in another store. That store will have gained a cus- 
tomer; the jeweler who didn’t have the model will have 
lost one—including the repeat business every sale brings 
about.” 


HELPS HIS CUSTOMERS 


As for helping a customer select a watch according to 
his needs and desires, Groboske maintains the jeweler 
must disregard his own immediate profit motives in the 
transaction. If the customer has a particular need, he 
says, the jeweler must make every effort to draw the 
customer out in that respect. 

“For instance,” he relates, “two men came in one day 
to look at watches. They didn’t specify a preference. By 
asking them a few questions I found out that they were 
city firemen. They were highly pleased when I sug- 
gested water-resistant models. They even thanked me 
for the suggestion. 

“If I hadn’t learned that they were firemen, I might 


later, their new watches might have been ruined. The 
couldn’t really blame me if that had happened, but they 
would probably have taken a dim view of my merchap. 
dise. I’d have lost them as future customers.” 

It is just as important to sell a customer a watch he 
really wants. If the customer expresses a preference 
Groboske says, the jeweler defeats his own chances {oy 
repeat sales by overselling the customer, by trying ty 
“unload” a slow mover, or by selling him a less expensive 
watch for the sake of a comparatively higher profit. 

“You must give the customer what he wants if yoy 
want to retain his good will,” Groboske points out. “Ip 
the case of a watch, he must live with that article fo, 
years; and if it is not the watch he wanted in the first 
place, he will be unpleasantly reminded of the jeweler 
who sold it to him nearly every time he looks at it.” 

In line with these contentions, Grobosk insists that the 
public would rather buy watches from jewelers. 

“After all,” he says, “watches have been in the jeweler’s 
domain for many decades. They know watches; the 
public realizes that. For that reason, the public instinc. 
tively looks to the jeweler for assistance in making a 
watch selection. Where the department store clerk may 
care little about a customer’s watch purchase, the com. 
petent jeweler gives careful consideration to the matter.” 

No matter what the item may be, Groboske believes, 
the public prefers to buy from a person who knows what 
he is talking about, especially watches. 

As for department store competition, he admits it is 
alarming at times. But he places a great deal of blame 
on the jewelers themselves for the situation. 

“When a jeweler offers items usually found in depart- 











have sold them another type of watch. A couple of fires 
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on zx ° Cfets O7@ AND COMPANY. 


LE Publishers * Norwalk, Connecticut 


nlaininin Wide'e’- <'e 














THE JEWELERS’ CIRCULAR-KEYSTONS 











ment stores as come-ons, he must expect the departmeni 
stores to retaliate. That is why we sometimes find depart- 
ment stores selling good watches at cut rates. The only 
thing the jeweler can do is wait until the thing blows 
over, then reconsider the advisability of trying to draw 
business with promotions of department store items.” 
In conjunction with watch repair, he has promoted an 
excellent return from the sale of watch bands. 

“Simply by giving my salesmen commissions on watch 
bands they sell,” he explains, “I estimate that | have 
multiplied my volume on this item five times, as com- 
pared to the days when they didn’t receive commissions. 
Now, when customers pick up their watches after repairs, 
our salesmen always try to sell then new bands. 

“It works exceedingly well, especially in the case where 
the watch has a leather band. When the salesman tact- 
fully points out that the band is frayed or soiled, the 
customer usually agrees to make the change. 

“Give your salesmen a commission incentive on watch 
bands, and they will carry the ball from there.” 

Albert’s is one of the most attractive jewelry stores in 
Syracuse. From shining glass front through its tastefully 
furnished interior, it is entirely new. It is on the main 
street where Groboske moved after about seven years 
in his previous location. 

All-glass display cases and counters show off top quality 
merchandise to advantage. And Groboske intends to 
maintain prominent watch displays at all times. 

Christmas, graduation periods and religious occasions 
find him giving special promotional considerations to 
watches in his radio and newspaper advertising; but he 
points out that watches hold a key to profit every day 
in the year. 

As proof, he offers his realization of 30 per cent of 
his total sales volume accruing consistently from watch 
sales. 

“Any jeweler can reap a good profit on watch sales,” 
he says, “by capitalizing on national advertising and by 
selling the customer the watch best suiting his needs and 
desires. The public looks to the jeweler for guidance in 
a watch purchase. If the jeweler satisfies them in this 
respect, he will retain their friendship and repeat busi- 
ness throughout the years.” 





How Can Gemology Work for You? 


(From page 113) 


crowds that are out of proportion to the total number of 
visitors. Any mineralogist knows that gems are the com- 
mon ground between his ivory tower and the general 
public; there is a tremendous, if latent and unexploited 
interest in gemstones on the part of the average man and 
woman. The first reaction of all visitors—best expressed 
by the small boy—is, “Gee, are they real?” This is 
followed by, “How much are they worth?” 

Since there are so few museums, and since those few tell 
their story so badly, there is little to compete with a good 
jeweler’s window display. The jeweler has a wonderful 
opportunity for stepping in and arranging small, eye- 
catching displays of rough and cut gemstone material, 
using stones that can be obtained without much diff- 
culty and at little cost. Such displays are different, they 
attract attention and they whet the mind and the appetite 
for beautiful things. But there is more than the purely 
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CUSTOMER, 
CONNOISSEUR 


KLEPTOMANIAC? 


How can you be sure? You can’t be certain 
but you can be prepared for most any eventuali- 
ty—anc| save yourself a lot of worry too. 


Nearly all of the losses you are likely to sustain 
as a jeweler are covered by a Saint Paul Com- 
panies’ JEWELERS’ BLOCK POLICY. It is 
practically an all-inclusive type coverage that 
plugs those holes which usually exist when you 
have a variety of policies for limited amounts. 


This simplified, comprehensive coverage can 
be yours with a Saint Paul Companies’ JEWEL- 
ERS’ BLOCK POLICY. The Saint Paul Com- 
panies pioneered jewelers’ block insurance and 
have an exceedingly strong record in the field. 
It will pay you to check into this unique pro- 
tection today. 
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aesthetic reaction to the displays which will accrue to the 
jeweler who makes the effort along these lines, 

Displays of this type automatically tell passersby that 
the proprietor has better than a layman’s knowledge of 
the things that lie within the earth; that he knows some. 
thing of its hidden treasures. The sponsorship of such 
a display places him in a class with the professional 
people. However, a word of warning: do not do it with. 
out first informing yourself a little about the stones, go 
that you can discuss them intelligently with the people 
who are attracted by the display. Keep back a few bit. 
of information to spring during the conversation while 
you are showing birthstone rings. 

There is another reason for having a little ammunition 
in reserve. A display of rough is most likely to attract a 
new group of customers to the store. Among them yill 
be “rockhounds,” the hobbyist who collects minerals and 
who, as an amateur, cuts and polishes stones. They 
constitute an enormous group. 

It might be noted that a tie-in with these groups has 
proved very valuable to jewelers in the West. Members 
of the clubs can provide display material; the jeweler 
might very profitably permit his windows to be used as 
showcases for a display of some local stones. Jewelers in 
regions where jade or agate abound have often used local 
stones to add interest to their windows. 

But if you do not live in a mineral area and do not 
know any local rockhounds, where can you obtain rough? 
That is easy. Some of the museums have extra display 
specimens that they lend, especially to stores in their own 
communities. If you cannot locate a museum with free 
material, try some of the dealers in uncut stones. 

Until you have tried it out for a time do not try to get 
spectacular and expensive specimens. With the better 
specimens you run into the problems of breakage and 
insurance. The writer does not recommend that any at- 
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Francis Andrew, left, prominent Elkins, W. Va. 
jeweler, is shown receiving cake and congratulations 
from Edward F. Libby, radio station WDNE manager, 
and entire station staff upon the occasion of Andrew's 
third anniversary on the air. 

The popular jeweler emcees his own program for 4 
half-hour every day, and for one hour every Thursday 
night. Andrew has found that his program, “Musical 
Gems,” reaches a large audience and results in sales. 
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tempt be made to display thousand dollar, model-like 
aquamarine crystals; a selection of a few hundred dollars 
worth of average quality material would serve as well. 
At the same time, such a selection would emphasize on 
the points of this type of display; the comparative rarity 
of really fine flawless material. 

The availability of rough specimens for display varies 
from month to month, as we change from one stone to 
another. Amethyst and aquamarine, topaz and tourma- 
line are easy, while alexandrite and zircon, ruby and dia- 
mond are rare and expensive. But all can be obtained 
from one source or another, and the display can be ex- 
panded or contracted according to the supply. 

There should also be a few unset cut stones in the dis- 
play. These can be obtained on memo from almost any 
good wholesaler for the week or two that the display 
will remain in the window. They can be scattered among 
the rough stones or arranged in plastic holders to bring 
them out to best advantage as if they were set in rings. 
Of course, the displays should vary from month to 
month, depending upon the material available. Each 
display would depend upon the jeweler’s knowledge and 
the specimens he can obtain. Thus, the jeweler can do 
what the natural history museums try to do; he can 
painlessly educate his window shoppers to an apprecia- 
tion of the beauty, rarity and value of a beautifully cut 
and mounted stone. 


BUILT A NATIONAL REPUTATION 


A Denver jeweler built a national reputation for his 
store with gem and mineral displays. Many a Denver 
visitor remembers Pohndorf’s for its mineral window, 
rather than any number of ordinary jewelry displays. 
In San Diego, another Jeweler (J. W. Ware) accom- 
plished the same feat with “California” displays, using 
principally the products of the nearby gem mines. And 
there are many others who have done the same thing. 
If people want something that is not shown in the widow, 
the real prospect will welcome an excuse to go in and 
inquire. 

Next, there is the matter of lectures. The local luncheon 
clubs always welcome good speakers. A well informed 
jeweler has no trouble finding an audience that is eager 
to learn about precious stones. Authority in one line 
spreads out in listeners’ minds to related lines. Local 
radio stations are often used by jewelers for their adver- 
lising; but the best messages are the informative ones 
that we have heard from stations in some cities like 
Philadelphia, Providence and Stamford (to mention a 
few where this program has been followed by a local 
jeweler). Suitable material for talks and radio programs 
can be obtained from the Jewelry Industry Council. You 
can also write your own scripts, if you wish, getting the 
necessary data from some of the leaflets mentioned above, 
from some of the articles that have been running in the 
JEWELERS’ CIRCULAR-KEYSTONE, or from some of the ex- 
cellent books, such as G. F. Herbert-Smith’s Gemstones. 
Information can also be obtained from the Jewelers’ 
Dictionary, published by JC-K. 

Illustrative material for lectures is a little more difficult 
to find. Some of the museums have sets of slides that 
can be rented to illustrate talks to groups. Then, some 
jewelers make a hobby of photography and have made 
their own slides. Ward’s Natural Science Establishment, 
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‘“Multitime’’ 8-day, travel alarm, with auto- 
matic calendar and phases of moon. Separate dial 
shows time all over the world. Easel folds into hand- 
some leather traveling case. Retail price $175.00 
(Federal tax included). Other models available to 
retail from $37.50. 


Watch your gift business begin to tick when 
you stock Angelus clocks! All are precision- 
made in Switzerland — the highest-quality 
15-jewel, 8-day, lever-movement clocks on 
the market. And they are unsurpassed for 
important, luxurious gift-giving. 


Angelus also offers you a new, unique plan 
to develop a bigger share of the desirable 
“presentation” business from corporations in 
your area. Write to us today for full 
information... 


ANGELUS 


ANGELUS CLOCK CORP., 610 FIFTH AVENUE, N. Y. 20, N. Y. 
TELEPHONE: COlumbus 5-2571 
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P.O. Box 24, Rochester 9, N. Y., can supply pictures of 
minerals. 

Yes, the jeweler needs gemological knowledge. It ac- 
tually works for him and it is invaluable in the ordinary 
conduct of his business. Gemology has become essential 
as a safeguard from possible fraud through synthetics 
and imitations. The jeweler owes his customers his best 
efforts in selecting merchandise, examining and knowing 
his diamonds, and understanding the virtues, the values 
and the limitations on what he sells. 

The jeweler should learn as much as he can about 
gemology and use it as a stepping stone that will advance 
his prestige. 





The Graduating Class 


(From page 106) 


petition at Bloomington. The jeweler went to the Monon 
Railroad and posted enough of a guarantee so that the 
line agreed to set up and schedule a special train to carry 
the Hammond Tech cheering section to and from Bloom- 
ington on the Saturday of the semi-finals. Round trip 
tickets on Chayken’s special train sold for substantially 
less than standard coach fare. In addition, students’ 
tickets were so!d at a special discount, with Armstrong’s 
Jewelers making up the difference between the students’ 
price and the cost of the tickets. Of course, all tickets 
were sold in the Armstrong store. On the train itself, 
both going to and coming from the game, a club car 
was set up and refreshments were served on the house, 
courtesy of Armstrong’s Jewelers. 


These are the mechanics of Chayken’s special train pro- 
motions—of which he has run a full dozen since the firg 
one in 1940. The big extra touches in the programs cone 
with the Chayken personality. 

The jeweler himself is exuberant by nature. Ag the 
crowd begins to gather before train time, he is usually 
waving the biggest pennant or shouting through the 
biggest megaphone. Invariably a few students show up 
long on school spirit and short on cash. For those who 
do not have the price of their railroad ticket, Chayken 
hands them one out of a pocketful which he has set aside 
for such emergencies and pushes them aboard the train 
good-naturedly. At the game itself, he waits ouiside the 
gym to be sure that all Hammond fans are properly 
admitted. Here again, a few students always show up 
short of cash. But Chayken is always on hand at the 
door to be sure that none of his home town kids is turned 
away. Where necessary, he buys them tickets to the 
game. 

Chayken was lucky on his first special train promotion 
in 1940. Hammond Tech won its qualifying semi-final 
games and became eligible to compete in the finals, 
Chayken immediately arranged for another special train 
to take Hammond fans to the finals. 

At the finals, Hammond Tech came out on top. Home 
town enthusiasm was so worked up that when Chayken’s 
special train came into town that evening there were a 
quarter of a million cheering people waiting for it. A 
fitting climax came the following day when Chayken soli 
the town 17 solid gold watches for presentation to mem. 
bers of the championship squad. 
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here is the line to Pyramid your profits! 
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Never such stunning fashions in Scarab jewelry at such 
volume-wise prices! This marvelous new line features only first 
quality stones and soldered links, yet is priced to meet all 
competition! For special promotions or solid year-round selling, 


WRITE FOR 
NEWEST CATALOG 





America’s finest line of quality Scarab 
Jewelry featuring magnificent Euro- 
pean semi-precious stones hand-set in 
exclusive mountings of superb design. 
Realistically priced to sell on sight! 
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714 SANSOM STREET, PHILADELPHIA 6, PA. 
ite ie 10 S. WABASH AVENUE, CHICAGO 3, ILL. 
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Chayken’s home town enthusiasm in the promotion of 
special trains has gone even deeper than high school 
basketball since his first step in this direction in 1940. 
When a Hammond girl was scheduled for her Metro- 
politan Opera debut in St. Louis, Chayken arranged a 
special train to take home town folks down for this 
oecasion. Chayken’s total of a full dozen special trains 
have established him far and away as Hammond’s num- 
ber one home town booster. 


ACTIVE IN COMMUNITY LIFE 


Chayken’s home town promotions do not end with 
special trains. He throws at least two major parties a 
year which have come to occupy important spots on the 
social calendar of the Hammond Community. 


Every fall, he engages the Hammond Civic Auditorium 
for a barn dance to which everyone in town is invited. 
Two orchestras are on hand well into the night to pro- 
vide guests with conventional and hill-billy music. Fol- 
lowing the established practice, tickets to this affair are 
given out at the store. In the two weeks before the dance, 
which runs in October or November, approximately 7000 
people come into Armstrong’s to pick up tickets. Another 
extremely popular community affair sponsored by Arm- 
strong’s owner is his annual children’s Christmas party. 
For this affair, he engages the Parthenon Theater, right 
next door to his store, and inevitably packs it to the 
rafters. 

The same enthusiasm and joviality which make him 
the life of the party at community affairs is an asset 
throughout the year in Chayken’s dealings with his cus- 
tomers. He keeps a good-sized box of lollypops under 
the cashier's counter and gives them away freely to 
youngsters coming into the store. This makes Arm- 
strong’s a favorite stop for the junior set when they come 
shopping with their mommies. Armstrong’s encourages 
this, adding an extra incentive by inviting shoppers to 
leave parcels there while they look around town and then 
stop for them on their way home. 


When Chayken reopened his store in the Spring of 
1951 after an extensive remodeling, he stood at the front 
door personally throughout the three-day grand opening 
and placed kisses on the cheeks of all customers as they 
entered. A total of more than 7000 women were treated 
with this token of Chayken affection. 


PERSONALITY IS THE KEY 


In analyzing the makeup of Armstrong’s promotional 
campaign, it becomes obvious that Chayken’s organizing 
and guiding spirit is a more important ingredient than 
money. The cash investment in conducting all of the pro- 
motions described above is slight when considering the 
number of persons they reach and the number of friends 
they make for the store. Chayken’s entire advertising 
campaign, which includes ads in the local Hammond 
Times at least three times a week, is not out of line with 
the size of his clientele and the business volume of his 
store. 


The payoff, of course, must lie in a good-sized sales 
volume which is in a healthy ratio to operating expenses. 
With a total selling area of less than 4000 square feet 
and a business volume in excess of $300,000, Arm- 
strong’s operations bear out the soundness of its owner’s 
promotional policies. 
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Bosca ads in HOLIDAY .. . GLAMOUR .. . 
FORTUNE . . . and THE NEW YORKER make 
your leather goods sales smooth sailing. Long 
ago, buyers discovered Bosca for solid selling 
values . . . at full profit margins. Now they’re 
selling more than ever, ‘cause Bosca national 
consumer advertising makes it a breeze. Be smart 
—Buy BOSCA! Write for the catalog. 





Huge Bosca Co., Inc. 


SPRINGFIELD 99, OHIO 
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"INGENUITIES IN JEWELS" 
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DRAMATIC PIN AND EARRING 
SET OF SPARKLING IMPORTED 
GEM CUT BAGUETTES ...IN ALL 
FASHION COLORS. 


Pin #6139 Earrings +6140 


$36 doz. $18 doz. 


SHOW ROOMS 


CHICAGO 36 South State 
LOS ANGELES 607 South Hill 
MIAMI BEACH, FLA. 1811 Purdy Ave. 
NEW YORK, N. Y. @ 379 Fifth Avenue 
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Balanced Ad Program 


(From page 128) 


store’s advertising. This helps volume on popular priced 
merchandise, and also appeals to customers who ma 
want finer merchandise but need a few months to ni 
for it. ' 

The same balance between prestige and popularity that 
Newstedt’s manages in its advertising is carried through 
in window displays and in selling techniques. One of the 
big downtown corner store’s six windows is always te. 
served for fine diamonds; another shows lower priced 
diamonds 52 weeks of the year. 

Regardless of the stone sold, or the price, Newstedt’s 
customers know what they are getting and understand 
the quality of the diamond fully. 

This increased diamond business, and a more bal. 
anced business has been successfully built without sacri. 
ficing the store’s prestige or its customers’ confidence in 
any way according to Newstedt’s store manager, Edward 
L. Spitznagel, and diamond department head, George 
Warren. 





He Keeps Them Trading 


(From page 122) 


only partially explain the Scearce success. He is aware 
that complete merchandise lines are worth little unless 
properly displayed. His most successful display crea- 
tions, he feels, are his vertical wall display cases for 
sterling flatware. Designed and constructed in 1945, 
these cases got national recognition when the Towle 
Sterling Co. mailed photographs of them to each of its 
dealers. The cases, each of which displays 20 place set- 
tings, have been widely duplicated and the silver company 
now distributes a similar type to its dealers. The Scearce 
cases are built of quarter-sawn oak; they are actually 
large shadow boxes in which hidden lighting shines on 
the silver which is arranged on tilted cards. 

Another Scearce theory is that the battle is half won 
if you can just get people into the store, and many of his 
promotions have this sole objective. His efforts to ac- 
complish this have included installation of a sports shop 
to attract a male clientele, location of a gift shop at the 
rear of the store, and a series of well-staged open-houses. 
One of these receptions held a few years ago as a showing 
for new Fall costume jewelry drew 2,000 visitors over a 
two-day period. 

All of these methods, plus an inviting decoration 
scheme that utilizes such informal touches as table lamps 
on display cases, are part of a studied effort to break 
down the “cold, formal atmosphere” which Scearce be- 
lieves is traditionally attached to the jewelry business. 

Scearce Jewelers doesn’t neglect window display in its 
concern over the interior of the store. The meticulous 
care given to the window hag brought the store awards 
in two national window decoration contests. 

Many successful Scearce activities are simply standard 
jewelry store operating procedure, carried a few steps 
further or done with a bit more effort and enthusiasm 
than most dealers feel is worthwhile or practical. For 
example, in keeping with practices proven throughout the 
trade, the store keeps a careful record of each bride's 
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silve 
that, for eac 


counters. 


“It takes more floor space,” Scearce admits, “but it’s 


the simplest method of preventing overlapping in bridal | 
It is also a personal-interest touch that | 


‘ft buying. ) | 
aie a strong appeal to the bridal gift shopper. 


Energy is also spent on developing the potential of | 


the high school market. Each year the store is host to 


home economics classes from five different high schools | J 


in the area. Special table setting displays and demon- 
strations are arranged for these visits. A few mistakes 
‘ntentionally made in setting up these displays are made 
the basis of a contest, with a prize for the girl who spots 
the most of these errors in table etiquette. 

These visits serve as an ice-breaker and when in 
the Spring the store invites each girl in the graduating 
class to come in to select a silver (and china and crystal) 
pattern, there is almost 100 percent response. The piece 
of silver of her selected pattern which each girl gets is 
«|, an expensive proposition for a store of our size,” 
as Searce admits, “but we find that sales result in at least 
75 percent of the patterns chosen.” 


COMPETITION IS KEEN 


While the store’s geographical location, 28 miles from 
Louisville, places it in “fast company” as far as competi- 
tion is concerned, this proximity to the home of the 
famous Kentucky Derby has been the inspiration for an 
unusually successful silversmithing effort. 
produced and successfully promoted sale of an authentic 
mint julep cup, symbol of the hospitality associated with 
Kentucky’s turf tradition. 
hobby of collecting early handmade julep cups. Ten 
years ago the first was turned out as a commercial propo- 
sition, and since then reproductions of the cup. copied 
from one made in Shelbyville in 1795, have been shipped 
far and wide. 

Recently, this Mark J. Scearce julep cup became the 
oficial trophy for the Keenland race track at Lexington, 
Ky., and one goes to the winner of each race. A replica 
in solid gold goes to the winner of all stake races. 

Scearce credits much of the success of his various 
enterprises to his extensive use of mail advertising which 
is both selective and blanket. The main mailing list is 
broken down into three divisions: (a) the top 800 to 900 
more prosperous persons in the trading area: (b) 4,000 
names of automobile and telephone owners; and (c) 
6,500 which includes just about everybody in the popula- 
tion. Each new mail promotion is sent to the income 
group most likely to respond. There are also continuing 
small-scale mailings, such as those sent to engaged girls 
and brides whose names are seen in the society section 
of the Louisville paper. | 

Though the mail operation is planned to reach every 
prospective customer, Scearce also maintains a constant 
advertising schedule in the two local weekly newspapers 
and through trailers at the local movie. 

Scearce has found that operating on a metropolitan 


; china and crystal. The difference at Scearce’s is | 
h current bride, a complete table setting in | 
china, silver and crystal is laid out on the table top 


Scearce has | | 


The project grew out®of a | | 





scale and pace in a small town requires a good deal of 


daring, But the effort has held the local trade, plus a 
far greater part of the trade from the surrounding area 
than normally patronizes the rural community jeweler. 
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Your choice of single, double or triple row wedding 
rings set with quality diamonds. 
Total weight 

's carat — 49.75 '2 carat— 85.00 

'3 carat — 59.50 1] carat — 155.00 
SATISFYING CUSTOMERS FOR OVER A QUARTER 

OF A CENTURY 

BEN GOLDBERG & CO. DIAMOND IMPORTERS 
BEN GOLDBERG & CO. 


29 East Madison St., Chicago 2, Illinois 
[] Please Send Diamond Price List 





Name — 
Address —— 
 — 
Please send the following rings: 
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A Complete Stock of 


Cultured Pearls 
|__AT NEW, LOW PRICES 
Necklaces 





hone Oraflmanshif 


IN A STRIKINGLY MODERN —— 








=: Orders accepted 
— All Sizes and Grades from 
manufacturers $30 to $5,000, Keystone 


and Importers. 





Loose Pearls 





Kg — — delivery from one 
Crafted with meticulous attention of the largest 
bracelet is the outstanding result complete stocks 
of almost a half-century of In the country. 
Vy manufacturing experience. 
Y / On-the-spot “sizing” feature 
lh avoids last minute sales problems 
Vl . assures the sale. D bE & Ad | 
Available in Yellow or AD, | 
Lf — White Gol | CULTURED PEARL 


TRADE MARK 


o7 IMPORT COMPANY 
BLY tnthiofer gy op OF, WNC. Direct Importers of Fines? Quality Cultured Pearls 
L. S. DINHOFER * MANUFACTURING JEWELER SINCE 1908 550 Fifth Ave., New York 36, N. Y. 


74 W. 46th ST., N. Y. 19, N. Y. > LU 2-4495 Phone Plaza 7-0768 
For prompt attention, please address all inquiries Dept. K-10 | eames: 


MAIL ORDER 
| ae ail a a (~~ 
( Fine Special Order Sowiee ) 
a ee ee 
creating...repairing.... designing 


ENELRY OF ALL DESCRIPTIONS 


it is illustrated or described in the new Harvey & Master jewelers for three generations 


Otis catalog. Getting a copy, using it as you go _ Serving retail jewelers throughout the nation 
after more emblem business will prove of great 


help. For emblem business is big business for | 
many smart jewelers. Send for your copy (or use | FL] AS | p RESS 
ee 


the one you now have in your files). 
68 NASSAU ST. NEW YORK 38, N. ’. 


: | Tel—Digby 4-6852-3-4 
arvey IS | Our safe and premises are guarded by Holmes Electric Protection 


also—insured with The Jewelers Block Policy. 


Immediate 
From 3 to 10 MM., All Qualities 
to detail, this exquisite hand lapped and most 


Memorandum selections sent on 
request 



































ROM “Eastern Star” to “Eagles’”—'Masonic” 
to “Mezuzahs”—"“Odd Fellows” to “Owls” or 





PROVIDENCE (3) RHODE ISLAND 
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SALESMEN WANTED—W/e have a Service that you can sell. /t will not interfere 
with your lines—If interested, write for details. 
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Traffic-Sharing Combination 


(From page 130) 


incorporated separately and maintained as a separate 
business. though it has the same officers and directors 
as Suzanne Ss. Mr. Lindsey has remained active as buyer 
and adviser for the Lindsey Jewelry Co. 

When the new Suzanne’s-plus-Lindsey’s opened for 
business last April, it occupied the same building the 
Lindsey store has occupied since its opening in 1915, but 
remodeling inside and out had turned the structure into a 
very modern air-conditioned shop, decorated and laid out 
from an accumulation of ideas the Daltons had built up 
during many trips to Dallas, Kansas City, New Orleans, 
St. Louis and New York. Careful planning permitted 
the jewelry store’s floor space to be reduced from 1600 
to 320 square feet without reducing the stock or the 
opportunity for effective interior display. The only lines 
dropped were leather goods and crystal, while the 
sterling and china selections were increased considerably. 


The store now has a deeply-recessed full glass front in 
which open-backed show windows flank a wide all-glass 
door. Set into the terrazzo flooring of the deep recess, 
there are two free-standing pedestal display cases used 
for jewelry. These cases are highly effective despite their 
limited size. They focus the window-shopper’s attention 
closely on a small group of carefully-chosen items, and 
as a result bring many “window shoppers” into the store. 


JEWELRY SECTION NEAR WINDOW 


You could say that the entire jewelry section of the 
store is in the windows, for it is right up front and com- 
pletely visible through the glass from the street. To one 
side, china and many pieces of sterling are displayed on 
open shelves. There is more in a glass counter-case below 
the shelves and in a glass-topped island counter of modern 
table-height design. A similar arrangement is on the 
opposite side of the store, but here the stock is diamonds, 
watches and costume jewelry, with clocks and desk or 
boudoir accessories occupying the wall shelves. Thus 
the jewelry section is spread out openly for 18 ft. along 
either side of customers as they enter Suzanne’s, for 
maximum benefit from store traffic. 

The rest of the store, which includes the main floor 
“women’s shop” (and the Hat Shop, separately owned 
and operated by Mrs. Marceline Torbitt), a mezzanine 
sportswear department and a second-floor “budget shop,” 
is merchandised for maximum appeal to women to create 
steady store traffic. The first floor decorations, including 
a striking indirectly-lighted well ceiling and a white- 
painted balustrade and railing for the mezzanine, forms 
an attractive background for the jewelry section. 

Sales personnel in the jewelry section is managed by 
the Daltons but does not sell in the clothing departments. 
nor do salespeople from the other departments handle any 
jewelry business. In addition to Mr. Lindsey, the jewelry 
section employs two saleswomen and a watch repair man. 
The latter has a workshop on the third floor, connected 
with the main floor by a dumbwaiter device. The care- 
tully worked out storage drawers and cabinets in the 
Jewelry department hold an amazing amount of reserve 
stock so that the lack of a nearby stockroom is not 
troublesome and personnel in the jewelry section seldom 
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MANICURE SET 


beautifully fashioned 


manicure set in gay, 
colored-leather case. 


German steel cuticle 
scissors, tweezers, file, 
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New Pocket ’n Purse Novelties 


by BOB HENFIELD 


MINIATURE 
INDEX 


Magic for fast, ‘‘over- 
the-counter’’ sales ! 
Perfect purse size... 
only 1%" x 2%”. 
Works just like its 
“big brother’. 
So practical, and 
eens attractive ! In 

AMES guaranteed-finish 
golden metal. 


Only *6.75 doz. 





MINIATURE 
SNAP-PURSE 


Imported, and 
to capture feminine 


fancy. Complete 


Only 3” long. 
Includes finest 


cuticle pusher, 
finger-nail groom. 





Only $7.20 doz. 


$81.00 gross 


NEVER BEFORE AT THESE PRICES! ORDER 
NOW TO BE SURE OF DESIRED QUANTITY! 


Ronee 





e . 
bob henfield, inc. 


promotion jewelers 


iT hc jiota f- halelal 
2nd Floor * Hippodrome Building 
Cleveland 15, Ohio ® Phone: MAin 1-255] 
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NEW CHARM DISPLAY 
by 


Fisher 


Ask your wholesaler for charms mounted on the new Fisher 


display. It's FREE. Display charms NOW —they are selling. 


J.M. FISHER COMPANY, Attleboro, Mass. 








BAGUETTE SETS 
ILLUSION SETS 
SPECIALTY RINGS 
PRINCESS RINGS 


Cluster Rings 
Fishtail Sets 
Peg Sets 


Modern facilities for the 
Exclusive Development of 
Ideas and Designs for Pro- 


motional Purposes ee 


~ W5/18A 





Mountings Illustrated are 
Set and Enlarged to Show Detail 


WAX & SKOLNIK INC. 


62 WEST 47TH ST. NEW YORK, N. Y. 


Manufacturing jewelers to the 


WHOLESALE TRADE EXCLUSIVELY 


for more than a generation. 
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LINES WANTED 


* 





* * * 


Well Known Salesman Carrying 
Nationally Advertised Line 
and Calling on Leading 


JEWELRY WHOLESALERS 


in the Metropolitan New York Area 
Wants Strong, Desirable Lines of 


COSTUME JEWELRY and 
ALLIED MERCHANDISE 


Please send full particulars to 


Box “R., 2650,” Jewelers Circular-Keystone 
100 East 42nd Street New York 17, N. Y. 

















the Niash "CUFFMASTER,” : 


ADE MARK 


the finest cuff link back 
ever made for the Jewelry Trade 


*Patented 
Design 
155,535 

Patented 
Construction 
2,472,958 
Infringers 
will be 


prosecuted 





The “CUFFMASTER” can be had with any attachments below. 





TYPE SA 


TYPE H TYPE HA TYPES 
HARD HARD SOLDER SOFT SOFTSOLDER TYPES WITH 
SOLDER WITH ANGLE SOLDER WITH ANGLE SWIVEL JOINT 


Check these important features: 

Beautifully polished rounded top. 
Longer stem for easier soldering. 
. Better spring action. 
. No lapping or additional finishing work. 
. Variety of attachments for soft or hard soldering. 
. Available in gold, silver, gold filled, brass and 

other metals. 


NIASH REFINING CO. 


116 NASSAU ST. NEW YORK 38 
COrtland 7-4496 
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has to call for items from the stockroom to complete the 
average sale. 

The unusual store combination has worked out well in 

ractice and Warren Dalton calls the first year’s operating 
results “very gratifying.” The arrangement of the depart- 
ments has functioned even better than anticipated and 
traffic flow is smooth. Suzanne’s operation is sufficiently 
diversified to create steady store traffic—the bridal shop 
brings in the trousseau-seeking bride and the feminine 
contingent of her wedding party; the Hat Shop and 
sportswear plus a budget shop assure frequent casual 
shopping by regular customers with time on their hands, 
and the women’s shop draws serious customers intent on 
new spring, summer, fall and winter outfits. Jewelry, 
either as a fashion accessory or as a symbol of a special 
event, finds these customers receptive, and the china and 
silver is, of course, particularly interesting to the brides 
and their friends. Selection and fitting of brides and 
bridesmaids outfits naturally require repeated visits to 
the store. The jeweler’s usual problems of building traffic 
and making customers feel at home in his store simply 
do not exist here. 

Mr. Lindsey’s opinion is that “. . . after a year’s trial 
of the Lindsey Jewelry Co. combined with Suzanne’s, | 
have come to the conclusion that they made a good com- 
bination. With only 18 ft. on each side of the store at 
the front, we have done about the same dollar volume 
that the entire space did before as a jewelry store. 
Limited space . . . compelled us to do away with our 
leather and crystal departments, but the increase in 
silver and china more than make up for the loss. . . .” 


A silver manufacturer’s merchandising expert viewed 
the volume increase on sterling with gratification and 
called the jewelry section “A model store from the silver 
merchandising point of view.” 

General manager Dalton insists he would not change 
the physical set-up a bit if the store was being built today. 
The only alterations made during the first year have been 
the addition of another pattern-selection table for cos- 
tume jewelry, and some chairs. A vertical display fixture 
made of expanded metal was placed over the jewelry 
store safe, providing a bit of extra space which is used 
for sterling serving pieces. 

The Suzanne’s-Lindsey Jewelers combination provided 
an unusual opportunity for a unique modern store design 
which creates and uses traffic for maximum sales effect, 
in a manner usually not attempted except in the best of 
department stores. Its success proves that a logical and 
practical plan, well thought out and carefully carried out, 
can succeed as well as, or better than, a more conserva- 
tive and everyday plan of attack. 





Using the Mails for Watch Repairs 


Kugler’s Jewelers, Idaho Falls, Idaho, is making new 
friends and increasing its watch repair volume with a 
special mail order promotion. 

In a series of newspaper ads, Kugler’s emphasized that 
“your watch repair man is just as close as your mail box.” 
The firm invites people to mail their watches to the store. 
Customers are later informed of watch repair costs; only 
after the customer consents is the watch repaired. 
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FINE JEWELRY 


DIAMONDS 


TOILET WARE 
SILVERWARE 


A COMPLETE LINE 























Westinghouse Roaster 


You'll see everything you need for profits in the 
A & G catalog .. . because this famous book of 
value has been a source of satisfaction to profit- 


wise jewelers since 1895. For America’s most 








OF FINE STONE RINGS profitable lines... backed by over 58 years of de- 


Electrical Appliances 


WAlnut 2-3995 





pendable service...rely on Aisenstein & Gordon, 


wholesale distributors of over 50 famous lines. 


112-14 Sansom St. 2 Phila. 6, Pa. 8 
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In award-winning displayman’s work .. . 


He Capitalizes Upon 
Brand Name Products 


Award-winning displayman Alexander Gatto keeps Corrigan's 18 windows in top selling form. 


Mass years have passed since a young The genius at Corrigan’s who time and time again has 
flyer took off for Los Angeles and then delighted the won national acclaim for his artful display work is dis- 
world by landing in Ireland. But there are a lot of play director Alexander Gatto, a veteran in the business 
people who have never heard of Douglas “Wrong Way” whose background includes work with such firms as 
Corrigan. Lambert Brothers, Walter Lampl, Bates Fabrics and U. 5. 

Down in Houston, Texas, a different situation prevails. Rubber. His success is probably best explained by quot- = 
Every day a display genius puts a handful of dollars into ing the three-word phrase which, he says, is the object of 7 
some show windows and they end up as thousands of all his work—“To sell merchandise.” : 
dollars in cash registers. And in Houston, everybody Corrigan’s, one of the top class jewelry stores in the 
has heard of Corrigan’s. Southwest and certainly a leading contender throughout © 

















Corrigan's long, narrow eye-level windows require a minimum of dressing for best effect. 
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fH ee ARE GIFTS 
THAT WILL BECOME 
TREASURED HEIRLOOMS 


MODERN AND TRADITIONAL 
blend happily in exquisitely functional 
design to please the most discriminat- 
ing ‘hostess. For the professional or 
amateur carver, the Carvel Hall mir- 
ror-finished chrome vanadium steel 
blades are shaped to maximum carv- 
ing efficiency, and honed to unbeliev- 
ably lasting sharpness. 








“VOGUE” STEAK KNIVES... 
shown on this page have graceful, per- 
fectly fashioned Ivory handles of a 
specially compounded plastic that 
withstands years of 
wear. The assortments 
are distinctively pack- 
aged in gleaming Ivory 
“Jewel-Box” chests. For 
Classic and Regal Silver 
patterns in “Jewel-Box” 
chests see next page. 


ERVES RETAIL 
8 25.00 
6 19.50 
4 13.50 
2 6.50 


—- 7 aoe 








O——<K NO. 56—SERVICE FOR 6. ‘VOGUE" HANDLES $19.50 


; BY. tein as Bs ee % gt 


NO, 58—SERVICE FOR 8. ‘‘VOGUE’’ HANDLES $25.00 


NO. 54—SERVICE FOR 4. *‘VOGUE’’ HANDLES $13.50 


4 Lifetine CSovesve Quavanteect ” 





































EMILY POST says, 
“Carvel Hall Steak Knives are 
so useful and correct... make 
individual carving of steaks, 
chops and fowl an easily ac- 
quired skill.” 


“JEWEL-BOX” PACKAGED 


These truly beautiful silver sets were de. 
signed to complement the finest silver ser. 
vices. Delicate, lacy patterns of pure silver 
filigree on lustrous Ivory in Carvel Hall’s 
lovely “Classic” styling, and the same silver 
design on rich toned Ebony in the “Regal” 
pattern. The graceful blades are scientifj- 
cally sharpened . .. make carving around 
bones an easy operation. 


Price List > STEAK KNIVES © “JEWEL-BOX” Packacep 


























HANDLE RETA 

ITEMS NUMBER PATTERN PRICE 
*SINGLE 150 CLASSIC $5.25 
STEAK KNIFE 250 REGAL 5.25 
-~ . 152 CLASSIC 10.50 
STEAK KNIVES 252 REGAL 10.50 
4 154 CLASSIC 22.00 
STEAK KNIVES 254 REGAL 22.00 
6 156 CLASSIC 31.50 
STEAK KNIVES 256 REGAL 31.50 
8 158 CLASSIC 41.00 
STEAK KNIVES 258 REGAL 41.00 




















NO. 158—SERVICE FOR 8 ‘'CLASSIC’’ HANDLES 
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NO. 156—SERVICE FOR 6. **CLASSIC’* HANDLES 





NO. 154—SERVICE FOR 4. ‘*CLASSIC’*’ HANDLES 





* Packaged in gift box 


CARVEL HALL SILVER STEAK KNIVES 
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NO. 5158—SERVICE FOR 8. ‘‘CLASSIC’’ HANDLES 


“ARISTOCRAT” PACKAGED _ gift settings for the lovely Carvel 
These handsome and durable all Hall Vogue, Classic and Regal 
steel cases, covered with simulat- Steak Knives ... keep blades 
ed ostrich hide, are the perfect rust-free, made for easy storage. 

















NO. 51512—SERVICE FOR 12. *‘*CLASSIC’’ HANDLES NO. 5256—SERVICE FOR 6. ‘‘REGAL‘’ HANDLES 





price List » STEAK KNIVES -+ “aristocrat” PACKAGED 


. = 









































HANDLE RETAIL 

ITEMS NUMSES PATTERN PRICE 
5 | 552 VOGUE $ 8.50 
a | 5152 CLASSIC 12.50 
| 5252 REGAL 12.50 
b | 556 VOGUE 21.50 
ew imanee | 5156 CLASSIC 33.50 
| 5256 REGAL | 33.50 

8 | 558 VOGUE | 27.00 
ea 5158 CLASSIC 43.00 
5258 REGAL | 43.00 

19 5512 VOGUE 39.50 
ones dein 51512 CLASSIC | 63.50 
52512 REGAL 63.50 

















NO. 5252—SERVICE FOR 2. ‘REGAL 


_ Lifeline Service Ca Je ect , 





DUNCAN HINES uses Carvel Hall carving pieces in his 
own home !!! Man-sized, fully hollow ground carvers and slicers, 
and heavy-duty forged stainless steel forks add skill and ease to 
any carving task ... and Carvel Hall’s exclusive “stand up” safety 
bolsters keep soiled blades and tines off the table. 








NO. 66—‘*VOGUE"’ 81/2‘° CARVER, 10'' SLICER AND FORK 


rt Sate ia att ake ans 


NO. 265—**REGAL’’ 81/2‘ CARVER, FORK, SHARPENING STEEL 


















































PRICE LIST CARVING SETS ““JEWEL-BOX’’ PACKAGED 
HANDLE RETAIL 
NUMBER PATTERN DESCRIPTION PRICE 
60 VOGUE $9.00 
160 CLASSIC 82" CARVER 12.00 
260 REGAL 12.00 
61 VOGUE 9.00 
161 CLASSIC 10 ROAST SLICER 12.00 
261 REGAL 12.00 
62 | VOGUE 19.50 
162 CLASSIC 8Y,"" CARVER AND FORK 25.00 
262 REGAL 25.00 
65. VOGUE 25.00 
165 CLASSIC 8Y2"" CARVER, FORK AND STEEL 33.00 
265 REGAL 33.00 j 
66 VOGUE |_ 26.00 O A... 
166 CLASSIC 62" CARVER, 10° SLICER, FORK 34.00 NO. 61—"VOGUE"' 10’’ SLICER 
266 REGAL 34.00 
67 VOGUE 13.50 
167 CLASSIC 64,"" GAME CARVER AND FORK 19.00 
267 REGAL 19.00 














FINE CUTLERY 
by Briddell 





COMPLETE CUTLERY SERVICES 





NO. 68 eMaslor SIX “VOGUE” 


Sea. | 
Sarge | 









NO. 1100 “Presentation”? Blond mahogany chest 
contains 12 steak knives, 6 carving pieces, Classic 
pattern. Also dark mahogany, Vogue and Regal. 


Other Carvel Hall distinctive cutlery services 
” of 8,10 and 18 pieces in “Jewel-Box” chests, blond 
é or hardwood trays with clear plastic tops, and 
rich blond or mahogany chests in all patterns. 





COMPLETE CUTLERY SERVICES 




































; eT Dies. NUMBER pepo PACKAGE PRICE 
NO. 228 — SQueevmel EIGHT Hast, 

" ‘ hoe LECCHSE EY 
REGAL" STEAK KNIVES, 614°" GAME ioe VOGUE $37.50 
LS, — 168 CLASSIC IVORY “JEWEL-BOX” CHEST 55.00 
. 268 REGAL 55.00 

oC Ne PARE C55 Cuyv 

019 VOGUE BLOND HARDWOOD TRAY 48.50 
029 VOGUE BROWN ” - 48.50 
119 CLASSIC BLOND " " 74,50 
129 CLASSIC BROWN ” ™ 74.50 
219 REGAL BLOND " " 74,50 
229 REGAL BROWN " " 74,50 

CGaunned 
018 VOGUE BLOND HARDWOOD TRAY 42.50 
028 VOGUE BROWN ™ = 42.50 
118 CLASSIC BLOND ” ” 68.50 
128 CLASSIC BROWN “ ™ 68.50 
218 REGAL BLOND " " 68.50 
228 REGAL BROWN " " 68.50 

BA es €i la lta re 

100 VOGUE BLOND MAHOGANY CHEST 95.00 
200 VOGUE DARK " " 95.00 
1100 CLASSIC BLOND a a 134.50 
2100 CLASSIC DARK ™ ” 134,50 
1200 REGAL BLOND ™ 7 134.50 
ee 2200 REGAL DARK ” ™ 134.50 




















NO.019 a 8 ‘* VOGUE" 
STEAK KNIVES, 8'/,'' CARVER, FORK 





“Lifetime SParveve Te boodk’ 





















Cane fll 


KITCHEN 
CUTLERY 


...With Microned 
Stainless Blades 





















HERE'S CARVEL HALL QUALITY 
for the kitchen, too !! Functional beauty 
and matchless utility are combined jn 
this perfectly balanced, five-knife set. 
Microned stainless blades alloyed with 
tough molybdenum are honed to lasting 
razor sharpness... Artfully designed han- 
dles are fashioned from heat-resistant 
lustrous MELMAC; will not crack or 
tarnish. Set packed in sparkling Ivory 
“Jewel-Box” chest. 


No. 95, IVORY HANDLES. ALSO IN BLACK (95B) AND GREEN (95G). 
RETAIL PRICE PER SET . $19.95 





Leas 


MF Ger: 





INDIVIDUAL KNIVES When ordering specify Ivory, Black or Greet 














PARING UTILITY CARVING CHEF SLICER 
NO. 901 NO. 902 NO. 903 NO. 904 NO. 9%) 
$1.95 $3.50 $3.95 $3.95 $4.50 
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FINE CUTLERY 
by Briddell 
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586—**VOGUE"’ SERVICE FOR SIX 


all patterns . 


FRUIT-CNMNEESE KNIVES —Instepwith 
the trend toward serving fruits and cheeses. Sets of 4, 6 
. . packaged in Aristocrat cases. 
Specially sharpened stainless steel blades, hollow ground, 
for effortless paring and slicing. 


NO. 5184—"‘CLASSIC’’ SERVICE FOR FOUR 





PRICE List * FRUIT~CHEESE KNIVES - “aristocrat” PACKAGED 





















































NO. 70O—ROAST HOLDER $5.95 


Here’s a practical and handsome gift. It 


holds roasts, ham or fowl firmly and se- 


curely, and the extra long tines make an 
excellent serving fork. Metal casting with 
four stainless gripper studs. Chrome plated. 
Eight inches long. Gift packaged, Order 
number 70... $5.95. 















HANDLE RETAIL 
ITEMS NUMBER PATTERN PRICE 
584 VOGUE $10.95 
FRUIT-CHEESE 5184 CLASSIC 17,50 
KNIVES 5284 REGAL 17.50 
586 VOGUE 15.00 
FRUIT-CHEESE 5186 CLASSIC 24.00 
KNIVES 5286 REGAL 24.00 
"ae 588 VOGUE 20.00 
FRUIT-CHEESE 5188 CLASSIC 32.00 
KNIVES 5288 REGAL 32.00 
CARVEL HALL FISH & GAME KNIVES 
ROAST HOLDER 


Hollow ground, chrome-vanadium 
blades. Durable plastic handles, 
with silver overlay—or plain Ivory 
or Ebony plastic. Sets of six in 
‘Jewel-Box’. Also singly, gift boxed. 

















NO. 76—SILVER $27.00 


NUMBER | HANDLE STYLE} RETAIL PRICE 
76 SILVER $27.00 
76W IVORY 17.95 
76B EBONY 17.95 
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LIST OPEN STOCK CUTLERY GIFT BOXED 
ITEM NUMBER HANDLE PATTERN RETAIL PRICE 
760 SILVER $4.50 
INDIVIDUAL FISH AND GAME KNIVES 760W IVORY 3.00 
760B EBONY 3.00 
800 VOGUE 2.50 
INDIVIDUAL FRUIT-CHEESE KNIVES 1800 CLASSIC 4.00 
2800 REGAL 4.00 
600 VOGUE 7.50 
8%" CARVER 1600 CLASSIC 10.50 
2600 REGAL 10.50 
610 VOGUE 7.50 
10” SLICER 1610 CLASSIC 10.50 
2610 REGAL 10.50 
620 VOGUE 10.50 
10%" FORK 1620 CLASSIC 13.50 
2620 REGAL 13.50 
630 VOGUE 6.00 
12%" STEEL 1630 CLASSIC 9.00 
2630 REGAL 9.00 
670 VOGUE 5.50 
6%" STEAK CARVER 1670 CLASSIC 8.00 
2670 REGAL 8.00 
680 VOGUE 6.50 
STEAK FORK 1680 CLASSIC 9.00 
2680 REGAL 9.00 

















Cuas. D. Bripprtt, INc., Crisfield, Maryland 
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Above: Gatto often goes all-out on 
a theme, as he did when he used all 
18 Corrigan's windows in a successful 
Lite magazine advertisers’ tie-in. 


Gatto's display for a_ self-winding 
waterproof watch was seen in July. 
The following December, customers 
were still asking for "the watch that 
was in the fishbowl in the window." 


Except for a bench saw and a jig 
saw, this plywood cubbyhole (below) 
holds all the tools Gatto needs for 
his work. 


the LU. S., occupies one of the best corners in downtown 
Houston, in the City National Bank building. There 
are 18 windows in all, three of them small ones in the 
lobby of the bank which are ideal for small displays—a 
complete line of lighters, for instance, or a single simple 
set which might contain a cameo necklace with matching 
brooch and earrings. 

Wrapped around into the deeply recessed entryway of 
ie store are six windows each five feet wide, two feet 
high, and two feet deep. These are separated by the 
granite columns of the building. Carved into each of 
these columns is a tiny one-foot-square window, perfect 
for display of a single item, such as a glittering diamond 
bracelet. | 

All of Corrigan’s 18 windows are Gatto’s responsi- 
bility. He makes simplicity the keynote. Says Gatto, “In 
the jewelry business I find that materials, such as velvets, 
satins and crystelle are the main props. In this respect 

(Please turn to page 188) 
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by PATRICK J. 


GALVIN 
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|. Flex-Let offers a series of three new 


! 
Idents for men, women, teenagers, called : Th 
“Picture Album" Idents in the tradition °e ¢ e ey re yours 
of old American family albums. Each one 
contains four compartments for pictures. 








2. Links with an hour glass shape give 
style to the "Conventry" watch band by 
Hadley. With 12 Kt. gold-filled top and 


steel back, it retails at $10.95 F. T. I. fax (4 nat BANAN! 
i ATT: , 


3. New design in the Fortex expansion 
watch bracelet line, by Forstner Chain. 
Concealed snake chain allows slipping 
on wrist easily. 1/20 12 Kt. gold filled. 





4. Combining Speidel's “Photo-ldent" 
and the “First Nighter’" watchband is 
“Picture Watchband.” Available in both 
white and yellow gold, $17.95 retail. 





5. Marvel's "Golden Gem" expansion 
watch band is fitted at each end with 
Rotarian insignia of polished enamel on 
simulated ruby, sapphire or onyx. $10.75. 





6. A sterling German filigree necklace, 
exclusively from Ernest Burg, Hayworth 
Building, Chicago. Several styles avail- 
able, No. 7138 shown. $18.00 Keystone. 











7. The “Woodland Prince," by Kestenman 
features alternating links inlaid with 
domed, tropical hardwood. For men; 
gold filled is $10.95, and stainless, $6.75. 
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to profit by... 





|. Wyler Watch Agency's bracelet-watch 
the "Marquise." A finger touch opens 
the bracelet to reveal the watch. Shown 
closed is the all-gilt model with all- 
over intricate engraving—retail, $95.50. 
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2. Elgin's new shock and water-resistant 4. These Wittnauer “Country Club Duet" 
"Mainliner" has a classic round case of from the new fall line of International watches are for “Him and Her.” Mois- 
Watch Co. Top model retails at $950 ture resistant gold-filled case, tropical 


14 Kt. gold. Dial features 10 trylons of 
applied 18 Kt. gold. Retails $150 F.T.lI. and the bottom style is $880, both F.T.I. hardwood expansion bracelets, each $65. 


3. Platinum and diamond ladies watches 


5. The Gruen “Royal Luster’ at $100 has 6. The "Melbourne" is Medana's new 1I7- 7. Three diamond platinum watches from 
two diamonds, guilloche-finish dial, 14K jewel watch at $24.95 plus tax. Styled Edward Dominick, Los Angeles. Styled 
with refinement and femininity, baguette 


gold case, 21 jewels. From the grace- with hidden lugs, thin case, gilt-edged 
ful Gruen "Royalty'’ diamond series. dial figures on a new small checked face. and marquise models are $490 Keystone. 
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|. A variety of extra serving pieces 
introduced by Wallace Silversmiths to 
match its new sterling pattern “Waltz 
of Spring,"’ noted for curved elegance. 


hey Te 


... They're yours 
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2. An item from the new contemporary 
"Nordic" line of plated hollowware by 
Reed & Barton. Simple, graceful shapes 
are enriched by intricate bold openwork. 


3. Sterling silver cigarette boxes, for 
king or regular sizes, by Poole. Larger 
has adjustable partition. Large box re- 
tails at $48, the other at $30, F. T. I. 





4. International Silver's "Americana,’ 
a tea and coffee service in sterling 
silver, is in the contemporary manner 
with smooth contours and bold ornament. 


5 Sheffield Silver's chafing ensemble, 
which cooks, serves and keeps food hot, 
has divided Pyrex liner and adjustable 
alcohol lamp. Ensemble retails at $65. 


& Fitting in with the other pieces in 
the “Ascot line, this Community double 
vegetable dish is being introduced by 
Oneida, and is of Sheffield design style 
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2. Arbor's sterling silver, die-struck 
thodium finish double heart has 50 im- 
ported chatons, individually nicked in. 
As a pin $15; a pendant, $16.50 F. T. |. 


3. Ronson's newest pocket lighter, the 
"Triumph," features a new fueling meth- 
od. The swivel base is simply flipped 
open. Finished in chromium-plate, $8.50. 


4. This graceful Pennino set has leaves 
etched in golden satin finish, studded 
with fine rhinestones. Necklace is $18 
Keystone, bracelet $15 and earrings $5. 


5. R. F. Simmons introduces this matched 
set of sterling silver men's jewelry. Tie 
clip is $3.50; cuff links $7.50; prices are 
Keystone. Money clip is also available. 


6. Gran has created 12 ladies’ birth- 
stone rings in two styles of 10 Kt. 
mountings, set with synthetic stones, 
encrusted with Zodiac birth signs in 22 
Kt. gold. Both mountings are shown. 
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|. Bob Henfield, Inc., offers “Mandarin” 
jewelry, designed for modern American 
tastes, studded with jade or jet-color 
prong-set stones. Retail prices range 
from cufflinks at $2 to bracelets at $9. 
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INTRODUCING 


French Seroll 


THE NEWEST PATTERN 
IN 


ALVIN STERLING 


A flourishing prelude to the styles of tomorrow 


Here, in ALVIN'S newest pattern, is a style developed 
in keeping with the present-day demand for modern- 
ized sterling patterns. 


The fantasy of scrolls from the LOUIS XV and LOUIS 
XVI periods . . . richly and delicately moulded into a 
series of sweeping graceful curves, unbroken, yet 
carved to reflect beautifully the scintillating high 
lights created by its soft undulating surfaces ... gives 
life to this lovely pattern. 


You will want “FRENCH SCROLL" to brighten your flatware 
selection. It has been amply surveyed among women in all age 
groups and has passed the acceptance test with flying colors. 


“FRENCH SCROLL" will be advertised in eleven (I ’ na- 
tional magazines, beginning with the October issues of the 
following: BUYING GUIDE FOR THE BRIDE - - VOGUE - - 
BETTER HOMES & GARDENS - - HOUSEHOLD - - WOMAN'S 
HOME COMPANION - - SEVENTEEN - - MODERN BRIDE - - 
HARPER'S BAZAAR - - GLAMOUR - - CHRISTIAN SCIENCE 
MONITOR and HOUSE BEAUTIFUL. 


A series of twenty-seven (27) advertisements will be run 
during October, November and December . . . total circula- 
tion upward of 35,000,000 - - your prospective customers. 


Place your order with your ALVIN jobber now, or, order 
direct. Prices the same. 


Deliveries beginning October |, 1953. Price lists sent on 
request. 


6-piece place-setting, dessert size—$32.75, including Federal 
Excise Tax. Here is your opportunity for added sales and 
profits. Why not order now? 


THE ALVIN CORPORATION 


Makers of Exclusive Silver Designs for over Sixty-Five Years 


PROVIDENCE 7, R. I. 





Luncheon Knife, 
Moderne Blade 


illustrations Actéal Siva i tiode Marks 
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[able Top Fashions 



















































































A SECTION DEVOTED TO 





CHINA, GLASS, FLATWARE 














AND HOME ACCESSORIES 
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In remodeling, De Roy's sought plush elegance, yet retained a tone of informality. 


An Elegant Setting is Provided 


For New China and Glass Section 


by BEN KRUSE 


D. Roy’s Jewelers, Tucson, Arizona, has 
been dedicated, following a recent remodeling, to the 
principle that hometowners, no matter how elegant their 
tastes, should be able to fill all their jewelry needs in 
local shops. 

Owner Norman J. De Roy makes no bones about the 
position of his store within the Tucson community. 

“We are not in competition with Tucson jewelers,” he 
says. “Our competition is made up of the stores in Los 
Angeles, New York, and Chicago to which our clientele 
have had to go in the past for top-drawer jewelry mer- 
chandise.” 

De Roy speaks from long experience in discussing 
both his potential market and the merchandise involved 
in his reorganized operation. For years he was asso- 
ciated with Joseph De Roy and Sons, of Pittsburgh. He 
moved to Tucson to open his present store four years 
ago, selling his interest in the Pittsburgh firm. 

For its first four years, De Roy’s of Tucson handled 
what its owner classes as more conventional jewelry store 
merchandise, although articles in each department were 
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CHINA and GLASS 





Norman De Roy chose finest 
merchandise so _ Tucsonites 
could buy the best in their 
own city. 





Mrs. Laura De Roy points out half million Shah of 
Persia diamond, which was shown during grand opening. 
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A basic business premise with Poole 
is to build into each piece of 

silver the ultimate in beauty, design 
and usefulness. This has won for 


the company and its products the 





No. 5020 CHAFING DISH 
Retail $100.00 confidence of dealers and consumers 


Has hot water pan, dish and 
cover which enables use as alike, and has established the name 


three separate dishes. 
Poole among the fine names in silver. 





Secs eae 





LANCASTER ROSE TEA SERVICE 
consists of coffee, tea, sugar, cream and tray 
No. 400 — 5 pe. set Retail $220.00 
Kettle (extra) Retail $100.00 Waste (extra) Retail $ 20.00 





S 
SYVIA ss 


POOLE SILVER COMPANY * TAUNTON °¢ MASS. 


NEW YORK: 366 Fifth Ave. CHICAGO: 29 E. Madison St. 
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The dinnerware ‘section, which also serves as the home of the 
De Roy bridal service, is divided down the center. This half 
is devoted to formal items and striking displays of fine china. 


tops in quality within their own field. However, with the 
remodeling in March, 1953, items such as costume 
jewelry, table accessories and small appliances were 
closed out. 

The tone for De Roy’s new policies was set with the 
formal opening of the remodeled store, marked by a 
featured showing of the half-million dollar diamond the 
Shah of Persia. In terms of merchandising layout, three 
outstanding features of De Roy’s, as it exists today, are of 
special interest: 

(1) The store is plush. But for all of its carpeting and 
soft lighting, it is informal. The tone of informality is 
carried out by a settee and a fair amount of seating 





Comfort and a meeting place for 
customers is the aim of De Roy's. 
Whether customers are shopping 
or not, they are invited to come 
in to rest and meet friends here. 
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facilities. The owner's idea is to establish the store as a 
convenient meeting place for customers or prospects. 
He points out that it is centrally located downtown and 
invites people to make appointments to meet their friends 
there, making themselves comfortable while they are wait- 
ing. De Roy’s eight-ton air-conditioning plant is an added 
inducement along these lines, especially during the torrid 
southwestern summers. 

(2) Displays throughout the store are rich and up- 
cluttered, with each piece of merchandise placed in a 
position of eye-catching importance. Many of the high- 
priced jewelry items are on loan from dealers in New 

(Please turn to page 186) 
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NORTH ATTLEBORO © MASSACHUSETTS 


Outstanding in the design and manufacture of 


fine Sterling Silver Cigarette Boxes 
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CHINA and GLASs 





The window of the main Palley store, above 
and the store's silver department, below 
feed traffic to the separate "China Closes" 
located in a separate small store nearby. 





The 6' by 60° "China Closet’ is set up for leisurely seated selection. 


Sterling Volume Inspires 
Move to Carry China 


It’s a mistake to make china a “half-hearted 


sideline,”’ says Max Palley, “‘and a good sterling 








trade without china means a missed opportunity.” 


M.. PALLEY, whose flourishing jewelry by MARY JENEMANN 
and silver business in Atlantic City, N. J., has built up a 
secure foundation of community confidence in the past customers tend to wander off for no apparent reason 
32 years, has set out to provide his customers with a unless their interest in the store can be maintained.” 
china department with “. . . the same full range of An active china department seemed to offer the right 
selection which they could get in metropolitan area combination of broadened customer interest and profi 
china outlets.” potential for Palley’s Jewelers. 

“The big mistake jewelers make in going into the china The Palley china department, called “The China 
business,” the owner’s son, Reese Palley, claims, “is that Closet,” opened for business in May, 1953, in a rathet 
they go into it half-heartedly as a sideline.” unusual location—a very deep and narrow (6 it. by 

The natural tie-in between silver and china helped a 60 ft.) store. It is in the same building as the main store, 
good deal in arousing Palley’s interest in china. The but has no connection to the main store and its separate 
store has a large sterling trade, and it seemed certain entrance is about a dozen yards from the corner entranc 
that an opportunity was being missed by not having of the main store. Max Palley owns the building, having 
china which does so well in conjunction with silver. gradually obtained title to it over the years since firs 
In addition, Palley realized that any jeweler in a com- establishing his store here back in 1921. He originally 
petitive situation must continually devise new means to wanted to own the building in order to be able to control 
attract the attention and capture the imagination of its the nature of his immediate neighbors, but now finds 
customers. “Otherwise,” Palley says, “even good steady (Please turn to page 178) 
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STAINLESS by EKCO 


CRAFTED IN HOLLAND is 


—— re ee we ee 





25 different items 

in each pattern. 5 and 6 piece place 
settings and individual serving 
pieces handsomely gift-boxed. 
Tasteful counter display has dark 
blue velvet background, with 
graceful silver frame! 
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MAGNIFICENT 


but Sblewwst 




















We searched the world for a stainless so beautiful it would 
shatter pre-conceived notions about tableware ...a stainless so 
distinctive, so practical, so sturdy it would immediately become 
today’s choice in tableware. 


We found it in Holland—the most magnificent tableware in 
the world —fully-graded, heavily-weighted, smartly-styled! Stain- 
less by Ekco is specifically designed for modern living. Its beauty 
is incomparable, yet it requires no care whatsoever. 


We present it to you not only as superb merchandise, but with 
a program to make it sell—the same kind of program Ekco has 
used to multiply housewares sales as never before. Top quality 
goods, attractively packaged by Raymond Loewy, aggressively 
merchandised and advertised, with a generous profit structure. 


We stock it for you—in this country. No long waits for you 
while shipments cross the seas. Write us today for information on 
Stainless by Ekco. Your ideas about tableware will never be the 
same again! See Ekco’s numerous other stainless patterns, too! 
We have complete price and quality coverage in a wide range 
of sets and open stock. 


EKCO PRODUCTS COMPANY, 1949 N. CICERO AVENUE, CHICAGO 39, ILLINOIS 
Also sold in Canada by Ekco Products Co. (Canada) Ltd., Toronto. 
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Soft, satin-tone finish 
throughout. Mirror finish 
on knife blades only. 





the greatest name 
in housewares 





Soft, satin-tone finish on 
handles. Mirror finish on 
bowls, tines and blades. 
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PROMOTION 


Cherished 
xy 
+ iter, 





— for the 
timy heir? 





Next Best Thing to Being Born With a Silver Spoon 
in His Mouth .°. . The Eorly Acquisition of Fine__ 
Silver from Armstrong’s . . . Even Baby Knows Thot 


Gifts Meon Mere in Boxes 


From 
SINCE re 
JEWELERS and SILVERSMITHS 


Wace’s Finest Name in Jewelry 
REGISTERED JEWELER, AMRICAN GEM SOCIETY 











This is the style Armstrong's has 
selected for its baby department's 
10 ads per year. Line drawings al- 
ways show items from stock, usually 
three or four sterling silver gifts. 


sana ra 





Consistent Advertising Program 


Keeps Baby Silver Sales Growing 


Armstrong’s, in Waco, Texas, gives the baby silver department 


its own ad program; display is strong in counter and window. 





i 


Baby gift display in good traffic spot shows changing selection of new ideas as well as "standbys." 


by ROBERT LATIMER 


the baby gift silver depart- 
ment’s individuality, with its own separate newspaper 
advertising program, a completely separate case display, 
and close cooperation with national merchandising events 
which involve the tots, has produced a consistently higher 
sales volume in this category for Armstrong’s, jewelers 
of Waco, Texas. 

Robert Armstrong, head of the firm, has constantly 
enlarged the baby gift inventory carried by the store 
since the end of World War II, to harvest a better return 
from the huge crop of infants appearing in the vital 
statistics columns over the past few years. Waco, like a 
number of other cities in the 100,000 bracket, has experi- 
enced a sharp population increase made up primarily of 
“young marrieds” brought into the district by reopening 
of huge military cantonments nearby. With a bumper 
crop of babies on the civilian front, as well as among 
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military personnel, the decision to expand baby gilt 
sales promotion has proved a wise one. 

Baby gifts are concentrated in an eight-foot glass case, 
which is located at the rear of the large central “island” 
of countercases which makes up the center of the store. 
Here, in a shallow, convenient case which can show some 
50 choices of baby gifts comfortably, a constantly-chang: 
ing parade of fresh, new ideas in infant gifts, as well as 
the familiar sterling silver standbys appears. 7 

Inasmuch as the case faces directly into the mail 
service counter at the rear of the store, where watchmaket, 
jewelry repair, and cashier, are located, it is a certainty 
that the gift selection gets a high degree of attention. 
Armstrong’s, noted for its clever, individual window dis 
plays, utilizes the same top quality of showmanship I 
infant gift displays, and novelties, colorful frosetles 
brilliant satin backgrounds, etc., give the gift display 
maximum eye-appeal. 

Newspaper advertising of infant gifts is scheduled # 

(Please turn to page 180) 
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Fostoria Wheat — a hand-cut design on handblown crystal. 





Suggested five-piece place setting of crystal, as defined *k ‘ 
by the leading manufacturers of handmade glassware: iee Wa, 


plate 


FO STORIA GLASS COMPAN Y, Moundsville, W. Virginia ! exe)! la Member, Glass Crafts of America 
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They’re New... 
















|. In “Tiffin” glass are these new heavy- 
based “Holiday” tumblers in three sizes, 
only; in crystal, $19.20 a doz., retail; 
in "Twilight," $21; in "Wistaria," $24. 
From United States Glass Co., Tiffin, O. 





2. Painted by hand in soft natural color 
this is the "Vienna Rose" pattern in Royal 
Vienna Augarten china from Austria; in : 
dinnerware and matching accessories, from a a ie be | 
Hudson Art Importing Co., Inc., New York. , Pea v a eis: 





3. “Smoke Rings'—new cut bowls in Orre- 
fors crystal from Sweden, have unpolished 
rings surrounding polished "dimples; 8" 
deep bowl, $20 retail; 9!/2" shallow, $15. 
From Fisher, Bruce & Co., Philadelphia. 













4. "Fantasy," smartly modern design of 
black lines with pale yellow dot accents, 
in Hallcraft dinnerware designed by Eva 
Zeisel; I6-piece starter, $16.95 retail. 
From Midhurst China Co., Inc., New York. 



















5. Pierced-edge fruit plates in Bavarian 
china from Carl Schumann have 6 different 
fruit designs in gay colors; 7" size may 
retail for $1.25; 8", $1.50; 934", $2.50. 
From the Geo. Borgfeldt Corp., New York. 












6 Just introduced—this "Silverton" de- 
sign in Tirschenreuther china from Bava- 
ria, with its 4" band of palladium at the 
edge; 5-pc. place setting at $12 retail. 
From Paul A. Straub & Co., Inc., N.Y.C. é 
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,.- They ll Be Selling 


and Home 


Accessories 





|. Pitcher in new "6000" line of hollow 
ware in stainless steel, with black plas- 
tic inset, is fashioned in 3 sizes; Pint, 
$18 retail; quart, $22; and I'/ quarts, 
$27. From Gense Imports, Ltd., of N.Y.C. 


4. New "Tiara" decoration in Royal Doul- 
ton bone china encircles the plate with a 
delicate gray wreath framed in bands of 
platinum; the 5-pc. setting, $17.50 re- 
tail. From Doulton & Co., Inc., N.Y.C. 


ae 


2. For Christmas business—1!4" platter 
to be used for serving or for decorating, 
with red berries and green leaves against 
white crackle ware; retail $4.95. Made 
by the Parsons Pottery, of Burbank, Calif. 


5. Made entirely freehand—modern 4" ash 
tray in bubble glass cased with crystal, 
in smoke, emerald green, grape, and tur- 
quoise; with crystal smudger, retail $11. 


Made by Erickson Glass Works, Bremen, O. 


5. 


3. This serving accessory, with its deep 
blown bowl, has a heavily sculptured foot 
in the same style as the "Capri stemwa-e 
line; crystal only; 7" in size, retail $5. 
By Fostoria Glass Co., Moundsville, W. Va. 


6. English flowers and fruits, Chinese 
beetle-and-butterfly motifs are combined 
in this Rockingham" design in Spode bone 
china, hand-painted in brilliant enamels. 
From Copeland & Thompson, Inc., New York. 
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Sterling Volume Inspires Move... 


(from page 172) 


ownership simplifies expansion of his own store's 
activities. 

The “China Closet’s” separate entrance and odd shape 
would seem at first glance to present some difhculties, but 
these may turn out to be blessings in disguise. Because 
it is separate, the new department could be given a 
special, individualistic “dining room” atmosphere, with 
wallpaper instead of paint. Attractive, shallow open dis- 
play shelf units, alternating with tables on which place 
settings can be arranged, line one of the long walls, 
while on the opposite wall comfortable chairs and benches 
are alternated with occasional tables. General lighting 
is fluorescent, with incandescent used for decorative chan- 
deliers and spotlights which add highlights to the china 
and relieve the “chilly” effect which fluorescent alone 
seemed to produce. 


CHINA DISPLAY IN STORE 


Getting customers into the “China Closet” once they 
have entered the main store is not the automatic process 
it would be if the department were simply a continuation 
of the store, but a strong china display in the store itself 
serves to identify, by interest shown, those customers who 
are china prospects and gives salespeople an opportunity 
to lead conversation to the subject of china and the 
“China Closet” next door. A sign on the china display 
also directs customers’ attention to the new department. 

Direct mail material advised the store’s 100 charge 


account customers and those on its 10,000 prospect list 
of the new department’s opening, and china takes its turn 
on the store’s six-times-a-day radio spot announcements 
on local radio. The radio spots, as well as Palley’s cop. 
sistent newspaper advertising, covers not only Atlantic 
City but a number of towns in the surrounding Sout}, 
Jersey area. 


BRAND NAME MERCHANDISE 


A quality merchandising program is being followed 
for the “China Closet,” with six top domestic and jp. 
ported brand names featured. Only lines with an assured 
open-stock position will be sold. Starting with abou 
forty popular patterns, Palley’s is being guided in adding 
to this selection by customer preferences, expressed 
through the requests which come in almost every day for 
new patterns and new lines. Eventually, Palley expects 
to stock between 100 and 150 patterns of china and 
earthenware. 

Palley’s Jewelers’ “China Closet” isn’t expected to 
attain its full volume all with a rush. Reese Palley admits 
that “. . . . we don't really know what to expect. Our 
volume so far has been small, but we didn’t expect it to 
be much for a year or more. We are willing to give the 
China Closet two years to build into a department from 
which we can see some sizable returns.” 

Plans to bring this about include china club promo- 
tions, emphasis on “a place setting at a time” purchase, 
consistent advertising and the intelligent interest of the 
store’s six experienced employees. 














19 East 26th Street (Near 5th Avenue) 


PAUL A. STRAUB & 


X12 | 


from the 
LORENZ 


Hutschenreuther 
FACTORY 


IN SELB, BAVARIA 


(established 1856) 


comes this modern 17-piece 

after dinner coffee service 0 

fine ivory china with gold 
edge lines and trim 


Stocked for 


Immediate Delivery 


Cco.. INC. 


New York 10, N. Y. 
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vear-round Ufabbed sn Geaiedy Coordinated Store Gift Wrapping Plan 


SCORES NATIONAL ACCLAIM! 


Proved Plan... Complete in All Detail 


» ++ Smooth, Economical... No Fee 
«+ « Want Details? Mail Coupon! 


It’s a landslide! Stores of all types and sizes, 
everywhere, are welcoming the integrated, profit- 
building Wrapped-in-Beauty store gift wrapping 
plan. You owe it to yourself to get the story; mail 
the coupon now! 


As for Your Customers 


—the plan gives them the excitement and buying 
incentive of a delightful, constantly changing, 
year-round gift wrapping program. 


As for Your Store 


—your gift packaging costs are predetermined to 
the decimal of a penny... inventory is automatic 
... ordering is in simple block units, without 
waste.... Your program is complete from pre- 
styled packages to promotion to clerk training 
to bow tying instruction. Even the location of a 
proper gift wrapping station is included. Here is 
an integrated plan, PROVED in the CPS years 
of leadership in this field. 


The year-round Wrapped-in-Beauty plan is tai- 
lored to fit your needs, and no fee is involved in 
using it to build profits in your store. Mail the 
coupon, know the particulars! 
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CHICAGO PRINTED STRING CO. 
2300 Logan Bivd., Chicago 47, Ill. 

Gentlemen: At no cost or obligation to me please send me informa- 
tion about the ‘‘Wrapped-in-Beauty” Store Gift Wrapping Plan. 
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Fine English 
dinnerware 
designed specifically 
for casual 
American living 


° e Blue fg ae - 
* decorations oe 
* on blue body 





Ban... Green 
. decorations | 16-piece 
on blue body starter sets 
*  @ Undecorated CANTERBURY 
: or TULIP $8.95 
: Undecorated $6.95 


eeeee#ee*#e#e @ #88 @ TULIP 


Retail prices) 
We believe that the solid-colored body of Blue Mist— 
in Booths Ribstone Shape—will establish a new 

trend. The ribbed surface decoration is confined 

to the rims of the plates and the outside perimeter 

of the serving pieces. Here are modern decorations — 
under the glaze—simple, informal—for daily use 

and a lifetime of service. 

Write today for illustrated Brochure #41 giving all 


details of styles, sizes and prices. MIDHURST IMPORTING 


CorRPORATION, 129 Fifth Ave., New York 3, N. Y. 


> 


Booths 


fine English dinnerware 
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Consistent Ad Program 
(From page 174) 





regular intervals, averaging around 10 such ads per year. 
Each features no more than three or four gift suggestions, 
with the maximum emphasis on sterling silver. Every ad 
is illustrated with a reverse cut line drawing of actual 
gift items from the stock, and with a cupid figure integral 
with the drawing. All copy leads into the slogan, “Gif. 
mean more in boxes from Armstrong’s,” which the Texas 
jeweler has adopted as a permanent theme in all jewelry 
advertising. : 

During National Baby Week and similar celebrations, 
the ad volume is much increased, with two or three eye. 
catching ads always drawn from the actual merchandise. 
and run on the woman’s page, or general news pages of 
Waco newspapers. Through these methods, as well as 
setting aside at least half of one of its eight display 
windows for baby gifts the year around, the department 
has achieved an unspectacular but consistent increase 
during each of the past five years. 











Can You Top This? 


An elderly lady purchased a fine watch from 
Norman Jewelers in Louisville, Ky. The watch de- 
livered to her was, of course, in the best possible 
condition, backed up by the jeweler’s reputation and 
integrity. All went well until the lady returned to the 
store and asked the watchmaker to inspect her watch. 


WHAZZAT 7 
Titk CANT 





‘What seems to be the trouble? Does your watch 
run slow?” 


The lady said no. 

“Does it run too fast?” 

The lady said no. 

“I suppose it stops occasionally?” 
The lady said no. 


By this time the watchmaker decided to quit being 
helpful and came directly to the point. 


“Well, why do you want me to inspect it?” 


“TI can’t hear it tick, so something must be wrong.” 
That’s what she said! 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St., New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town wil 
be used in story unless request is made to umit tt. 
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can We 
puarantee 





avery 
inno 


10 work 
forever ? 






Because we build them to stay out of the repair shop. If they ever need 
adjustment, your customers just send them to us to be put in perfect 


working order, without a cent of cost to them . 





. . or trouble to you! 


How many other things do you sell that give your customers 





this kind of guarantee ? 





One reason why we dare to do it is pictured below—an exclusive 
Zippo construction detail. Show your customers! What better gift for 
any man or woman smoker than a beautiful Zippo, with its 
sensational guarantee? Zippos give dealers a break too, through 

fast turnover, a good profit and satisfied customers. 


When you are asked to handle an unknown or fly-by-night 
imitation of Zippo, remember that a solid business is built on 
satisfied customers . . . that performance is remembered long 








after price is forgotten. 
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ZIPPO'S PATEN TED. ep 
CONSTRUCTION wr 
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PREVENTS|THIS 


A “‘flopover flint.” Note how the 
hard flint has worn the soft metal 
tube lopsided. This can mean a 
jammed, useless lighter. 














7; / oe O GUARANTEED TO WORK FOREVER 
Z ® 


No “flopover flints” because 
— the flint fits into 
this hard steel collar 
at the top of flint tube 


Lighters give trouble—bring 
customers running back to 
the dealer—when the flint 
wears against the metal tube. 
The loose flint then catches 
under the spark wheel and 
jams. But that can't happen 
with Zippo. The patented 
hard steel collar holds the 
flint straight and firm against 
the wheel for a lifetime of 
sure, easy lights. 





ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. 


This hard-selling story will be read by 27,260,000 Zippo owners 
and prospects in full-page advertising in Life Magazine. 


















pode since 1770 
THE VW FINE ENGLISH 


DINNERWARE 





















Lowestoft Stone China 
. S 1 


Made in England by W.T. COPELAND & Sons, LTD. 





IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 



































MARTINI MIXERS 
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#289 #287 


WATERFORD 
IRISH LEAD CRYSTAL 
in brilliant deep-cut designs 
RETAIL: ABOUT $11.50 


Immediate delivery from stock in a wide range of items. 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 E. 23RD ST., NEW YORK 10, N. Y. 


712 S. Olive St. (Merch. Mart) 44 York St. 
Los Angeles, Calif. Toronto, Ont., Canada 
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by MADELINE LOVE 





VERY piece of merchandise in a jewelry store js 

a potential Christmas gift. But has it occurred to 
you that some pieces are more “potential” than others? 
For instance, a diamond ring or a gold cigarette case is 
an obvious candidate for the role of Christmas present, 
And a sterling silver service or a fine china dinner service 
is a perfection selection—if the giver can afford it. 

But, let’s face it—for every prospective customer who 
can spend that kind of money, there are dozens—hup. 
dreds who must watch their expenditures, who have long 
lists of recipients, and who still want to give “something 
nice.” 

What are you planning to do about them? Are you 
going to let the gift shop across the street garner this 
business ? 

Look around your tableware and giftware sections and 
see if you don’t have many more potentials than you know 
you have. Examples: An extra place setting in her china 
or glass or silver for last June’s bride—or one of the 
many matching serving pieces; a twosome of after-dinner 
coffee cups and saucers; two extra regular-sized cups and 
saucers; two goblets in the recipient’s pattern. 

These items are mentioned simply to suggest a train 
of thought, and you can find many others, of course— 
gifts that are practical, attractive, and not too costly. Ii 
they are displayed already boxed with a descriptive card, 


they will strike the fancy of almost any customer. 
* ¥* * 


AMERICAN potters are doing a lot this Fall to promote 

interest in their products directly to the consumer. 
There is the American Dinnerware Fair this month— 
October 11-17—a week in which many retailers are work- 
ing with the manufacturers to increase popular interest 
in American-made dinnerware. And at the fifth annual 
Homefurnishings Show held September 17-27 in the 
Grand Central Palace, the United States Potters’ Ass0- 
ciation attracted much attention with its display of tab 
settings and its working demonstration of pottery-making, 
Craftsmen from the International Brotherhood of Oper 
ating Potters were there to show the various stages of 
production, with fascinated visitors watching the artisans 
casting, jiggering and applying decorations. “Theres 
Always Something New in American Dinnerware” Wé 
the slogan of the display. 
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150.380 SOUTH RAYMOND AVENUE 
DASADENA 1, CALIFORNIA 





Rapidly increasing its popularity 
“TEMPO” 


by *Royal Vienna Augarten 


Since its introduction “Tempo” has been steadily winning 
approval with dealers and their customers. This refresh- 
ingly new and modern dinnerware is made of the finest 
white translucent china by a factory famous for quality 





oe: 








(colored shoulder, gold bands) for over two centuries. 5-piece place setting $13.00 retail. 
The smart, the adaptable fine dinner china pattern in eight sparkling | SEE THE COMPLETE OPEN-STOCK DINNERWARE IN THIS | 
shades. Dark teal green, light sage green, grey, blue, coral, yellow, pink, AND IN OUR EQUALLY LOVELY HAND PAINTED oy | 
and sand. $15.50 a 5-pc. place setting. Write for your free folder. 
HudsonAvt Importing tl See : 
225 Fifth Avenue New York 10, N. Y. | 
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No, 992 is a 
Two-Piece Ensemble. Non-Tip 
Bean Bag Ash Tray with eg 
Safety Top and Cigarette Server. Top an 
These beautiful | bowl are burn-proof finished alchemist gold. 
} The base, rich gold thread brocade. Choice 
smokers of green, gold, white Pann — 
. m* a tic gift boxes. 
accessories | foreils for $500, 
are needed in : No. 955 Single Ash Tray ee — "Elegance" _. new modeon dade wilh Rete adld tte 
No. 994 Four-Piece Ensemble includes Pair a . u f 
every home } of Bean Bags, Cigarette Server and Gracious —Same apewrng finest platinum. . 
ever | Evans Lighter Packaged........ $17.50 5-pc. Place Setting with 1034" dinner plate in either pattern: 
ze } Send for literature on the complete DUK-IT $11.85. (Slightly higher South & West) 
office Line. Over 100 beautiful smokers accessories in Here are two of our many new patterns which will be available for 
metal, glass, walnut, leather. Fall Selling. 








McDONALD Products Corporation Write for illustrated — nt Seger ttennetten on other patterns 


Since 1930 9-41 WEST 23RD ST. 
219 DUK-IT Building Buffalo 10, N. Y. | HERMAN Cc. KUPPER, INC. Amd YORK 10, N. Y. 


rooms: NEW YORK—225 Fifth Ave., CHICAGO—Merchandise Mart 
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@ One of our dramatic new BLAZITE utility numbers. An unusual 
and distinctive award that means business for you. Features 
a smart-looking 342” electric clock movement. Available in 
ebony black or forest green BLAZITE. 


@ One of Trophy-Craft’s trend-setting walnut wood base awards. 
Constructed of the finest genuine American walnut woods, 
carefully selected to insure quality, hand rubbed to empha- 
size the true grain and natural beauty. A noteworthy award 
at an economical price. 


These are only a few of many suggestions from our new illustrated 


catalog. WRITE FOR YOUR Wada COPY AT ONCE! 


Sold only through recognized dealers. 


TROPHY-CRAFT CO. 


LOS ANGELES 26, CALIFORNIA 


249 N. RENO STREET ©@ 
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ENRY SAUL, who for many years has covered th 
territory between St. Louis and the Pacific Coast f 

Paul A. Straub & Co., Inc., of New York, has just pe 
om- 


pleted his twenty-fifth year with the firm. In recognitio) 


HENRY SAUL 





of his years of service, the company presented Mr. Sau] 


with a gold watch. 
* * * 


T a meeting of stockholders of the firm of Herman C. 
Kupper, Inc., following the recent death of Mr. 
Kupper, the following members of the firm were chosen 
to fill new positions: President, Albert Weber; vice 
president, Fred Grob; treasurer, Ruby I. Kupper; and 
secretary, Ella P. Cain. Mr. Weber has announced that 
no changes in the staff or in the firm policies are con- 
templated. 


% % * 


ANDREW SQUIRES, manager of the Keystone 

* China and Glass Show at the Fort Pitt Hotel, Pitts. 
burgh, has advanced the date of the next show opening 
from January 6 to noon on January 5. The show will 
continue through Jauary 14. Both of the other two Pitts- 
burgh Shows will be held January 6 to 13—the Pittsburgh 
Glass and Pottery Exhibit at the William Penn Hotel; and 
the Carlton House China-Glass and Pottery Show, at 
the Carlton House. 

The Southeastern China, Glass and Gift Show at At- 
lanta, Ga., will be held January 17 to 20 in the Municipal 
Auditorium; the Allied Gift and Jewelry Show at the 
Adolphus Hotel, Dallas, Tex., February 21 to 26; the 
Dallas Gift Show, same dates, at the Baker Hotel, Santa 
Fe Building and Merchandise Mart; the Western China 
Glass, Gift and Jewelry Show at the St. Francis and Sir 
Francis Drake Hotels and the Civic Auditorium, San 
Francisco, January 31 to February 3; Pacific Northwest 
Gift Show in the Seattle Civic Auditorium, February 
14 to 17. 


* * # 


HOMER PRITCHARD 





OMER A. PRITCHARD has been named assistant 
sales manager of the artware division of Lenos, 
Inc., of Trenton, N. J., and a separate sales organization 
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Pp ... Mom... Grandma and the kide all want 4 \ 


COLOREWE 
CROSLEY- HAD! 












Meet the Crosley Graduate—favor- 
ite of the college crowd! Takes lots of 
gaff, fits anywhere. Red, Chartreuse: 


$19.95!* 


FOR CHRISTMAS! “— 
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Crosley’s Come In Sky-High ie 
Styles .. . Glorious Colors 


%> ... And Bedrock Prices! 


Special engineering and circuitry 
give Crosley radios a magnificent 
console-like quality. Exclusive 
Crosley audio system provides 
remarkably rich bass tones. And 


$21.95;* Mottled mahogany only special transformers keep stations 


from “‘drifting.”’ 
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Grandma'll rock with Susie’ll 
pleasure over the Cros- gal pa 









be a one- 
rty with new 


ley Clock-Radio. 5 colors; 3-speed Crosley Port- 
fills every role from able Clock - Radio -Pho- 
waker-upper to house- nograph! Turns itself 
wife’s helper. 3 models: on and off; plays rec- 
$27.93,* $34.93,* ords of all sizes. Leath- 
$39.95.* erette case. $119.95.* 
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Here’s the Crosley V.1.P.© To brighten Mom’‘s 
for a Very Important Per- kitchen, to heighten 
son. Looks like clock, but is a your sales. Crosley Colo- SS 
clock-radio too! Rich tone, thanks radios. Crosley’s all-time AR 
to Crosley’s new 3-directional favorite. Phono jack; 5 
sound chamber. Operates appli- high-fashion colors. 
ances. 4 colors. $59.95.* $39.95.* 
* Suggested list prices. And now the Globe- 
° . . master—Crosley’s new inter- 
Brighten your life with a national short-wave/AM 
Crosley portable pulls in stations from 











CROSLEY © 
Cincinnati 


25, Ohio 


the world’s most colorful radios! 
AO A te OREN 





the most remote parts of the 
world. Superheterodyne 
chassis, telescope antenna. 
AC, DC, or battery. 3 colors. 
$64.95.* Less batteries. 


NAMED IN HONOR OF DOUGLAS AIRCRAFT'S FAMOUS 
“GLOBEMASTER."' THE WORLD'S LARGEST LONG 
DISTANCE TRANSPORT NOW IN PRODUCTION 
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MAN, THIS DISPLAY HAS GOT 
WHAT YOU NEED AND WANT! 


Seventeen (count ‘em, |7!) different, hard- 


Ran BB working sales messages on Crosley TV and radios 
Crosley s listened to what _ dealers scattered adroitly through the window. That 


said you most wanted in a window dis- house in the center (eye-grabbing, eh?) is only 


play pooled its know-how of win- 5% feet tall. And—best of all—the whole dis- 
nine play is flexible to the nth degree ... you can 


dow display problems with the talents drop pieces so that it works hard in a 6-foot 
of America’s window-dressing special- window or expand elements so that it hand- 
. | . somely fills an | 8-foot window. 

ists—and come up with a Christmas 

window g-u-a-r-a-n-t-e-e-d to stop 
shoppers and pull them into your store! Let us help you make THIS Christmas your best selling 


Christmas ever! Contact your Crosley distributor. He’s set and primed 
to put this Christmas window to work for you when you say the word. 


You can sell ‘em BETTER] on a CROSLEY 





















































has been set up under his direction to handle this phase Inc., display at the New York Cnina and Glass Show, 


of the business. Lenox’s new plant in Southern New using the firm’s new “French Provincial” line of dinner- 
Jersey 1s expected to be completed March 1, and it is ware. 
planned that all artware will be manufactured there. It was incorrectly attributed to Castleton China, Inc., 
Frederick W. Hois is general sales manager of the firm. as a part of its “Candlelight and Castleton” Fall and 
a alle Christmas promotion. Shown below is the bridal table in 
M ARK ENRIGHT, head of Enright-LeCarboulec, Inc., this promotion as it appeared at the Allied Gift and 
New York importers of Swedish glass, has ap- Jewelry Show in Dallas. W. J. Barrett, Castleton repre- 
pointed S. M. Haspel & Son, of Memphis, Tenn., as sales sentative, 1s shown (left) with a group of buyers. 


representatives in the Southwestern territory; and Anton 
Lieberman, of Elkins Park, Pa., as representative in the 
Middle Eastern territory. 


SO ae 














: Sipe elimination of packing charges by nearly all of 
ORRECTING a typographical error which appeared the American manufacturers of handmade glassware 
here last month, the table setting shown above is one offsets to a great degree the increase in prices which is 


in a series especially created for the Herman C. Kupper, taking effect this Fall. The price advance was forced 
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ull Ae . Brown Goat Moroceo.. Cow- Thousands upon thousands of your customers are 
. est 500 pre-sold WALES Quality Products. When they ask 
< | for WALES, they know they'll get the finest in 
x E-- WALES flue leathercraft. 
" m2 PiNC H PU RSE 
age sing gt see with KantcSpill cot BE SURE TO MEET CONSUMER DEMAND. Stock 
y..* holder, key.case, photo frame, and a WALES .. . Increase your sales. 
“ontere: <dbtten-down purse for odds and ends. 
Poe Pat, No. 189833. List $500 
| AE igs yh plus fed. tay Send today for a full color catalog of the WALES 
aiete alr we Line . . . You’ll be glad you did. 
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492k — Pocket secretary with 
~“~memo pad. Attached Gold 
“-* Pencil, comb, file and extra 
ee og Choice of Black, 


Send for sample assortment today. 
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COLUMBIA WALESCRAFT, LTD. 
22 W. 32no STREET, N.Y. 1, N.Y. 
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by the recent wage increase granted to the glassworkers’ 
union, and it ranges from, roughly, 5% to 12%. Without 
the addition of packing charges to the cost, however, the 
retailer’s margin of profit is enough greater to soften the 
blow of the price increase. 

* *% * 


agree pe—enet of sales effort is being worked out 
by A. H. Heisey & Co., of Newark, O., glassware 
manufacturers, and the American Ceramic Products, 
Inc., of Los Angeles, makers of Winfield China. When 
the plan is completed some time this Fall each territory 
will be covered by one salesman handling both of these 
allied but non-competitive lines. 


* * * 


An Elegant Setting 
(From page 170) 


York and Los Angeles. Another indication of the type 
of merchandise featured here was the introduction of 
International’s La Paglia silver line, with individual 
pieces running as high as $400. 

(3) As part of the new tone set for his store, De Roy 
introduced a greatly expanded bridal service. 

Approximately a third of the store is devoted to dis- 
plays of dinnerware and glassware which have been 
carefully coordinated in table settings with complemen- 
tary sterling. This section is divided exactly in half. One 
side is devoted to formal merchandise, the other to in- 
formal. On each side, a small consultation table has 
been set up for conferences with prospective brides or 





other customers. These tables are always equipped with 
place mats and napkins. With the customers seated, the 
sales person proceeds to build table settings, This are 
rangement allows room for showing tailored settings {or 
individual customers, enabling them to be seen as the 
will actually appear on their tables without detractions 
from other displays. 


USES BRIDAL REGISTRY 


With the establishment of these added bridal facilities 
the De Roy store has also put into operation a registry, 
The staff of the store checks engagement announcements, 
sending registry invitations to those who appear to * 
good prospects. 

Individual gifts of one or a few place settings each 
are encouraged, leading toward the goal of the eight 
places which entitle the bride to the ninth automatically, 
This ninth setting, in turn seems automatically to en. 
courage thinking toward service for twelve, rather than 
cutting short at eight. 

In keeping with the new tone of the store, which js 
generally more selective, De Roy’s decreased its actual 
selling area in the course of remodeling. Formerly, the 
selling area occupied almost the full length of the prem. 
ises. This left insufficient storage space. By building a 
partition which ends the selling space approximately 12 
feet short of its former back wall, De Roy’s serves the 
dual purpose of adding much needed storage space and 
creating a selling area which is easier to supervise and 
requires a smaller sales staff. 

In keeping with the overall tone, the store’s ads, which 











GOLD - SILVER ° 


| serictly Refiners 
Not Manufacturers 
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21 West 46th Street 





| Metals of Guaranteed Purity 


PLATINUM ° 
IRIDIUM - RUTHENIUM - RHODIUM ° OSMIUM 


W. solscit your Sweeps °° 


Filings — Scrap Gold and 
Platinum — Metals 


Your Ol Gold Shipmen bs 


Kastenhuber & Lehrfeld, Inc. 


Tel. LUxemburg 2-2320 
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Special Alten lion 


New York 19, N. Y. 
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he could appropriately give a gift of jewelry. In the case 
of Flex-Let’s Calendar-Dated jewelry, the manufacturer 
turns over his gift list to the jeweler, who writes to each 
person on the list, enclosing a return envelope, and asks 
for his birth date. The jeweler then forwards the infor- 
mation to Flex-Let Corp., which, in turn, encircles the 
dates on the jewelry, sends it individually boxed to the 
jeweler who delivers it to the purchaser. 


run regularly in the town’s Sunday newspaper, are in- 
situtional in nature. They feature the store as “The 
House of De Roy” and announce that customers can 
“Buy With Confidence at De Roy’s.” 

In every phase of its operation, then, Norman De Roy 
has treated his store as a setting for the best in jewelry 
merchandise, working on the same principle as a de- 
signer who creates his most lavish settings for the most 


precious stones. 





A Merchandising Plan for Getting 
The Business of Mass Gift-Givers 


The gift market is every jeweler’s business; it is, in 
fact, the main part of his business. With the Christmas 
shopping season approaching, every jeweler should be 
carefully considering every possible plan for getting 
his share of gift-buying in his community. 

Now, too many jewelers think only of the gift-buyer 
as an individual. Actually the biggest gift-buyer in a 
community may be a local industry buying gifts for = e ... 
employees or customers. lorax 

A plan aimed at getting this business of mass gift-givers 
was recently announced by Flex-Let. The recommended 
procedure is for the jeweler to phone each firm (bank, 
insurance company, manufacturer, etc.) explaining his is: 
plan to assist busy executives in making a notable gift of i 
selection for customers or employees, and ask for an 
appointment. 

Each of these prospects has many customers to whom 
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As part of its mass gift market campaign, Flex-Let is offering 
the above tray free, for use by the jeweler in presenting gift 
suggestions to different business concerns in his community. 








Millions read this in Reader’s Digest... 


Pactlic Silwer Cloth rated best in 
mpartial laboratory tests?! 









Impartial laboratory tests, reported in 
Reader’s Digest, proved that no other 
form of protection tested prevented tar- 
2 NY Ae \ — nish as effectively as Pacific Silver 
Same oa i aie Cloth . . . recommended by leading 
- ais silversmiths and jewelers! 

Your customers read about Pacific 
Silver Cloth’s proved protection every 
month in these national magazines: 
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Gorham’s new ‘‘Rondo”’ pattern 


protected from tarnish by roll 
of Pacific Silver Cloth 
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HOUSE BEAUTIFUL 
WOMAN'S HOME COMPANION 
GOOD HOUSEKEEPING 

BRIDE'S REFERENCE BOOK 
BRIDE'S MAGAZINE 










PACIFIC MILLS, Dent. R-10, 1407 B’way, New York 18, N. Y. 





Gentlemen: Please send me names of suppliers and descriptive 
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7 
pier 2" . —— | | 
( pa New visual wrap display | literature on Place-setting Rolls ——, Hollow Ware ;——, | 

hanna ie. helps you sell Pacific 4 Lined Chests ——, Packets ——, Wraps (yard and %-yard) ——. 
ie Silver Cloth! —_— | 
gg Point out the label and od | Neme — | 
“ _ beaver-brown color that Tiny silver particles in Pacific Silver Cloth | | 
identify the genuine trap tarnish gases... prevent them from | | 
Pacific Silver Cloth. reaching hollow ware and flatware. | Store Dept 
| 
« | Address 
Onty PACIEIC Silver Cloth | : 
- City Zone State | 
positively prevents tarnish |_———__—-_—-—~—_____~____~ J 
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wil easy and inexpensive with a 


MONARCH Price-Marking System 


Neat, business-like price-marking helps sell merchandise. 
It is a must in every retail operation—and so easy with a 
Monarch ‘“‘Junior’’ Price-Marking machine. 

Whether for self-service displays or for merchandise 
always shown by sales people, accurate, tamperproof price- 
marking speeds sales, saves time, gives customers a good 
impression of your business methods. Does away with the 
confusion and misunderstandings caused by smudged, illeg- 
ible pen or pencil price-marking. 





Send the coupon for more information without obligation. 













MONARCH “‘Junior” Price-Marking Machine, 
hand-operated. (Also available with motor 
drive.) 

*Prices quoted are for U. S., possessions 
and Mexico. State and City Tax when appli- 
cable, extra. 


STORE NAM 
50¢ 


The Monarch ‘‘Junior’’ Price-Marking Machine is 
the ideal choice for medium-sized stores and for 
chain units. Hand-operated, portable—easily car- 
ried anywhere in the store, Price-marks 60 sizes 
$75 00* and 9 different styles of tickets, tags and labels, 

° including the new pressure-sensitive SENSO labels 
F.O.B. Factory that need no moistening. 


> 


FILL OUT, CLIP AND MAIL 


The MO NARC H 


Marking System Company 
216 S. Torrence St., Dayton 3, Ohio 





| 
| 
| 
| 
| 
| 
Please send us, without obligation, illustrated folders on the | 
Monarch “JUNIOR” Price-Marking Machine; also sample | 
Monarch Tickets, Tags and Labels. | 

| 

| 
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ADDRESS 





POST OFFICE ZONE STATE 














He Capitalizes on Brand Names 


(From page 161) 


it is quite unlike a department store which fr 
huge, cumbersome backgrounds. 

“F or jewelry stores, the simpler the window the bett 
There S a very good reason for that: jewelry, silver - 
gilts are beautiful in their own right, and are not a 
utilitarian items that have to borrow beauty from 
ever setting a store can provide. All a jeweler may : 
the simple, subtle tones of color in soft material . 
out the beauty of the article.” 

While he works principally wih cloth, Gatto stil] ; 
charged with considerable construction work. There 
must be framework under the cloth and an artistic a 
such as Gatto’s is seldom content with simple drapin a 
the background. He likes little podiums and platen 
tiny stairways and other such props. But where man 
display men would buy these items and perhaps embellish 
them with paints or sparkling materials, Gatto sticks to 
his cloth. He builds whatever he needs out of soft wood, 
then covers it with whatever fabric he feels will best har. 
monize with his display. 


equently has 


S to bring 


HAS SMALL WORKSHOP 


On the second floor of Corrigan’s, along with the credit 
and bookkeeping departments and other offices, Gatto 
has a small workshop adjoining his own office. It ap. 
pears to be little more than what you’d expect to find in 
the garage of the average homeowner who only fixes the 
electric iron once a year. Plywood walls form a cubby: 
hole about three feet wide and three feet deep on top of 
a table fastened against one of the walls of the room. 
There are two or three different weight hammers, a brace 
and bit, a couple of hand drills, pliers, screwdrivers, saws 
and wire cutters. 

Just outside of this tool and work compartment, on the 
same table, is the “paint department,” occupying another 
three-foot area. Many of his paints are in compressed 
spray containers. Here too are a few models—a man 
playing golf, a plaster head and bust, a one-foot fluted 
Greek pillar. And on the other side of the tools is the 
machine shop, consisting only of a single eight-inch bench 
saw and a jig saw. The total area is less than 30 square 
feet. It’s all Gatto needs to build his frameworks. If 
they are small he covers them here; larger ones are cov: 
ered in the window. Sometimes his more elaborate 
framework are not covered at all, but are placed in the 
window to support and give shape to heavy drapery 
material hanging from above. 

“Actually it’s not very often that one has to make new 
elevations in this business,” Gatto says. “If they ate 
properly figured in the beginning they can be made at- 
justable and interchangeable and all I have to do is te 
cove them with the new fabric and rearrange them for 4 
new set-up.” 

Ingenuity is the prime ingredient in Gatto’s displays, 
and usually everything is carefully planned to achieve # 
certain effect. But occasionally he gets a smash display 
from something unrelated. When the 1950 Chevrolet 
were introduced, for instance, Gatto capitalized, on their 
advertising with a spur-of-the-minute display that wé 
novel and effective, and that cost him nothing. A Chev- 
rolet dealer, one of his friends, had a circular tut 
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table display that showed a small model of each new 
guto body style as it revolved. When the auto promotion 
was over, the dealer casually asked Gatto if he would 
have any use for the display. Gatto promptly said yes. 
Taking it back to the store, he placed it in a window and 
imply draped a new watch over each of the small Chev- 
rolets that revolved under a sign that shouted “All New 
Models.” 

Besides his specific aim of building windows that sell 
merchandise, Gatto has two other guides. “A window 
has to have a theme,” he claims. “And it has to have 
eye appeal, or dramatization. The merchandise must be 
displayed in a manner that creates a desire for possession 
by the passerby. But there is one other guidepost that 
must always be kept in mind, and that is to reflect, in 
the windows, the personality and character of my store 
and its management.” 

A window set up last July to dramatize the effectiveness 
of a watch’s waterproofing showed the watch running, 
under water, in a fish bowl. A model of an ancient auto 
with crank emphasized the watch’s self-winding feature 
and a small magneto dramatized the fact that it was anti- 
magnetic. 

Five months later, during the Christmas rush, people 
still were coming in and asking to see a watch “.. . like 
that one that was in the fish bowl.” 

Gatto’s windows usualy tie in with newspaper adver- 
tising and are backed up with in-store displays. There 
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All items are 1/20- 
12K G.F. quality. 
Order from your 
wholesaler today. 
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is always at least one window showing an “as advertised” 
feature and occasionally a short-item campaign is planned 
around some items such as an especially attractive silver 
tray that can serve as a good traffic builder. In such 
a case the windows, interior display and newspaper and 
radio advertising will all be focused on this one feature. 

Al Gatto’s files are loaded with letters of commenda- 
tion from the sales managers and oflicers of various 
manufacturers praising his windows, but the best com- 
mendation of all is the comment of store manager Leon 
Davis: 

“It sells merchandise.” 





Gift Wrapping 


(From page 117) 


materials have develped gift-wrapping material and tech- 
niques that are easy to employ. 

A leading manufacturer, the Chicago Printed String Co., 
has developed a complete program of gift materials called 
“Wrapped in Beauty!” It is a coordinated all year gift- 
selling and gift-wrapping plan built around a selection of 
24 pre-styled, wrapped packages. Styling is designed for 
the year’s 12 major gift-giving occasions and also for other 
gift events. The “Wrapped in Beauty” plan is intended 
as a service for every department in the store, which en- 
courages store-wide participation in gift wrapping. 

One of the main advantages offered by the Chicago 








.... ALL METAL 
PICTURE FRAME IN 
EACH PACKAGE 


Little 


\ Princess 
>, KIDDIE 
Assoriment 


Make these profitable Kiddie sales easier 
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with this new Little Princess assortment because 
now Little Princess has an added selling feature to 
help you sell more kiddie jewelry. Each locket is 
framed in our new (re-usable) all metal picture 
frame and enclosed in an attractive gift box. 


L. 3S: PETERSON CO. 


NORTH ATTLEBORO, MASSACHUSETTS 


Fine Cameo jewelry for the ladies — 
Olle jewelry for the Men 


WHOLESALERS: BE SURE TO SEE THIS UNIQUE ASSORTMENT, ALSO THE COMPLETE NEW SPRING LINE AT 


PROVIDENCE MARKET WEEK, NOVEMBER 8-20. 
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[ODD SIZE MOVEMENTS 


All Steel Water Resistant Men's and Ladies’ Watches 





STEVEN MAYER, Inc. 


Watch Importers 
PLaza 7-7586 


580 FIFTH AVENUE NEW YORK 19, N. Y. 


























NOW! You Can Sell 
College Rings 


at a FULL PROFIT, 
with No Investment! 


Here’s your money- 
making answer for your 
customer’s “What will I 
buy ?” gift problem. Sell 
to alumni or under- 
graduates from our il- 
lustrated, colorful cata- 
logue. Rings for any 
accredited college in the 
United States can be 
ordered, one piece at a 
time. No Die Charge! 
No Minimum Order! 





FREE! Send for selling catalogue, complete 


information, counter display card, 











COLLEGE SEAL & CREST COMPANY 


Dept. J-10 
236A BROADWAY 
CAMBRIDGE 39, MASSACHUSETTS 
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firm’s plan is cost control of the gift-wrapping Service, 
The cost of materials used in the gift packages ranges from 
8¢ to 27¢ per package. Chicago Printed String provides 
the jewelery store with complete cost information for 
every package that is offered in the program. Thus the 
jeweler can take his volume for last year and use jt to 
predetermine the cost of his gift-wrapping service for next 
year. 

Other features of the “Wrapped in Beauty” program in. 
clude ordering in simple block units, having all the mate. 
rials available from one source, and styling in advance 
for all gift occasions of the year. Styling includes pack. 
ages for bridal showers, with the current year’s package 
dramatizing shower drops on the wrapping paper. There 
is no service charge. 


A GIFT-WRAPPING STATION 


If the jeweler is opening a new gift-wrapping depart. 
ment, Chicago Printed String is ready with blueprints for 
the construction of a gift-wrapping station suitable to the 
size of the store. The firm offers suggestions for the de. 
partment’s location and information on forms and pro- 
cedures for handling gift-wrapping traffic and routing of 
packages. The “Wrapped in Beauty” plan includes sug. 
gestions on training, advertising, displays and sales aids, 
Plans are also available for a kick-off meeting of store 
personnel to undertake the program. 

If the jeweler doesn’t care to undertake such an exten- 
sive plan, and prefers to select his own wrappings and 
ribbons, he should know that the dramatic feature of 
modern gift-wrapping is the bow. Even the finest wrap- 
ping papers require the distinctive touch that only color- 
ful ribbons and bows can provide. Taffel Brothers, Inc., 
of New York City, gift-wrapping paper and ribbon spe- 
cialists, list the most popular bows as the star bow, the 
streamer, the double loop and the rosette. The firm has 
originated its own “Taffel Touch” bow. Detailed instruc- 
tions are available from the company on its most popular 
bows, printed on durable, convenient-size instruction 
sheets. Taffel Brothers has designed special ribbons for 
all gift occasions. Its newest Christmas ribbon is called 
“Silvertone.”’ Another new ribbon is “Colorama,” made 
from satin, with each pattern combining four colors. 

Beautiful bows and ribbons have more variation than 
the average jeweler realizes. The Minnesota Mining and 
Mfg. Co. of St. Paul has developed a ribbon called 
“‘Sasheen,”’ which it describes as versatile, flame-resistant, 
and crush-resistant to the extent that after being shaped 
into bows and rosettes, it withstands the effects of normal 
rough handling. Made of a light-weight non-woven 
fabric, it features a high, gloss-like sheen. Color selec- 
tions include 12 varied hues, including pastel shades. 

Using its “Sasheen” and “Decorette” ribbon brands, 
the St. Paul firm has originated the “Magic Bow.” It is 
a pom-pon type of bow and its leading advantage is pre 
fabrication of the hank, which can be done during slack 
periods, allowing a supply of bows to always be on hand. 
Hundreds of these flat hanks take very little storage 
space. When the gift-wrapper is ready to decorate the 
package, the pre-fab hank is fluffed out into a finished 
bow. 

In addition to turning the pre-fab hank into a pom: 
pon bow, it can also be made into three other types of 
bows. The multi-color pom-pon is made up of two o 
more ribbons of different colors. Another variation }s 
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the carnation bow, created by trimming off the ends of 
all loops, which gives it the “powder-puff” appearance 
of the fower after which it is name. A third variation of 
the “Magic Bow” is the poinsettia bow. The petals of 
this ribbon flower are cut all at one time, and at this 
point, the bow can be stored for future use. The finished 
how is pulled out by locking the petals in place, one at 
a time, to either side, just before putting it on the pack- 
age. These four bows offer the advantage of prefabrica- 
tion, which in turn allows the maker to estimate and 


control yardage. 





2 Press roll together in center 
so two loops of bow are the 
same length, and fold over 
tightly. 


] Wrap one to three yards of 
“Sasheen’”’ loosely around hand 
into a neat roll of the desired 
bow diameter 





4 Hold bow with left hand and 
pull an inside loop to the right 
with the right index finger 
Twist loop down across center 


3 Cut out two “V" shaped 
pieces. Secure bow at ‘“‘V"’ with 
8-inch strip of ‘“‘Sasheen"'— it’s 
strong, too! 





6 Follow steps 4 to 6 until all 
loops on both ends are fluffed 
out. Pat into shape and tie bow 
to package. Simple? It’s magic! 


5 Repeat, pulling next loop 
from same end to the left with 
left index finger. See how 
“Sasheen” takes graceful 
curves and folds! 


How to hand tie the pom-pon "Magic Bow" in six easy steps. 
Courtesy of Minnesota Mining and Mfg. Co., St. Paul, Minn. 


Instructions for forming the pre-fab hank and the 
finished “Magic Bow” are avilable from the company on 
durable and easy-to-follow instruction sheets that can 
be posted in the gift-wrapping department. What? You 
can't tie a bow? Minnesota Mining recently introduced 
a machine that forms the “Magic Bow,” using “Sasheen” 
and “Decorette” brand ribbons. Called the “Magic Bow 
Tyer” (No. S7), it literally cranks out pre-fab hanks for 
pom-pons at better than 150 bows per hour. 


Each hank is formed by simply turning a handle which 
cranks the desired amount of ribbon, depending on the 
size of the bow, around a pair of adjustable winding 
arms. The hank is then manually removed from the arms, 
cut from the ribbon roll, pulled down through a razor- 
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Undersells them 
all — ladies 17- 
Jewel beauty, 
heavy 10K yel- 
low rolled-gold 
plate case, J-B 
cord attachment 


PROMOTE 


PS ie 


PROFIT 


WITH THESE 


TOWNE 


WATCH 


LEADERS 



























17-JEWEL 
SUPER - SPECIALS 


$995 


YOUR PRICE 


Men’‘s special, 
precision 17-Jewel, 
heavy 10K rolled- 
gold plate case, 
padded leather 
strap — a profit- 


FULLY ked lit 
packed quality 

GUARANTEED Md price-beater. 

10-DAY 

INSPECTION 


Presentation 
Boxes... 


75¢ each 


Order these 
terrific sellers 
today — beat the 
price-cutting competi- 
tion with real promotional 
values that EARN PROFITS. 
There’s never been a buy like 
this. Order now. Also see our com- 
plete selection of high-styled, precision 
crafted Towne watches — ask for full 
descriptive catalog. Towne watches are 
sold through retail jewelers only. 


TOWNE WATCH CO. 























; “a 

. TOWNE WATCH CO. : 
: 29 East Madison St., Chicago 2, Illinois 5 
a Ship Towne Men’s Specials - 
: Ship Towne Ladies’ Special ‘ 
& Ship Presentation Boxes 3 
- [] Send complete catalog : 
+ 

- Name _—— Ps 
4 Address : 
. City State : 
bene aea sae eeuesaesaesesesasaesesesseoend 
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Dear Friend and Customer... 


The other day we secured several jewel-like reproduc- 
tions of a classic Cameo. This is a copy of a famous 
museum piece featuring the incomparable work of an 
Italian master of the early XIXth century. It has been 
mounted in calendar style on soft, velvety Patomic 
Valour—an ideal background to bring out the beauty 


of a Cameo. 


We are laying aside one for 
you... Please feel free to 
stop in and pick it up at 
your convenience. There are 
no obligations. Just present 
this card and the gift is yours. 


POSTCARDS imprinted with 
the above copy are yours free 
with each order of our Cameo YOUR NAMI 

calendars. AND ADVERTISEMENT 
By sending these cards to pros- eT ee 
pective customers and inactive 
accounts you not only increase 
store traffic but put your adver- 
tisement in the homes of your 
customers for the entire year. 





Samples sent upon request 


SOUDER'S 


883 BROADWAY ALBANY 4, N. Y. 





Exclusive... 


5. ar P achaging with 


Young's Rosette 
SNAP HINGE 
BOX 


Beautiful, eye-catching snap hinge 
packages for your products... . 
featuring Young's Rosette Snap 
Hinge—made only by Douglas 
Young, Inc., and licensed box 
manufacturers. Patented in the 
United States, and patents pend- 
ing in Germany, France, England 
and Canada. 
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110 Kenyon Avenue ° Pawtucket °° R. |. 
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Stainless Steel Blades 


by oe plou 


For New Goods or Repairs 





A. Bottle Opener (Ring Type) 8B. Cap Lifter (Hook Type 
C. Knife Blade (Medium) D. Cheese Scoop 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 





NORTHAMPTON CUTLERY COMPANY e 
NORTHAMPTON 2, MASS: @ ESTABLISHED 1671 
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Everybody Wants A a 
TREASURE DOME 


Sensational demand. Makes old watches 
modern, useful timepieces ... glorifies 
medals. Nationally advertised. Market test- 
ed, sales proven, presold, 80% of customers 
have heirloom watches. Gain goodwill, 


repair jobs with Treasure Domes. Proud 
possession, perfect gift. DuPont Lucite 
Dome. Ebony, mahogany, blonde wood 
bases. Impulse item. Display with watch; 












ay 


RETAILS FOR $3.95 | 
2 doz. $14.22; 1 doz. up $24.00 per CAROL BEATTY CO. Dept. J3-0 


see them sell. 





doz. Shipped prepaid if check with 7410 Santa Monica Blvd. 
order. No C. O. D. (6 doz. shipped Los Angeles 46, Calif. 
open account to D&B rated stores.) : 


















COM cave FREE Gavel Display Case’ 


HEADQUARTERS!” 






3 Gavels in assorted Men's and 
Ladies’ sizes in Rosewood, Cocobolo, 
Ivory Plastic; with mounted Sterling 
Silver Bands and 2 assorted Sound 
Blocks . . . gives you complete sell- 
ing assortment. Beautiful Walnut 
Case is free! This Sales- Making 
**Space Saver'’ measures only 2°’ 
x 16"". Has dust proof hinged glass 
top. Contents only $25.62 net. Be- / 
come ‘Gavel Headquarters'’. Send £ 
for Free Display Case Deal today on 
trial basis. Return collect if not "tetao’ 
completely satisfied. io. 
Send for Illustrated Price List 
of Complete line - 


LIGNUM VITAE PRODUCTS CORP. 
e 


99C Bovd Avenue Jersey City 4, N. J. 
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edged notched and then tied at the notch with a ready- 

io-use narrow strip of ribbons. 

The No. S7 tyer can be adjusted for any size bow from 
3 to 8 inches in diameter, and can accommodate ribbons 
up to 114 inches wide. Through means of a special slip 
nut, the ribbon roll can be changed in about two seconds. 
4 multi-color attachment (No. 58) is also available for 
yse with the “Magic Bow Tyer.” Two or three color 
bows can be cranked out just as rapidly as one-color 
bows. The tyer is nationally obtainable from wholesalers 
for $26.95, and the attachment is available for an addi- 
tional $5.50. 

By this time, perhaps the jeweler is wondering about 
the cost of gift-wrapping. One leading manufacturer es- 
timates that an initial investment of about $40 can set 
up a complete gift-wrapping department. The Orchard 
Paper Co. of St. Louis says necessary materials are one 
spool holder for ribbons, costing about $1.00; two ream 
rolls containing 833 feet of gift paper, one 12 inches wide, 
the other 18 inches wide, running about $18; three or 
four special 20 inches wide by 100 ft. cutter box rolls, 
costing about $2 each; and about four rolls of 42 or % 
inch wide ribbon. This gift-wrapping supply will last the 
average jewelry store from six months to a year, depend- 
ing on its size, according to Orchard Paper. The cutter 
box rolls and the ribbon should be in a variety of de- 
signs to appeal to the particular desires of the jeweler’s 
customers. 

Special jeweler’s cutter box rolls are also being mar- 
keted by Orchard Paper. This roll is only 7% inches wide 
and contains 150 lineal feet; it is put in every type of 
gift-wrapping paper that a jewelry store needs, with over 
200 selections available. Special cutter box rolls for 
jewelers in this size are also made up in “Kromekote,” 
Orchard’s fine gift-wrapping, which gleams with a high 
sheen and offers high quality printing designs. 

If the jeweler is starting a new gift-wrapping depart- 
ment, he requires all-round instructions on actual gift- 
wrapping and ribbon tying of packages. The Dennison 
Mfg. Co., Farmingham, Massachusetts, has published an 
interesting booklet for the consumer, entitled “How to 
Gift Wrap,” which would be very helpful to the jewelry 
store owner, since it describes the fundamentals of gift- 
wrapping. The booklet describes in detail how to wrap 
boxed and unboxed gifts, how to wrap a box which is 
larger than the paper, how to wrap a round box and how 
to handle items of irregular size. Wrapping gifts that 
must travel, doing gifts for special occasions and other 
phases of gift-wrapping are included. 

The gift-wrapping materials described above are sales 
aids for the jeweler in gift-merchandising. Without gift- 
wrapping the jeweler cannot realize his full sales poten- 
tial in gift merchandise. If you're not realizing that 
potential, contact your gift-wrapping materials whole- 
saler or the manufacturers mentioned in this article. They 
are listed here for your convenience: 

a Printed String Co., 2300 Logan Blvd., Chicago 
Taffel Bros., Inc., 95 Madison Ave., N. Y. 16, N. Y. 
Minnesota Mining & Mfg. Co., 900 Fauquier Ave., St. 

Paul 6, Minn. 

reed Paper Co., 3914-24 Union Blvd., St. Louis 15, 
0. 


Dennison Mfg. Co., Framingham, Mass. 
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Fast seller 
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Self seller ia 
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finger 
pressed 
top 


WHIRLS 
SPOON 
RAPIDLY 


























Quickly makes the 
smoothest mixtures 
you've ever tasted 
in foods and drinks 





Everybody is buying SPOONOMAT! The most efficient 
mixer ever invented. Makes work easier and faster 
for men, women, nurses, bartenders, etc. Easy finger 
pressed top spins the spoon so rapidly it creates a 
whirlpool of liquids, mixing quickly and thoroughly 
—from the bottom to the very top. A real time and 
work saver! 

It gleams like a jewel. Precision made of gleaming 
stainless steel 100% inside and outside—never tar- 
nishes—never rusts—no parts to get out of order, 834” 
long—comes in attractive gift box. Retail price $3.95. 
SPOONOMAT is the most appreciated gift for Christ- 
mas, Birthdays, Anniversaries and AIL occasions—all 
year round. Display it, show it to your customers 
and watch SALES BOOM. Promotional material avail- 
able—mats, displays, mailing folders. Cash in on this 
profit-making best seller. Write today for full-profit 
discounts and descriptive folder. 


MARICOPA TRADING CO. 
Dept. JC-10, 115 Broadway, N. Y. 6, N. Y. 
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Jewelry Market Week 


Sponsore 






Inc. 





Coe YOO 
©6028 OO 





qualify as 4 Wholesaler . - -- 
you are cordially invited fo 


LRY BUYERS 


Sheraton-Biltmore Hotel, Providence, Rhode Island 
November 8 through 19 


WHOLESALE JEWE 


Over 200 costume jewelry and closely allied manufacturers 


will present advance showings of newest spring lines 






Fourth Annual Wholesale 


ed by Manufacturing 
Jewelers Sales Association 


MANUFACTURING JEWELERS SALES ASSN.. 





MARKET WEEK 







Early reservations are advised. 
Better accomodations avail- 
able on weekends. Apply direct 
to Sheraton- — Hotel, 
Providence, R. |., Charles H. 
Mullaney, Resident Manager 
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REFINING 
PRECIOUS METAL 
WASTES 


GOLD-SILVER-PLATINUM 
By C. M. Hoke 





A Valuable Han dbook 


f or the Jew eler 


$6.00 


Postpaid 


Remittance with Order 
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The Book Shelf 


A History of Jewellery, 1100-1870, by Joan Evans. Pub- 
lished by Pitman Publishing Corp., New York and London. 
940 pages; 10 color plates; 176 black and white plates. Sent 
postpaid anywhere in U.S.A. by Book Department, Jewelers’ 
Circular-Keystone, 100 E. 42nd St., New York 17, N. Y., for 


$17.50. 


There is no greater authority on old jewelry than 
Dr. Evans, who has been writing books and articles on 
the subject since 1921. This magnificent compendium 
covers the periods in jewelry making that she considers 
the most productive. She begins with the early Middle 
Ages, about 1100 A.D., when she feels that “the cycle 
of European economic life once more made it possible 
for artistic creation to break through the shackles of 
tribal tradition.” The closing date, 1870, is determined 
by three events: “in 1868 South African diamonds, that 
by their quantity were to commercialize fine jewels, were 
first offered on the Paris market; in 1869 the first 
mechanically made collet setting was produced, to intro- 
duce an element of mass production into gem-set jewels: 
and in 1870 the fall of the Second Empire brought to an 
end the centuries of court patronage that had made Paris 
the chief focus of the decorative arts, through a long era 
of European history.” 

A long series of half-tone plates occupies almost half 
of the book. They are in sequence, following the text, 
through which the color plates are interspersed. The 
reader will find that he has to keep one finger in the back 
continuously while he is reading, so that he can keep 
referring back to the illustrations being discussed. Dr. 
Evans begins with the early Middle Ages when the jewels 
were rather simple and the stones largely cabochon-cut. 
She considers the later Middle Ages a transitional period, 
when gems were available in greater quantity and more 
skill was shown in their cutting. Diamond cutting had 
progressed from the simple half octahedron to the table 
cut, and now to more complicated facetting. The develop- 
ment of cutting tended to shift the emphasis from filigreed 
and enamelled gold to gems. It took, however, over 100 
years to make the change. 


SOURCE MATERIAL IS VARIED 


Dr. Evans’ sources have been varied and interesting. 
Many illustrations of jewelry are to be found in the por- 
traits that will be found in art galleries. Illuminated 
manuscripts were adorned with jewelry designs along the 
edges. Estate appraisals and court cases have provided 
more evidence on the nature and status of jewelry at that 
time. Actual examples of old jewelry are few, for most 
of them were broken up in later years to use the stones 
again and again. 

The chapters on the Renaissance, with the illustrations, 
show that jewelry too, was affected by the classical art, 
with this exception; that for jewelry this was not so much 
ofa renaissance. For Greek and Roman cameos had been 
used in new jewelry for centuries, indeed, right up to this 
lime. However, the inadequate supply of fine Greek and 
Roman cameos led to their imitation by Renaissance 
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artists. Dr. Evans feels that many of them should be 
judged as much in terms of miniature sculpture as in 
jewelry. The 17th Century jewels show a change and an 
improvement of taste. The complicated enamelled figures 
went out of fashion and» the emphasis shifted from 
enamelled gold to gems. Watches began to be generally 
worn, and the cases received the most delicate ornament 
in enamel that the craftsman has ever achieved. Toward 
the end of this period there was beginning to be some 
cheaper mass production in a sense; the Wedgwood 
“cameos” and the Bilston enamels of the late 17 hundreds 
will still be seen in antique shops. Cut steel jewelry was 
made in both England and France. 


THE RISE OF MEMORIAL JEWELRY 


The nineteenth century saw the rise of memorial 
jewelry, mourning rings and clasps, hair brooches and 
inscribed enamel medallions. In France there was more 
of a revival of Romantic and Renaissance styles, copied 
from old sketches. Since these jewels have commonly 
survived, it is interesting to note that many can be rather 
precisely dated. A bird defending its nest against a snake 
came into fashion around 1835 and remained popular 
for about 20 years. The Algerian campaign of 1840 
brought Algerian knots and tassels into style. In 1848 
there was a vogue for golden boughs of rotten wood. 
In England the sentimental brooches favored by Victoria 
influenced popular fashions. She had a bracelet set with 
the first teeth of all her children. After 1860, Dr. Evans 
says “pettiness and silliness invaded the design of jewels. 
Lizards, snakes, dragonflies and beetles were in fashion. 
In England there was a fashion for house flies, under 
crystal, or jewelled, about 1867.” 


THE ART OF JEWELRY 


She concludes in a pessimistic tone, saying that, “It is 
not easy to see the future for the art of jewellery; it may 
even be considered that as an art it has not a future. 
For all the centuries of recorded time it has existed as an 
art in which style and fashion were set by the taste of an 
aristocracy; bourgeois jewellery, peasant jewellery and 
jewellery in less precious materials such as we now call 
costume jewellery, all imitated court fashions. This 
source of inspiration has come to an end.” 

She does not feel that the “modern” jewelry makers 
have even the sincerity of even the older costume jewelry 
makers. Her point that “what the modern world needs 
in its jewels—as in all else—is the serious pursuit of 
beauty. Without it, all is lost” is well taken. She com- 
plains that American costume jewelry manufacturers are 
already making jewelry not designed to outlast the dress 
they adorn. And she concludes, “It may be that the next 
century will see jewels being produced that are of no 
more value or account than a button or a tassel; and 
one of the oldest of human crafts will have been brought 
to an end.” A long bibliography follows, succeeded by 
an index and the plates. 

Dr. Evans book is stimulating, and her conclusions 
thought provoking. It is to be highly recommended to the 
jeweler, and, though not inexpensive, is well worth the 
price. It might stimulate the jeweler to learn more of the 
traditions of his trade and lift him from his preoccupa- 
tion with the sale of the solitaire. 
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Briefly 





MAURY ASH JOINS GRUEN. Maury Ash, formerly Eastern Sales Manager of the Elgin 
National Watch Co., has been appointed Assistant Director of Sales for the Gruen 
Watch Co., it was announced by Abraham S. Braude, Vice President of Sales. In 
his new position, Mr. Ash will work directly with Mr. Braude in the develop- 
ment of retail sales planning and will supervise field contact for the eastern 
half of the United States. At the same time, Mr. Braude announced the promotion 
of J. Solon Maguire to the post of Export Sales Director. 


ANSON CALLS FOR FAIR TRADE CONTRACTS. All authorized distributors of the Anson 
line of men's jewelry have been asked to sign fair trade contracts. Forms were 
mailed to distributors during late August, along with a letter from Olof V. 
Anderson, president of the firm, explaining the need for this action. He noted 
that "As a result of wholesalers competing with themselves, some of them have 
made it a practice to give excessive discounts, thereby cutting into the profit 
structure they are legitimately entitled to." 


TARIFF COMMISSION TO INVESTIGATE WATCH IMPORTS. It was announced by the U. S. 
Tariff Commission last month that it is beginning an investigation of watch in- 
ports at the request of three domestic manufacturers who asked that this country 
invoke the "escape-clause" protection of the Trade Agreements Extension Act of 
1951. The Commission's first hearing in the matter will be held in Washington 
on January 12, 1954. 


ACTION EXPECTED ON EMPLOYEE DISCOUNT CLUBS. The Department of Justice, acting at 
the urging of Secretary of Commerce Sinclair Weeks and the District of Columbia 
Business Practices Council, was preparing late in September to take legal action 
to stop the operation of employees' discount clubs. The Department is expected 
to order an immediate end to such practices as the soliciting of orders on 
government time, the use of government office space, stationery, and telephones, 
and the use of any type of promotional material that tends to imply endorse- 
ment of discount "clubs" by the Federal Government. 


EDUCATIONAL PROGRAM ON PX ABUSES PLANNED. Members of the jewelry industry are en- 
barking upon a program of educating Congress and the public on the abuses of 
retailing practiced by military exchanges. Bernard N. Burnstine, of Burnstine's 
Jewelers, Washington, D. C., is calling upon members of his Post Exchange 
Committee to lend aid in preparing a presentation of factual data. When the data 
is gathered it will be printed in brochure form and made available to members 
of Congress, the press, and interested citizens. Publication is scheduled for 
about November l. 


HEARING ON SYNTHETIC STONE IMPORTS BEING CONSIDERED. As we go to press, the Tariff 
Commission was still considering the advisability of holding a hearing to 
determine whether patent rights are being violated by importation of synthetic 
Star sapphires and rubies. The Commission reports it has not computed the 
dollar value of these imports. Linde Air Products Co. requested in August that 
the Commission bar from entry shipments of these synthetic stones. 


CRAIG R. SHEAFFER RESIGNS. Craig R. Sheaffer, former president of W. A. Sheaffer 
Pen Co., resigned as Assistant Secretary of Commerce for Domestic Affairs. Mr. 
Sheaffer is expected to return to the pen company which bears his family name. 
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ANRJA Hits House Report 
On Military Exchanges 


Early last month the American National 
Retail Jewelers Association waged an 
attack against a report by the House 
Armed Services Subcommittee on the con- 
duct of post exchanges. The report, issued 
by the House unit on August 12, dis- 
agreed with documented charges that PX 
regulations were not being enforced prop- 
erly and rejected a proposal that the list 
of salable items be changed. 

Charles M. Isaac, executive vice presi- 
dent of ANRJA, made public September 
4 a letter to Representative Dewey Short, 
Republican of Missouri, chairman of the 
Armed Service Committee, and to mem- 
bers of its investigating subcommittee. 

The House unit’s report, the letter says, 
“contains statements and_ implications 
which have the effect of vilifying and 
castigating the retail merchants of the 
nation.” 

Mr. Isaac adds that the committee 
singled out the trade for criticism in re- 
porting that most of the protests it had 
received came from jewelers and should 
be ignored. 


CALLS CHARGES ‘UNJUST’ 


His letter said: “Inferences in this re- 
port that retailers are ‘unscrupulous char- 
acters’ who ‘mulct’ the serviceman of his 
small pay indicates that the members of 
that committee have been led to distrust 
the honesty and integrity of the retail 
merchants of the nation. Legal justice re- 
quires that only those proved guilty shall 
be punished. It is most unjust to indict 
a whole industry or a segment of that 
industry in order that Government compe- 
tition with private business may be pre- 
served. 

“The patriotism of retail merchants of 
the nation has not been an issue in pres- 
entation before the House Armed Services 
Committee. Sons and daughters of retail 
merchants, as well as retail merchants 
themselves, have served with distinction in 
our armed forces. It seems most unfair 
to cast suspicion and doubt upon the 
patriotism of these veterans who prefer 
civilian careers rather than military 
careers,” 

In concluding, the letter stated: “We 
wish you to know, and believe it appro- 
priate to advise you, that the American 
National Retail Jewelers Association is 
gravely concerned with the implications 
contained in this report, as well as the 
basic issue which lies at the cornerstone 
of our American free enterprise system.” 
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Retailers to Publish Factual Brochure 
To Educate Congress on PX Abuses 


Jewelry retailing is embarking upon a 
program of educating Congress and the 
public on the abuses of retailing prac- 
ticed by military exchanges. 

There is a growing belief among re- 
tailers who suffer from the type of ag- 
gressive competition offered by the Army, 
Navy, and Air Force stores that neither 
the Congress nor the public is fully aware 
of the Federal Government’s “infiltration” 
of the jewelry trade and other retail 
operations. 

Bernard N. Burnstine, of Burnstine’s 
Jewelers, Washington, D. C., is calling 
upon members of his Post Exchange 
Committee (of the National Jewelers’ 
Association) to lend aid in preparing a 
presentation of factual data. The data 
assembled by Mr. Burnstine’s committee 
is to be printed in brochure form and 
made available to members of Congress, 
the press, and interested citizens. Pub- 
lication is scheduled for around Novem- 
ber 1. 

Mr. Burnstine points out that there is 
widespread misunderstanding of retail- 
ing’s goals in the battle against unfair 
government competition, as well as mis- 
understanding over the inroads the mil- 
itary exchanges have made in the re- 
tailing economy. 

The American Retail Federation has 
also renewed its campaign against those 
phases of military retailing that compete 
unfairly with established retailers. 





In a letter to Chairman Dewey Short 
of the House Armed Services Committee, 
Rowland Jones, Jr., president of the 
American Retail Federation, says _retail- 
ing is at a loss to account for a re- 
cent Armed Services subcommittee report 
which, in effect, gives the military ex- 
changes a clean bill of health. 

Mr. Jones’ letter read in part as fol- 
lows: 


“After rather extensive study of the 
‘Report on Armed Services Exchanges 
(PX’s) 1953’, released last month by 
your Subcommittee on Defense Activities, 
we are still at a loss to account for the 
report’s content. The document is so 
out-of-character with recognized congres- 
sional standards that we can only con- 
clude that the Subcommittee staff charged 
with preparation of the report became 
obsessed with a completely prejudiced 
point of view. 


“The Subcommittee’s report is so 
charged with distortions, with baseless 
allegations and with conclusions that have 
no factual support, that a carefully docu- 
mented analysis of the real facts and 
of retailing’s historic position with respect 
to armed services exchanges is needed to 
set the record straight. We mean to pre- 
pare such an analysis and request that 
your Committee reserve judgment for a 
few weeks until we can complete this 
undertaking.” 





Treasury Dept. Considers 
National Sales Tax as 
Source for New Revenue 


The buying public is due to have about 
$1.3 billion in additional spending power 
by next June—if Congress sticks to the 
present time-table of automatic cuts in 
individual income and excise tax rates. 

Under present tax laws, individual in- 
come taxes are due for a cut of slightly 
more than ten per cent on December 31. 
Rates on some appliances and other items 
are due to revert to 1950 rates by April 1. 

Government economists say consumers 
now plan to spend a substantial part of 
these anticipated tax savings in the retail 
marts. At the same time, the federal 
government is trying to find ways to siphon 
it back into the Treasury. 

Biggest threat to the taxpayers’ purse 





and also the hottest subject in Washington 
last month was the apparent leaning of 
the federal government toward a national 
sales tax. 

However, state governments were ready 
to nail up “No Trespassing” and unlimber 
guns on the side of trade groups to repel 
invasion should any real drive for a sales 
tax develop at the next congressional 
session. 

Reason is that the states don’t want the 
federal government cutting in on this 
lucrative source for revenue. Last year, 
some 30 states for which approximations 
are possible grossed more than $2.4 billion 
in this manner. 

Faced with a reduction next year of 
several billions in federal revenue, Treasury 
Secretary George M. Humphrey is playing 
his cards close to the vest. 

He admits he is studying any and all 
potential new revenue sources, but de- 


(Please turn to page 203) 
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Jewelry Manufacturers to Show New Lines 
At Two Providence Shows for Wholesalers 


The Sheraton-Biltmore Hotel in Provi- 
dence is buzzing with activity in prepara- 
tion for the jewelry showing for the whole- 
saler which will be held there November 
8 to 20. 

Indications are that the attendance of 
wholesalers will exceed the 900 mark at- 
tending the May event this year. 

The fall show will in effect be two show- 
ings running simultaneously. The showing 
division of the New England Manufacturing 
Jewelers’ & Silversmiths’ Association and 
the Manufacturing Jewelers Sales Associa- 
tion, Inc., joint sponsors of the May event, 
will each have three floors of the hotel 
for the showing. 


NEARLY 300 FIRMS TO EXHIBIT 


Nearly 300 firms are listed with these 
associations as exhibitors. Shown will be 
men’s and women’s gold, gold filled and 
costume jewelry, novelties, religious goods, 
boxes, pearls, silver, watch bands, com- 
pacts and emblems. 


The objective is to provide—as in pre- 


Firms Showing Under 
Auspices of NEMJ&SA 


A. & A. Jewelry Manufacturing Co., 
Providence jm & 


Acco Manufacturing Co., Inc. 


Central Falls, R. I. 
a Providence, R. I. 
Anson, Incorporated ....... Providence 5, R. I. 
Atlas Manufacturing Co....... New York, N. Y. 
Atomic Jewelry Co., Inc....New York 7, N. Y. 


Attleboro Printing & Embossing Co., 
Attleboro, Mass. 


BS cccscneeescecnses Providence 3, R. I. 
Beatrix Jewelry Co.......... Providence, R. I. 
Berkay Jewelry Co., Inc...New York 18, N. Y. 
Bond Manufacturing Co...... New York, N. Y. 
Briggs, Bates & Bacon Co.. . Attleboro, Mass. 


Budlong, Docherty & Armstrong, Inc., 


Providence 3, R. I. 

F. H. Buffinton Co. ........Providence 3, R. I. 

Catamore Jewelry Co. ..... Providence 3, R. I. 
Cavalier Export & Import Co., Inc., 

New York 18, N. Y. 


Charles Manufacturing Co., Inc., 


Providence 3, R. I. 
Claire Jewelry Co..........Providence 9, R. I. 
Colonial Knife Co., Inc...... Providence, i. oe 
Corky Jewelry.....cccccsee Providence 3, R. I. 
Cranston Jewelry Co., howe . Providence 3, a Be 
CS Orr Providence 3, R. I. 
Dolan & Bullock Co.......... Providence, a Be 
E. S. Pearl Co.............-Frrovidence 3, R. I. 
Eleant Jewelry ....cccccece Providence, _ oe 
Empire Jewelry Mfz. ‘Co oper t- Providence, R. I. 
Fairmont Jewelry Co. ..... Providence 3, R. I. 
Fashion Jewelry Mfg. Co...Providence 3, i ie 
a a a Th... «sanceesesnes Attleboro, Mass. 
Fostacraft, Inc. ....... ..--FProvidence 3, i> de 
De TR, séccosecceeens Providence 6, R. I. 
Max Glaesel ........ kewl New York 1, N. Y. 
Leo Glass & Co aie aa New York 3, N. Y. 
Greene Jewelry Manufacturing Co. 
New York 18, N. Y. 
The R. L. Griffith & Son Co., 
Providence 3, R. I. 
James H. Hall Co.......... Providence 3, R. I. 
L. Heller & Son, Inc....... New York 16, N. Y. 
Ideal Jewelry Manufacturing Co. 
Providence 5, R. I. 
Imperial Knife Co. ......... Providence, R. I. 
Imperial Pearl Co., Inc....Providence 3, R. I. 
Irons & Russell Co......... Providence 3, R. I. 
Jeweline Co. ........ eeee-- Providence 9, R. I. 
Jewels by D’eri, Inc........ Providence 4, R. I. 
Joy-Cell Manufacturing Co., Inc., 
Providence, R, I. 
David Kafka .......... oceee. Brooklyn, N. Y. 
Kaufman Novelty Co., Inc...New York 1, N. Y. 


Kestenman Brothers Mfg. Co., 


Providence 9, R. I. 
Key-Stone Jewelry Co........ Providence, R. I. 
L. & R. Manufacturing Co....Providence, R. I. 
I GE. cc cinawdawods Providence 5, R. I. 
Lamoureux Brothers ....... . .Conimicut, R. I. 
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vious Providence showings—a full line 
of available jewelry under one roof and to 
procure at wie manufacturing level at an 
early date an idea of the acceptance of 
lines. 

Mailings are going out to wholesalers 
througnout this country, Canada and South 
America. The NEMJ&SA reports 3100 
names on its mailing list. 

The individual lines will be shown in 
hotel rooms as in the past. It will be 
strictly limited to wholesale buyers who will 
be admitted to the showing areas by badge. 

A central registration desk will be in 
operation and a directory of the firms 
participating in the showing will be pro- 
vided each registrant. 

Hotel accommodations for the visiting 
buyers are being handled by the hotels. 
Co-operation of the hotels in Providence 
has been assured as has also that of city 
and state authorities. 

Manufacturers, who have been working 
for some time on their new lines, promise 
that the wholesalers will have a large 
quantity of up-to-the-minute jewelry items 
from which to make their selections. 


E. A. Lemire Corporation... Providence 3, R. I 
Levy-Bayan Co., Inc....... Providence . oe a 
BEE BAGS cicencecceeces New York 1, N. Y. 
Mano Jewelry, Inc. ........ Providence 3, R. I. 
S| rr rT Attleboro, Mass. 
Marla Pearl Novelty Co....Providence 3, R. I. 
The Mason Box Co...... Attleboro Falls, Mass. 
Meta Bert Ce. ccccccccccs ..-Plainville, Mass. 
Paris Manufacturing Co...... Providence, R. I. 
L. S. Peterson Co...... North Attleboro, Mass. 
PT, MM, cceccseenseoes Providence 38, R. I. 
Philips Manufacturing Co.....Brooklyn, N. , - 
Phyllis Originals, Inc. .... Providence 6, R. I. 
Plainville Stock Co. ......... Plainville, Mass. 
Plastic Craft Novelty Co...... Attleboro, Mass. 


Pro-Craft Manufacturing Co.. Pawtucket, R. 


Queen Jewelry Co., Inc....... Providence, R 
Ralph-Edmond Co. ......... Providence, R 
Rhode Island Pearl Co......Providence 3, R. 
Rite Grade Corp. .........:. New York 18, N 


Ross Jewelry Mfg. Co. ....Providence 9, R. 
Charles Rothman Co., Inc., and 

Goldstein-Poland Div. ...Providence 3, R. 
Royal Jewelry Mfg. Co., Inc... Providence, R. 


Rueckert Mfg. Co........ East Greenwich, R. 
2. Sr OF Cn ct ccceoesees Thornton, R. 
Scullian Jewelry Co. ........ Providence, R. 
Speidel Corporation ....... Providence 2, R. 


Styl-line Jewelry Co., Inc...Valley Falls, R. 


Swift & Fisher, Inc... 


Tara Company (Division Sperry Mfg. Co.), 


Providence 9, R. I. 
Taunton Pearl Works ....... .-Taunton, Mass. 
Tru-Kay Manufacturing Co.. Providence 5, R. I. 


Van Dell Corporation ..... Providence 8, R. I. 
Viola Jewelry Manufacturing Co., 
Providence, R. I. 
Adolph Weinrank, Inc. ....New York 1, N. Y. 
Westminster Jewelry Manufacturing Co., 
Providence 3, R. I. 





Firms Exhibiting at 
MJSA Show 


A & B Manufacturing Co. 
A &S Manufacturing Co. 
Ace Jewelry Co. 

Active Novelty Co. 

Alden Creations 

Alice Jewelry Co. 

Alsten Manufacturing Co. 
American Manufacturing Co. 
Am-Lee Jewelry Co., Inc. 
Angolano, Inc. 
Ansul-craft, Inc. 

Anthony Creations 
Antonette Pearls, Inc. 
Ardmore Mfg. Co. 

Armet Manufacturing Co. 
Arrow Chain Co. 

Art Craft Jewelers, Inc. 
Arundel Manufacturing Co. 
Atlantic Jewelry Co. 
Ator-Bali 

Aurora Jewelry Co. 
Aurora Manufacturing Co. 


. 
Fb tht end Hd ett A 


-North Attleboro, Mass. 





Avon Manufacturing Co. 
Bal-Ron Co., Inc. 

Bari Jewelry Co. 

Bar-Tan Manufacturing Co. 
Bead Art Import 

Beatrix Jewelry Co. 
Berkeley Company 

Beverly Jewelry Co., Inc. 
The S. O. Bigney Co. 
Biltmore Jewelry 

Bond Jewelry Co. 

Bradley Time Corp. 
Bullard-Pickering 

C & M Jewelry Co., Inc. 
Calco Manufacturing Co. 
Cameo Manufacturing Co. 
Cardinal Novelty Jewelers 
*“‘Cayu” Jewelry Co. 
Celart Jewelry Co. 

Central Plastics, Inc. 
Century Jewelry 

Clayton Co. 

Colonial Novelty Co. 
Continental Jewelry Co. 
Copper Studios, Inc. 
Cordell Manufacturing Co. 
Coronett Jewelry Co. 

Cote Creations 

Craftmode Jewelry 
Cranston Jewelry Co. 
Cranston Manufacturing Co. 
Crown Pearl 

Curtis Jewelry Mfg. Co. 
Ralph E. David Co. 
Dearborn Company, Inc. 
DeLizza & Elster 

Del-Fine Jewelry 

Dexter Case Corp. 

Dexter Manufacturing Co. 
Dolgin Novelty Co. 
Dorette 

Dory Jewels 

Duane Jewels, Inc. 

Edlee Creations 

Edwards Manufacturing Co. 
Eleant Jewelry Co. 

Empco Metal Products Co. 
Espo-Flex Co. 

Esposito Jewelry Co. 

Excel Case Co. 

Fa-Bo Manufacturing Co. 
Florentine Manufacturing Co. 
Fort Jewelry Co., Ine. 
Franard Novelty Co. 
Francine, Inc. 

Futurcraft Co. 

Gem-Craft, Inc. 

Max Glaesel 

Glamour Vanities, Inc. 
Gold-Art Manufacturing Co. 
H. B. Novelty 

J. M. Hall Co. 

The Hallmark Co. 

Hargo Creations 

Harwood Manufacturing 
Hergo Products Co., Ine. 
Hingeco Trueart, Inc. 

The Hudson Co. 

J & C Manufacturing Co. 
Janice Manufacturing Co. 
Jewels by D’eri, Inc. 
Jeweltex, Inc. 

Jonette Jewelry Co. 

K & R Spraycraft Co. 
KRK Jewelry Co. 
Kaufman Novelty Co., Ine. 
Kingsley Jewelry Manufacturing Co. 
Knickerbocker Jewelry Co 
Kuhn & Schneider 

L & A Manufacturing Co. 
L & R Manufacturing Co. 
LaMar, Inc. 

LaRay Jewelers, Inc. 
Lawrence Manufacturing, Inc. 
Len-Mark Co. 

Le Stur 

Letco Jewelry Co. 

Anne Lewis 

Lola Creations, Inc. 

Lorea Manufacturing Co. 
Lou-An Jewelry Co. 

Paula Louis Co. 

Lu-Dell Manufacturing Co. 
Lyn-Rue, Inc. 

Mar-Bel Manufacturing Co. 
Mardi, 

Marner Jewelry Co. 
Martelli Jewelry Co. 
Maryann Creations 
Mayflower Co. 

Meno Pearl Co. 

Metalart Co. 

Metros Plastics 

Midas Jewelry Manufacturing Co. 
Mille Fleurs 

Mode-Craft 

Modern Maid by Symphony 
Mon-Nel Jewelry Co. 
Monopearl, Inc. 

J. M. Moore 

N & L Novelty Co. 
Niantic Novelty Co. 

Nomo Products 
Normandie Jewelry Co. 
Novel Products Co. 
Novelty Jewelry Co. 
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Nu-Craft Novelty Co. 
Qscar Creations 
Palmer Jewelry Co. 
Paragon Pearl Co. 
Paramount Jewelry Co. 
Parco Manufacturing Co. 
Park Lane Jewelry Co. 
peacock Jewelry 
Pear] Case Co., Inc. 
Pearsall Manufacturing Co. 
Perry Novelty Co., Inc. 
Prideland Jewelry Co. | 
Prim-Craft Manufacturing Co. 
Providence Die Casting, Inc. 
Queen — Jewelry Co. 
n Jewelry 
7 R oe Ve. 
h-Edmond Co. 
_ Engineering & Mfg. Co. 
The Rayell Co., Inc. 
R. I. Creations 
Rhode Island Pearl Co. 
Rice-Weiner Co. 
Rickey Creations, Inc. | 
Rim Jewelry Manufacturing Co. 
Ritz Vanities, Inc. 
Ro-May Jewelry Co., Inc. 
Rosalyn Jewelry Co. 
gE. M. Ross Co. 
Royal Jewelry Mfg. Co., Ine. 
M. Samas Co. 
Sammartino Brothers Co. 
Savoy Jewelry Co., Inc. 
Scullian Jewelry Co., Inc. 
Sig Dawer Co. 
Star Art Jewelry Co. 
Star Novelty Co. 
Superb Case Mfg. Co. 
Supreme Jewelry Co. 
Susan Jewelry Co. 
Tara Co. (Div. Sperry Mfg.) 
Tesoro Manufacturing Co. 
Tess Jewelry Co. 
Tres Jolie Co. 
Troob-Gordon Co. 
Uncas Manufacturing Co. 
United Findings 
R. E. Van Manufacturing Co. 
Vance Jewelry Mfg. Co. 
Vi-Glo Jewelry Mfg. Co. 
Waite Evans Mfg. Co. 
Watchbands, Inc. 
Washington Jewelry Co. 
Weiner Jewelry Mfg. Co. 
A. Weinrank 
Weisner of Miami, Inc. 
Wilcox Novelty 
Frank L. Wilmarth Co. 
World’s Metal Products Co. 
Wright Manufacturing Co. 


Zell Products Corporation 





Nathan Leaves Ronson Post 


Alfred R. Nathan announced recently 
his resignation as vice president in charge 
of advertising and sales promotion of Ron- 
son Art Metal Works, Inc., Newark, N. J., 
alter an association of many years. 

Prior to entering the cigarette lighter 
industry, Mr. Nathan directed the adver- 
tising and merchandising of organizations 
in such fields as electrical appliances, fur- 
niture and radio, and also served as chief 
of staff for a leading advertising agency. 


Gurfein Moves Offices to 
New Site in Same Building 


Sidney B. Gurfein announced recently 

the removal of his offices to larger quarters 
in the same building, 608 Fifth Ave., New 
York, Suite 904. At the same time, he 
also announced that his firm will continue 
'o maintain its diamond cutting works in 
Antwerp, Belgium, where his father, Louis 
Gurfein, permanently resides. 
_ The firm manufactures practically all of 
ls own goods in marquise, round, emerald 
cut and pear shape solitaires and smaller 
sizes. It also carries an extensive line of 
fine platinum diamond jewelry. 


Gemex Supplies Mats to Dealers, 
Continues TV Advertising 


The Gemex Co. is offering free adver- 
tising mats to jewelers, in an expanded 
merchandising program for dealers. Drop- 
ins of individual wate% bands are also 
available. They can be substituted for 
styles in the mats or used separately in 
advertisements prepared by the retailer. 

A wide range of sizes is available, vary- 
ing from 1 column by 5” to 2 columns 
by 10”. The firm is at 1200 Commerce 
St., Union, N. J. 

Gemex is also continuing coast-to-coast 
TV advertising by sponsoring the Georgie 
Jessel show on ABC every Sunday. 





Wyler Watch Contes? 
Prize Winner Announced 


The winner of the $1,000 first prize in 
the Wyler Watch Agency’s graduation pro- 
motion contest was Kenneth L. Ozman, of 
St. Bernard Seminary, St. Bernard, Ala- 
bama. Mr. Ozman received the award for 
his letter on “World Travel Promotes 
World Peace.” Presentation ceremonies 
were held at the W. L. Ward jewelry store 
in Cullman, Alabama. 

Wyler’s essay competition, open to sew 
dents 14 to 24, drew responses from every 
part of the country, and 75 Wyler “Inca- 
flex” watches ranging in price from $175 
to $35 were awarded as prizes. 





UHAA Members Attend 
20th Annual Meeting, 
Re-elect Luth President 


The watchmaker’s role as a salesman as 
well as a craftsman was stressed through- 
out the 20th annual convention of the 
United Horological Association of America 
which met in Minneapolis, Minn., on 
August 29 to 31. 

Accenting the need for the American 
watchmaker to justify his skill and play 
a more important role in the jewelry in- 
dustry, convention business evolved new 
plans to increase membership, produce a 
code of ethics, and establish quality work- 
manship as an inflexible standard. 

A resolution was adopted permitting 
membership-at-large without requirement 
of guild or state affiliation, and members 
went on record favoring amplifying UHAA 
school-accrediting duties, instituting a new 
scratch-mark registration campaign, build- 
ing up an employment and placement 
clearing-house department, developing a 
technical bulletin service for members, and 








urging retail jewelry store sales training 
for watchmaking students. 

Speakers at the convention included 
William P. Stiles, president of the Minne- 
sota Retail Jewelers Association; Granville 
Webb, representative of the Elgin National 
Watch Co; Eugene Sobel, president of the 
Watch Material Distributors Association; 
Maurice Adelsheim, Sr., chairman of the 
board, Jewelry Industry Council; Jean- 
Pierre Savary, technical advisor, Watch- 
makers of Switzerland Information Center; 
and M. J. Silbert of M. J. Silbert & Co., 
Elgin, Tl. 

Norman D. Luth, Huntington Park, Calif., 
was re-elected president of the association; 
Orville R. Hagans, Denver, Colo., was re- 
elected executive secretary-treasurer, and 
Fred C. Kline, Alexandria, La., was elected 
vice president. 

Board members include F. A. Givens, 
Shreveport, La., and George T. Hogg, Des 
Moines, Ia., for two-year terms, and George 
Y. Swartzendruber, Cedar Rapids, Ia., for 
a one-year term. Leslie E. Dewey of Min- 
neapolis, Minn., continues as chairman of 
the board. 

New Orleans was chosen as the site of 
the 1954 convention to be held Septem- 
ber 4-5-6. 





Reelected as UHAA officers for the ensuing year were, left to right: Orville R. Hagans, 


tr. Gurfein has extended an invitation 
fo members of the trade to visit his new 
Offices when in New York. 
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Denver, Colo., executive secretary-treasurer; Fred C. Kline, Alexandria, La., vice president; 
Norman D. Luth, Huntington Park, Calif., president; George T. Hogg, Des Moines, Ia., 
executive board member, and Leslie E. Dewey, Minneapolis, Minn., chairman of the board. 











Social Security Benefits 
For Additional Millions 
Asked for in Proposed Bill 


Before returning to Washington, members 
of the 83rd Congress will have had time 
to consider President Eisenhower’s pro- 
posals for broader social security coverage, 
as well as the bill (H. R. 6812) introduced 
to implement the suggested changes. 

By his own statement, the President’s 
recommendations, transmitted to Capitol 
Hill as Congress prepared to adjourn, do 
not comprise the Administration’s com- 
plete views on federal social insurance. 
“Other important improvements.” the state- 
ment promised, “are now under study and 





will be the subject of further recommen- 
dations.” 

Specifically, the recommendations would 
make some 10.5 million additional persons 
eligible for old-age and survivors’ benefit 
payments. Mandatory coverage would be 
provided for about 6.5 million of these, in- 
cluding lawyers, architects, other profes- 
sional people, and domestics. The other 
four million—state and local government 
employes, clergymen, and several smaller 
groups—could elect to be brought within 
the federal program. 

Already covered by social security, the 
White House says, are more than 40 million 
persons. 

An official summary of the new groups 
which may be given federal protection in- 
cludes the following: 
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1. More than three million self-employeq 
farmers with net incomes of $400 or more 
per year. 

2. About 2.7 million more farm workers 
and 200,000 domestics who are paid at leas 
$50 in a calendar quarter by a single em. 
ployer. 

3. Some 500,000 self-employed _ profes. 
sional persons. 

4. Almost four million state and loca] 
government employees, who could become 
eligible voluntarily. 

5. About 200,000 ministers, also on a yol. 
untary basis. 

6. Some 30,000 persons who earn their 
living by fishing or performing similar 
work. 

Also proposed is continuation of cover. 
age, through June 30, 1955, for approxi. 
mately 3.5 million members of the armed 
forces. Before that date, the Administration 
hopes to work out recommendations for a 
permanent retirement and survivorship pro- 
gram for military personnel. 

In addition, a partial liberalization of the 
benefits criteria in the Social Security Act 
is recommended. Workers eligible for re. 
tirement would be allowed to omit their 
three years of lowest earnings in computing 
average wages for the record. 

This action would, in many cases, raise 
the level of average monthly earnings on 
which benefits are based. 





JVC to Publish Booklet 
On Trade Laws and Rules 


A special booklet to acquaint the 
jewelry industry with its standards and 
terminology will be published by the 
Jewelers Vigilance Committee, it was re 
ported by Chairman G. H. Niemeyer at 
the August 12 meeting, of the organization 
in New York. 

The booklet is expected to provide help 
to manufacturers in marking their prod- 
ucts as well as to retailers, advertisers 
and advertising agencies. 

Mr. Niemeyer stressed the necessity for 
maintaining high standards in order to 
retain the confidence of the public in 
the jewelry industry. He stated that he 
felt the trade as a whole is uninformed 
as to the laws and rules governing it. 

“There should be no sympathy or pa 
tience with those who would lower o 
qualify our standards because of their 
alleged inability to meet them,” said the 
chairman. “Present tolerances are reason- 
able and sufficient to enable any manu: 
facturer to operate.” 


Ben Rosenthal Continues 
In Diamond Mounting Business 


A recent published announcement that 
called attention to the dissolution of the 
firm of Rosenthal & Kaplan was partly i 
error. 

One of the firm’s principals, Ben Roser 
thal, recently announced that he will con- 
tinue to operate the business under his 
own name. The company, which manufac 
tures rings and ring mountings, is locat 


at 126 West 46th St., New York. 
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American Watch Manufacturers 
request Probe of Imports 


The U. S. Tariff Commission announced 
September 9 that it is beginning an in- 
vestigation of watch imports at the request 
of three domestic manufacturers who asked 
that this country invoke the “escape- 
clause” protection of the Trade Agreements 
Extension Act of 1951. 

The Commission’s first hearing in the 
matter will be held in Washington on Jan- 
nary 12, 1954. The investigation was re- 
quested by the Elgin National Watch Co., 
Elgin, Ill.; the Hamilton Watch Co., Lan- 
caster, Pa., and Waltham Watch Co., 
Waltham, Mass. 

The applicants confined their area of in- 
terest to watch movements having at least 
seven and not more than 17 jewels. How- 
ever, the Commission decided to broaden 
its inquiry to include “time-keeping, time- 
measuring, or time-indicating mechanisms, 
devices, and instruments,” in addition to 
the movements. 

It is expected that the hearing will bring 
up to date much material covered in earlier 
hearings affecting the watchmaking in- 
dustry. 


Beresford Leaves Webster, 
Establishes Own Company 


Carl Beresford, vice president in charge 
of sales of the Webster Co., manufacturers 
of sterling silver specialties in North Attle- 
boro, Mass., recently resigned from that 
firm after 36 years service. He has launched 
a new enterprise—Carl Beresford Co.. 
North Attleboro—which will produce and 
promote jewelry for “tots, toddlers and 
teens,” as he expresses it. 


CARL 
BERESFORD 
Launches new 
enterprise 





Mr. Beresford is building a nation-wide 
sales organization which will service retail 
Jewelers and department stores. The line 
comprises children’s items in karat gold, 
sterling silver and gold filled, each gift 
packaged, 

Long active in jewelry organizations, Mr. 
Beresford will continue as a director of 
the New England Manufacturing Jewelers 
& Silversmiths Association. 





Nickel Decontrol Uncertain 
As Government Studies Demand 


Decontrol of nickel for civilian use 
definitely will not come about until the 
ance of Defense Mobilization is con- 
vinced that all military and atomic energy 
Project users are assured of both immed- 
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iate and advance supplies of the scarce 
metal. 

ODM wants to avoid any possibility 
that it might have to follow a decontrol 
order with a recontrol order. The agency 
last week announced that there would 
be no decontrol of civilian-use nickel be- 
fore October 1—not, in fact, until com- 
pletion of a detailed study of military, 
atomic, and civilian demand. 

“There will be no decontrol until ODM 
is assured that all defense programs can 
be completely met,’ a mobilization official 
told The Jewelers’ Circular-Keystone. He 
adds that there is no point in decontrolling 
nickel if it should be necessary to recon- 
trol it only a short time later. 

Present ODM belief is that there is 








too much wishful thinking in the trade 
concerning decontrol of nickel. 


Reed & Barton Silversmiths 
Introduce “Nordic” for Fall 


Reed & Barton Silversmiths has intro- 
duced for this fall the “Nordic,” a new 
line of plated hollowware, described as 
“transitioned modern.” Simple, graceful 
shapes are enriched by bold intricate 
openwork, which lends to the pieces a 
handsome “jewelled look.” 

Reed & Barton has designed the Nordic 
group to be part of the new movement in 
modern design that is adding decorative 
riches to modern shapes. 








These Custom-made touches 


of Hand-Lacing and 


Hand-Tooled Designs! 


MEEKER is particularly 
famed for this distinctive 
type of billfold. Two pop- 
ular, fast-selling styles are 
shown here. Note the smart- 
looking, long-wearing leath- 
er laces. Display these bill- 
folds prominently, and 
they’ll sell themselves. 


THE MEEKER COMPANY, Joplin, Mo. 
New York: 347 Fifth Ave. 
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Jewelry Fashion Clinic and Style Show 
To be Staged by NEMJ&SA in Providence 


To spark top-notch design in next Spring’s 
jewelry lines, the New England Manufac- 
turing Jewelers’ & Silversmiths’ Associa- 
tion has planned a style show and fashion 
clinic to be held in Providence October 13. 

The event, open for its members and 
guests, will be held in the grand ballroom 
of the Sheraton-Biltmore Hotel and will 
present to the jewelry manufacturers the 
current “total fashion picture.” 

Working in conjunction with the Jewelry 
Industry Council, the association will have 
in Providence the Council’s fashion di- 
rector, Miss Martha Percilla, who will re- 





turn from Paris fashion centers shortly 
before the show. 

It will also present for the first time in 
the history of the industry, the latest in 
apparel fashions. Some of the top apparel 
designers of the country will demonstrate 
the apparel trends with models wearing 
the designer’s latest creations. Miss Per- 
cilla will show the influence of these trends 
on jewelry designs. 

The fashion show will be open to wives 
and guests of the association members, as 
well as the jewelry designers. The style 
show will be followed by a cocktail recep- 
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ALL STAINLESS STEEL 
RETAIL $112.50 
FED. TAX 22.50 
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14 KT. GOLD TOP 
RETAIL $135.00 
FED. TAX 27.00 

_ LL 


$762.00 


@ INCABLOC-INCASTAR 

@ SELF-WINDING 

@ WATER RESISTANT 

@ ADJUSTED TO 5 POSITIONS 


it’S LIKE PUTTING SALES 
RIGHT IN YOUR HAND! 





RODANIA—the self-winding watch with the 25-jewel movement that every 














watch buyer easily recognizes as extra value, extra quality—has greatly expanded 
its advertising campaign in LIFE Magazine for 1953. More customers than ever 
before will be asking you for RODANIA. Place your order with your whole- 
saler today to secure those extra sales created by RODANIA’S outstanding 
sales-appeal and advertising. 


All watches produced at the RODANIA factory in Switzerland — Sold throvgh Wholesalers Only ! 
RODANIA WATCH COMPANY, INC. « 745 FIFTH AVE., NEW YORK 22 « 
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tion. Over 300 manufacturing jewelers and 
their wives are expected to attend, It ; 
planned that a portion of the show will : 
carried over television. 

This presentation of “the whole fashion 
picture” for the jewelers marks the climax 
of over three years of style show presen. 
tation by the New England association jp 
cooperation with the Jewelry Industry Coyp. 





The influence of latest apparel trends on 
jewelry designs will be explained by Martha 
Percilla, fashion director of the Jewelry 
Industry Council, at the NEMJ&SA fashion 
clinic and style show. Back in this country 
after an extended tour of Paris fashion 
centers, Miss Percilla is shown here when 
she left New York August 22 for Europe, 


cil. This association activity, which has 
proven itself an outstanding event in the 
last several years, complements the other 
style and merchandising activities of the 
association which have been stressed dur. 
ing the postwar years and have assisted 
in the rapid rise in popularity of low and 
medium priced jewelry. 


Justice Dept. Takes Steps 
To End Federal Discount Clubs 


Legal steps to stop the operation of 
employees’ discount clubs within _ the 
framework of the Federal Government 
were in the making in late September. 
The Department of Justice, acting at the 
urging of Secretary of Commerce Sinclair 
Weeks and the District of Columbia Busi- 
ness Practices Council, was preparing to 
order an immediate end to such practices 
as the soliciting of orders on government 
time, the use of government office space, 
stationery, and telephones, and the use 
of any type of promotional material that 
tends to imply endorsement of discount 
“clubs” by the Federal Government. 


Discount “clubs” flourish in every com: 
munity where federal employees are |o- 
cated, it is pointed out by Bernard N. 
Burnstine, president of the D. C. Business 
Practices Council. Use of government 
stationery, supplies, and office space by 
some of the “club” representatives has 
created the impression that they are sem 
official agencies of the government. The 
anticipated order from Attorney General 
Brownell is designed to force strict com 
pliance with the law from all discount 
groups and their representatives. 
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Heller Cites Reasons For 
Tight Cultured Pearl Supply 


Increased consumer demand and short 
crops during the past two years are fre- 
sponsible for today’s tight supply of cul- 
tured pearls, according to Ernest Heller, 
president of Heller Deltah Co., Inc. He 
cautioned pearl growers and dealers, how- 
ever, on being lulled into a false sense of 
gcurity by present high prices and good 
market. 

Within a few years, Mr. Heller stated, 
supply can meet and even exceed market 
demands, forcing sharp price declines. He 
called attention to the mass exportation 
of inferior pearls prior to the last war 
yhich was responsible for a loss of rev- 
enue to Japan. 

Mr. Heller, who departed September 3 
fora buying tour of Japan, said the Jap- 
anese cultured pearl export law should be 
strengthened. The law restricts the sale 
of inferior pearls that have not been left 
long enough in the oyster to receive a 
suficient coating. He affirmed that good 
basic control in Japan, whereby pearls 
that lower the standards are taken off the 
market, would guarantee the future of 
the pearl industry there. 

While in Japan, Mr. Heller was sched- 
uled to spend several weeks in Kobe and 
Tokyo meeting with leading pearl indus- 
trialists, and carrying on business for his 
New York firm. He will return to the 
United States this month, with a brief 
visit with business associates in San Fran- 
cisco and Los Angeles before returning 
to New York. 


ee 


NEW AND ELEGANT 


since the Congress adjourned and went 
home. 

The White House may turn thumbs 
down on the proposal, realizing it would 
have to buck not only opposition of states 
and trade associations but a _ stubborn 
House Ways and Means Committee. 

Committee Chairman Daniel A. Reed 
(New York Republican), has gone on 
record as being inalterably opposed to the 
idea and as being ready to fight it out 
to the end. 

At the same time, jewelry and other 
trade groups are gathering facts and figures 
for argument when tax revision legislation 
is taken up next year by Congress. 

Some of the bigger influential trade 
groups are now digging in for a last-ditch 





fight. Earlier, they had expressed the 
opinion that a sales tax was more palatable 
than the excise. They now say: no sales 
tax under any circumstances. 





Detroit Jewelers’ Group Meets 


The first “kick-off” meeting of the fall 
season was held by the Greater Detroit 
Jewelers Association on September 15 at 
the Belmont Restaurant, Woodward & Cal- 
vert, Detroit, Mich. 

The subject of the opening fall discus- 
sion was “Carrying Charges, Salvation of 
the Jewelry Business?” Comments added 
by members in attendance made the dis- 
cussion a lively one and contributed greatly 
to making the meeting timely and interest- 
ing. 








Look what 


lewelers are saving 
on insurance! 











Jewelers, and those in related 
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lines, are saving up to 30% by 
insuring in the “jewelers’ own 
company.” Current dividends are 
30% on fire insurance, jeweler’s 
block, business interruption, and 
extended coverage. All policies 
of this mutual company are 
NON-ASSESSABLE! 


A post card will bring you full information. 
No salesman will call. 


Jewelers Mutual 


INSURANCE COMPANY 


Jewelers Insurance Building 
Neenah, Wisconsin 





Among the new creations introduced re- 
cently by Raymond Abrahams of New York 
were this diamond clip and necklace. De- 
signed in platinum and set with perfectly 
matched fancy shaped and round diamonds, 
the clip retails for about $15,000. The neck- 
lace contains 74 diamonds with a total 
weight of 40 carats and retails at about 
$35,000. 














National Sales Tax Considered 
(From page 197) 














clines to talk about what he has in mind 
until ready to tell it to Congress. 
evertheless, it is an open secret that 
nea tax looks better all the time 
é hard-pressed Treasury. Those in-the- 
nine ye Tae Jeweers’ Circutar-Key- 
Bi at Treasury experts have been 
ng hard on the sales tax angle ever 
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Ohio RJA Holds Well-Attended Convention; 


Seventy Firms Display Varied Jewelry Lines 


With more than 1500 in attendance, in- 
cluding 1200 retailers from Ohio and a 
half-dozen neighboring states, the 30th an- 
nual convention of the Ohio Retail Jewelers 
Association in Cincinnati over the Labor 
Day weekend was one of the most success- 
ful in many years. Virtually all of the 70 
wholesalers and manufacturers who showed 
a wide range of jewelry, accessories and 
display materials and devices declared they 
enjoyed an unusually large volume of 
business. 

Sam Silverman, president of the Cin- 


cinnati Wholesale and Manufacturing Jew- 
elers Association, which co-sponsored the 
convention, pointed out that, because of 
the city’s favorable location, the convention 
was more in the nature of a regional gath- 
ering of retailers, with both the number of 
retailers registering and the volume of 
business exceeding expectations. 

Officers elected for the coming year are: 
President, Howard T. Evans of Urbana; 
Vice President, Edward Spitznagel, Cin- 
cinnati; Secretary, Hugh N. Beattie, Cleve- 
land, and Treasurer, Olin Pritchard, Woo- 


This year more than ever 
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Now... 


CLO ns 


the clock that has proved to be one of the most 


wanted gifts of all takes on even greater importance in your sales 
picture. For, this year the ‘Golden Hour" will be backed by 


the biggest promotion campaign in its history. . 


.a campaign that 


will reach over sixty nine million able-to-buy readers! 
So plan now to tie in by featuring the ‘Golden Hour’ on your 
counters, in your windows and in your local advertising. 


CALL YOUR WHOLESALER 
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$2) e350 
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plus tax 


ILLINOIS 


ster. Directors are: Warren Basinger Lima: 
H. M. Benedict, Delaware; William 
Columbus; Roy Klever, Bowling Green: 
Mrs. Jane Kampf, Cincinnati; Mrs. c ¢ 
Johns, Berea, and Larry Allen, Mt. t 
Clarence Moses of Cleveland 
pointed executive director. 


Vernon, 
Was reap. 


All of the officers and directors were fe. 
elected excepting Mr. Spitznagel, who suc- 
ceeds Lester Bonwell of Painsville and 
Mr. Allen, who succeeds Mr. Spitznagel, 


The formal program opened Sunday 
afternoon, September 6, with an address 
of welcome by Mr. Silverman, who dis 
cussed the importance of Cincinnati as , 
jewelry center, and stressed the hospitality 
of the city’s residents. 


In an illustrated talk on “More for Your 
Advertising Dollar—Through Window Djs 
play,” Ken Matsumoto, president of Key 
Matsumoto & Co., Cincinnati, showed the 
importance of a focal point in windoy 
displays, and the advantages of varioy 
colored background draperies in seasonal 
displays. 

Speaking at the Sunday evening session, 
Irving B. Gerson, a former retail jewele 
and gemologist, and now with the adver. 
tising agency of Young & Rubicam, Inc, 
Chicago, discussed changes in marketing, 
and predicted the further development of 
semi-self-service in retail jewelry stores, 
He declared retail jewelers will have to 
adjust their business activities to meet 
changing conditions and new competition, 
especially from department stores. The sub- 
ject of his talk was: “The Jewelry Business 


Has Changed—Have You?” 
DESCRIBES ‘JEWELER’ PROMOTION 


At the Monday morning session, Tom 
Sprickman, a field merchandising repre 
sentative for the Watchmakers of Switzer 
land, described that organization’s “Know 
Your Jeweler” campaign, which, he said, 
can be adapted to meet local situations in 
any community. 

Two speakers on Monday afternoon were 
Hugh Fiske, retailer in Tiffin, Ohio, who 
spoke on “Our Secret Weapon for Promo 
ing Our Store In Our Community,” an 
Larry Allen, retailer in Mount Vernon, 
Ohio, whose subject was “Merchandising 
the Silver Club Plan and How We Sél 
Diamonds In Our Store.” Both speaker 
described in detail how they had staged 
successful promotions which had increased 
their volume of business considerably. 

Previews of two new television progralls 
were shown during the convention. Me 
was “The Danny Thomas Show,” sponsored 
bv the Speidel Corp., and the other w# 
“My Favorite Husband,” sponsored Df 
International Silver Co. 

Members of the Cincinnati Wholesel 
and Manufacturing Jewelers Associatiet 
were hosts for a pleasant cocktail hout 
preceeding the banquet on Monday eve? 
ing. The banquet speaker was Counlés 
Maria Pulaski, who described some of het 
thrilling experiences as an espionage agent 
during World War II. 

The site for next year’s convent 
expected to be selected by the director! 
at a meeting early next year. 
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yeGraw Electric Co. 
Ups Toastmaster Production 


The Toastmaster products division of 
the McGraw Electric Co. has announced 
completion of its permanent long range 
expansion program. Also, according to 
p. Scott Campbell, president of the 
Toastmaster division, the McGraw Electric 
Co, has completed most of its defense 
contracts and can concentrate on pro- 
juction of civilian products. 

The new 50,000 sq. ft. building addi- 
tion made to the Elgin plant of the firm 
in 1951 is now being used for increased 
production facilities of the two models 
of Toastmasters. Toaster production will 
be stepped up 50 percent over 1950 


schedules. 


FALL FASHION ACCENTS 


Representative of the publicity which 
the Jewelry Industry Council distributed 
nationally last month is the eye-catching 
photograph shown here. This and other 
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Reflecting the delicate, airy quality of new 
fall jewelry designs are the gold and rhine- 
stone necklace, earrings and _ bracelets 
shown above. The openwork shank design 
of the stone ring is of 14-karat gold and 
the diamond wedding and engagement 
tings are a matching pair, with horizontal 
design accent. 


jewelry fashion photographs were sent to 
newspapers throughout the country by 
Martha Percilla, JIC fashion director, as 
part of the Council’s nation-wide publicity 
program. 


_—_—_—.__.. __ 


Sales of Westinghouse 
Appliances Hit New High 


According to Ralph Z. Sorenson, man- 
ager of electric housewares for the West- 
inghouse electric appliance division, sales 
of Westinghouse electric housewares dur- 
ig the month of July broke all previous 
records for any month in the company’s 
history. These housewares included the 
toaster, steam and dry irons, warming 
o food mixer and grill and waffle 

er, 


Westinghouse also reported that unit 


. : i 
ales of steam irons are now exceeding, 
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sales of standard type irons week by 
week. Previous to this year, unit sales 
of steam irons were behind dry irons. 
Steam irons are expected to continue lead- 
ing the dry type this year. 





Appliance Manufacturers 
Plan Fight on Excises 


A campaign to bring an end to “unfair 
and discriminatory” federal excise taxes 
on electric, gas and oil appliances was 
announced September 2] in New York 
by representatives of three organizations 
of appliance manufacturers. 

At a press conference at the Hotel Bilt- 
more, the Gas Appliance Manufacturers 
Association, the Oil-Heat Institute, and 





the National Electrical Manufacturers 
Association announced plans to enlist the 
support of an estimated 3500 appliance 
wholesalers and 140,000 appliance retailers 
in a campaign to bring facts about the 
excise taxes to the attention of Congress 
and the Administration. 

The three manufacturing groups will 
enlist the support of their members, and 
the support of retailers and distributors 
in a substantial effort to inform Senators 
and Congressmen why the excise taxes 
on appliances should be repealed. 

Included in the list of retailers being 
encouraged to take action are jewelers 
who handle one or more of the two dozen 
appliances listed as subject to the Federal 
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Here’s the ideal piece for the husband, the swain, the relative, the 
son or daughter who seeks “‘something-better-than-ordinary”’ for 


Christmas giving. 


To sell it, let your customer drape this ingeniously articulated band over the 
wrist. Point out how its sparkling pretend-diamonds halo the wrist with 
radiance. Show how each segment curves gracefully to accent any costume 
color... black, subdued shade or gem tone... with flashing brilliance. 

See this exquisite piece . . . and others in the brilliant 1953 Ora Line... 
while there’s still time to order for Christmas. 


(Illustrated bracelet: No. 621, about $8.00, KEYSTONE) 
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Ralph Singer Company 


366 Fifth Ave., New York 
36 S. State, Chicago 
B33 Market St., San Francisco 


i 
! 
(formerly Agnini & Singer) ' NAME 
656 N. Western Ave., Dept. JK-10 | 
Chicago 1 2, Illinois ADDRESS 
! 
P t Sh 
ermanen owrooms city ZONE STATE 
! 


Ralph Singer Co., Dept. JK-10 
656 N. Western Ave., Chicago 172, Iil. 


Please rush Sample Kit of ORA pins, earrings, 
bracelets and matched sets for my inspection. 


Mail the coupon TODAY 
/ for a sample kit. 
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Supreme Court Action Awaited 
On Latest Fair Trade Wrangle 


The current session of the United States 
Supreme Court (which convened this 
month) will be of more than passing in- 
terest to all retailers affected in any way 
by fair trade laws. 

The principle of fair trade is due for 
another working over. Pending now is the 
question as to whether the latest basic 
legislation is constitutional. Several claim- 
ants say it is not. 

Interested observers were waiting last 
month for presidential appointment of a 
new member and chief justice to the high 
court. In the appointment or appoint- 





ments, they hoped to get some indication 
as to how the wind is blowing. 

The late Chief Justice Fred M. Vinson 
was not necessarily a good friend of fair 
trade. On at least one occasion, he 
definitely went on record as against state 
fair trade laws. 

This was in the original Schwegmann 
case, which contended that non-signers 
could not be held to minimum prices set 
for their goods by manufacturers. Justice 
Vinson sided with the majority, which 
ended fair trade until passage of the 
McGuire Act, which authorizes states to 
set up fair trade laws. 

Present outlook is for one of three 
actions: refusal (not likely) to review 








i 


Every shipment of old gold, filled or plated scrap you send to’ 


copy 


lo Goldsmith 


| 


us is carefully checked and valued by specialists. It is then 


placed in our vaults for safe keeping and... 


OUR CHECK WILL SATISFY YOU 


or your lot will be returned to you promptly upon your re- 


quest. When you ship by mail or express to Goldsmith it is 


like doing business over the counter. 


Include your trade-in movements and obsolete 
watches. They often bring substantial returns. 


GB) vsrecnitete leer BROS. 
SMELTING & REFINING CO. 
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New York Office: 74 West 46th Street, New York 
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action by a lower court—thereby makin 
fair trade safe; agreement with the lowe 
court decision—with the same resy}}. 
invalidation of the McGuire Act—s : 


again 
leaving fair trade dead as a doornail. 





Kreisler Salesman Nabs 
Jewelry Store Burglar 


Stories on the front pages of both Buffalo 
(N. Y.) mewspapers heralded Charles R. 
Stravall, salesman for Jacques Kreisler 
Mtg. Corp., who captured a burglar outside 
Gamler’s Jewelers of 522 Main St, on the 
evening of August 20. 

Late that evening, the Kreisler Salesman 
was mailing completed order forms to his 
company from a box near Gamler’s when 
he heard glass shattering. Stravall say 
the fleeing burglar, who had pilfered 65 
watches from Gamler’s, grabbed him, and 
after a struggle turned him over to the 
police. 


wAarHEs 


gAROSS 





man, captured a burglar single-handed out- 
side Gamler's Jewelry Store in Buffalo, N. Y. 
At left is Herbert Gamler. 


The Jewelers’ 24-Karat Club of Buffalo, 
which had established a special fund to 
pay rewards to citizens apprehending 
jewelry thieves, offered Stravall the cus: 
tomary $50. But the Kreisler salesman 
declined payment with the request that 
twice that amount be given the next person 
who captured anyone pilfering a jewelry 
store. Stravall also turned over a $100 
reward tendered by the Jewelers Security 
Alliance to the Buffalo 24-Karat Club. 





FTC Reverses Ruling on 
Use of the Word ‘Free’ 


In a surprise action last month, the 
Federal Trade Commission reversed & 
five-year-old ruling against a book-of-the 
month club which said the word “free” 
could be used only when a gift had no 
strings attached. 

The ruling was being carried to the 
Supreme Court for final decision. Many 
retailers believed that if the high court 
upheld the FTC ruling, then historical 
promotions such as one-cent sales, pre 
miums, etc., would likewise be ruled out. 

The new ruling by FTC says that it 
is okay to use the word “free” condition 
ally provided that all conditions are spelled 
out “honestly” and clearly. 
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the film is to increase retailer interest in | 
the 1953 Brand Name Retailer-of-the-Year | 
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4 Under the guidance of Jack Sigman, 
president of the Diamond Dealers Club, the 





period from August 31 through September 
4 was designated as United Jewish Appeal 
Cash Week at the club, with committee 
members on hand to receive payment on 
UJA pledges. The Diamond Dealers Club, 
at 36 W. 47th St., New York, annually 
runs an intensive UJA campaign in which 
the officers and top committee men partic- 
jpate actively with the cooperation of the 
members. 

4 Hy Dinstman, secretary of the I. D. 
Watch Case Co., 580 Fifth Ave., New York, 
was married August 9 to Gloria Marilyn 
Sedor at the Persian Room of the Plaza 
Hotel, New York. 

q Back in this country after an extensive 
European trip is Marcus Edelstein of the 
Delmark Watch Co., 535 Fifth Ave., New 
York. While abroad, Mr. Edelstein visited 
Swiss watch factories and also attended 
the World Jewish Congress in Geneva, to 
which Mrs. Edelstein was a delegate. 

q The entire second floor of the eight- 
story building at 393 Fifth Ave., New York, 
has been leased for ten years by D. Lisner 
& Co., Inc., costume jewelry manufacturers. 
This is the first move in 41 years for the 
65-year-old jewelry concern which has been 
located at 303 Fifth Ave. since 1912. 

q Colony Jewelers, Inc., has opened at new 
and larger quarters at 68 Mamaroneck 
Ave., White Plains, N. Y. Formerly located 
at 100 Mamaroneck Ave., the store is 
owned by Joseph L. Guardino and Jerome 
J. Stern. 

(A move to new quarters at 68 Nassau 
St, New York, was made recently by Court 
Jewelers, Inc. The firm was formerly lo- 
cated at 26 Court St. 

4A change of location was also made 
recently by the Royal Diamond & Watch 
Co., Inc. The company, formerly located 
at 24 W. 40th St., New York, moved to 
hew quarters at 562 S. Broadway, Yonkers. 


— — 


Retailer-of-the-Year Film 
Previewed in New York 


“The Brand Name Retailer-of-the-Year 
Awards Festival,” a 16 mm. sound film 
about Brand Names Foundation’s annual 
awards competition, was previewed in New 
York September 10 before an audience of 
manufacturing, media, advertising agency 
and retail executives. 

The 25-minute film was made last April 
when more than 100 winners of last year’s 
Retailer-of-the-Year awards visited New 
York City for three days and were the 
guests of manufacturers, publishers and 
the Foundation at special activities and 
entertainment prior to the presentation of 
the awards at the Brand Names Day dinner. 

€ Foundation’s purpose in releasing 
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competition and to thus stimulate more | 


merchants to do a more aggressive job of 
brand education and selling to their cus- 
tomers. 

Prints of the film are now being sent 
throughout the country and will be shown 
at meetings of retail associations, Chambers 
of Commerce, advertising clubs, sales ex- 
ecutive clubs and service organizations like 
Lions and Rotary. 





Lambert Brothers Stage 
Unique ‘Honeymoon’ Contest 


Lambert Brothers Jewelers recently 
staged an imaginative contest in which 
people in the metropolitan New York area 
were invited to compete for an expense- 
paid seven-day honeymoon to Bermuda. 
Contestants were required to write in 25 
words or less on “What Marriage Means 
to Me.” 

The store publicized the contest in local 
newspapers, on radio, and in window dis- 
plays. All engaged couples were eligible 
and there were no strings attached. The 
promotion received excellent publicity in 
newspapers and on radio. 





Plane tickets for an expense-paid seven-day 

honeymoon to Bermuda are presented by 

Nina Foch to Miss Gloria Gillert and her 

husband-to-be, Joseph Solarz. Looking on 

are Victor and Henry Lambert and two 
airline hostesses. 


Nina Foch, well-known Hollywood and 
Broadway actress, played a new role for 
Lambert Brothers. She appeared at the 
store Thursday night, August 13, to present 
the plane tickets to the winning contestant. 
To dramatize the occasion, Victor and 
Henry Lambert, president and vice presi- 
dent of the store, arranged to have a Pan 
American Airline ramp placed at the en- 
trance to the store. 

While 15 policemen stood by keeping 
the large group of on-lookers in order, 
Miss Foch stood on the ramp with the 
winning contestant, Miss Gloria Gillert. 
Adding a touch of authenticity were two 
airline hostesses. 
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JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 
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MANNING OPAL CORPORATION 


151 West 46th Street, New York 36 
Phone: Plaza 7-4725 














“ORIENTA” i 
COLTURED PEARLS 
of QUALITY 
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ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 38, N. Y. 











Drilling °* Setting * Engraving °* Encrusting 


GOTHAM LAPIDARY Inc. 


Importers of Synthetic & Semi-Precious Stones 
We are fully equipped and qualified for spe- 
cial order and repair work on the premises, 
in an efficient, fast and inexpensive way. 

Cutters of fine Rutile (Titania) 
2 West 47th St., New York 36, N.Y., Ju. 2-4773 
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Synthetic & Semi-Precious 


STONES 


Synthetic Ringstones all sizes and shapes 
DiuMoNnDs—All Sizes and Qualities 
JOSEPH BLANK 
COrtlandt 7-3562 


87 Nassaz St. New Yerk 38, N. Y. 
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WATCHES 
and 


Watch 


Movements 


1954 


Internationally known 
Swiss Watch manufacturer 
of a complete, quality- 
engineered and _ compet- 
itively priced line of watch- 
es and watch movements 
invites inquiries from 
quantity, private brand 
users for 1954 delivery. 

















Address, “B., 2627” 
Jewelers’ Circular-Keystone 


100 East 42nd St. 
New York 17, N. Y. 
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Special Order Work and 
Repairs for the Trade 


Quick, reliable service! Re- 
mounting, stone matching, 
diamond setting, rhodiuming, 
antique reproduction and res- 
toration. EVERY type of 
special order work. Sensible 
prices. TRY US. 


OSCAR CAPLAN & SONS 


207 W. SARATOGA ST., BALTIMORE 1, MD. 
Jewelers at the bench since 1905 


EE 
For Fast Dependable 
Economical 


WATCH REPAIRING 


Send your work to 


Cooper's Watch Repair Co. 


48 West 48 Street, New York 36, N. Y. 
PLaza 7-1740 
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Executive Appointments 
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Appointed 
Director of 
Sales Research 
of Hamilton 





M. N. RIVENBURG 





M. N. Rivenburg has been named director 
of sales research for Hamilton Watch Co., 
according to a recent announcement by 
Lowell F. Halligan, vice president (sales). 

Mr. Rivenburg, formerly sales analysis 
manager, has been employed at Hamilton 
for 16 years. 


New 
Wallace 
Brothers 

Sales Head 


WILLIAM S. 
HAMMERSLEY 





The appointment of William S. Ham- 
mersley as sales and merchandising man- 
ager of Wallace Brothers, stainless steel 
division of R. Wallace & Sons Mfg. Co., 
was announced recently by F. Elliott 
Bristol, general manager. 

In his new post with Wallace, Mr. Ham- 
mersly will direct sales and market plan- 
ning for the company’s stainless steel 
tableware, hotel and restaurant lines, and 
specialty products. 

Mr. Hammersley since 1949 has been 
executive general manager of H. M. Tower 
Corp. of New Haven, and prior to that 
was general sales manager of Whirlpool 
Corp. 


Joins 
Bulova as 
Advertising 
Manager 


LESTER 
KRUGMAN 





The appointment of Lester Krugman as 
advertising manager of Bulova Watch Co. 
was announced recently by John H. Ballard, 





ll 


president, and Raymond F. Warren, yicg 
president in charge of advertising, 

Prior to his appointment, Mr. Krugman 
was associated with Grey Advertising 4, 
account executive for Emerson Radio and 
Television Co. and other large industria] 
firms. 


ee 


Werner Joins Quaker Silver 


The Quaker Silver Co., sterling holloy. 
ware manufacturers of North Attleboro, 
Mass., announced recently the appointment 
of Lewis R. Werner to their general sales 
organization. 

Mr. Werner will represent Quaker in the 
important Denver-West territory, and plans 
eventually to open a Los Angeles office in 
the Bankers Building, where he was once 
established. He has been identified with 
the merchandising of china and sterling 
silver throughout his business career. 





Named 
Advertising 

Mor. of 

Wallace 


CRAIG A. 
BOSSI 





Craig A. Bossi has been elevated to the 
post of advertising manager of Wallace 
Silversmiths, Wallingford, Conn., according 
to an announcement by John F. Banks 
director of sales and advertising. 

Mr. Bossi, an employee of the company 
since 1947, will direct advertising for al 
media for the entire Wallace line, it 
cluding sterling silverware, sterling and 
plated hollowware and stainless steel table 
ware. 





Linde Asks for Import Ban on 
Synthetic Sapphires and Rubies 


The U. S. Tariff Commission is study 
ing a manufacturer’s request for an 0 
ficial ban on imports of synthetic star sap 
phires and rubies. 

Linde Air Products Co., a division @ 
Union Carbide and Carbon Corp., New 
York City, filed the request with th 
Tariff Commission on August 11. Th 
firm says certain imports of these Pp! 
ucts, originating in Europe, are in wid 
tion of its patent rights. It asks the Tarif 
Commission to exclude all further ship 
ments from entry at U. S. ports. 

In mid-September the commission W# 
conducting a preliminary inquiry into the 
complaint. A decision as to whether 
hold a hearing on the matter had ™ 
been reached. 
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whitey Ford to Appear as Guest 
at Golden Circle Meeting 


Whitey Ford, youthful southpaw pitcher 
for the New York Yankees, and Ed Fisher, 
jirector of promotion for that team, will be 
honored guests at the October 19th meeting 
of the Golden Circle Sales and Executive 
Club. The meeting will be held, as usual, 
the Hotel Delmonico, New York. 

A capacity turnout is expected at the 
meeting which will be preceded by a 
jeicious dinner. The only speech on the 
evenings agenda will be made by Mr. 
fisher, whose return engagement as a 
gest speaker was requested by many 
nembers who were present at the two pre- 
vious meetings he addressed. Whitey Ford 
vill participate in the question-and-answer 
period following the speaker’s talk and is 
gheduled to review inside strategies used 
in this year’s world series. 

Presiding at the meeting will be Leo 
Davidson, president of the club, who has 
extended an invitation to members and 
their guests to be present at this interesting 
and timely session. 

The committee in charge of arrange- 
ments received an able assist in program 
planning from Harry Rodman, who §ar- 
ranged the appearance of these two out- 
standing sports’ figures. 





$.E.M. Co. Issues New Catalog 
S.E.M. Co., Inc., of 5 Bromfield St., 


Boston, Mass., wholesale jewelers servicing 
many top brands, from strictly jewelry 
items, watches and clocks, to electric house- 
wares, are mailing to their New England 
accounts the 1953-54 edition of their new 
catalog, just off the press. 





Congressional Action Unlikely 
On Social Security Tax Hike 


No move by Congress to head off the 
federal social security tax increase, sched- 
uled to take effect on January 1, is seen in 


Washington. 


The tax deduction affecting employers 
and employes is slated to rise from one 
and a half to two per cent when 1954 opens. 
In addition, the rate for self-employed 
persons is supposed to become three per 
cent, 


Rep. Daniel A. Reed, (New York Re- 
publican) says it is “highly unlikely” that 
Congress will act to block the increase. 
Earlier, Mr. Reed has been reported ready 
lo introduce a bill to freeze the rates at 
their present position. 

Commenting on the tax set-up, Mr. Reed 
says he is “not at all convinced” it is the 
best which could be created. He adds, 
however, the implication that his House 
Ways and Means Committee will not recom- 
mend changing the schedule without mak- 
ing a thorough examination of the law. 

Ways and Means subcommittee, headed 
by Rep. Carl T. Curtis, (Nebraska Repub- 
wean) is studing all types of social secur- 
ty problems. No report from this group 
's expected for months. 
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New Excise Collection Form 
Draws Protests from Retailers 


In spite of rising protests from jewelry 
and other retailers who handle items 
affected by excise taxes, it looked last 
month as if the Internal Revenue Service 
would neither discard nor modify to any 
extent its reporting Form 720. 

Previously, a brief form was used for 
reporting excise collections. Now, begin- 
ning with October, the IRS requires de- 
tailed reporting on a longer (four-page) 
form, listing sales, returns or exchanges 
(with explanation), etc. 

Late last month, the IRS had agreed to 
meet with representatives of business for 
the purpose of discussing the newest form. 
It was said unofficially that not much could 
be expected to result from the talks since 
the revenue service said it must have the 
information. 

Retailing has pointed out to the Internal 
Revenue Service that full compliance with 
the new form will be “extremely difficult, 
if not impossible.” 





New York Jewelers Present 
Scroll to Swiss Watchmakers 





Expressing gratitude for assistance to 
them in a recent “Know Your Jeweler” 
campaign, representatives of Western New 
York jewelers have awarded a scroll to 
the Watchmakers of Switzerland. Signed 
by the “Jewelers 24 Karat Association of 
Western New York,” the scroll was pre- 
sented by the association’s president, Stan- 
ley P. Spisiak, of Buffalo (right), and was 
accepted for the Watchmakers by Paul 
Tschudin, U. S. representative, New York 
City. 
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New Parker Pen Plant 
More Than Doubles Capacity 


Parker Pen Co. is now in full produc- 
tion at the firm’s new $4,500,000 Arrow Park 
plant, which has production capacity of 
235 per cent over previous manufacturing 
facilities. The move completes Parker’s 
largest expansion program during the com- 
pany’s entire 64-year history. 

The new Arrow Park plant contains only 
manufacturing facilities; general offices re- 
main in the present plant in downtown 
Janesville. 
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Attractive Gold or Silver Stickers can 
be powerful, low cost advertising for 
your store. Put them on your packages, 
on merchandise, stationery, etc. Here 
is a practical means to identify your 
store and “dress up” your merchandise. 
These little seals proclaim your pride 
in what you sell, and express your re- 
spect for those who buy. The cost is 
next to nothing for a year’s supply. We 
have dozens of attractive designs that 
can be individualized to suit your needs 

. many especially suited to the gift 
and jewelry trade. 


MAIL COUPON FOR 


<4 


... And complete catalog of PICTORIAL 
gift and jewelry boxes and packaging 
supplies. 


PICTORIAL 


PAPER PACKAGE 


CORPORATION 


15116 Merchandise Mart, Chicago, Iillaeols 
232 South Lake S#., Aurora, Iilinols 








Pictorial Paper Package Corp. 
General Offices and Plant 
232 So. Lake St., Aurora, Illinois 


Please send free samples of your Gold and 
Silver Stickers, and catalog of your Com- 
plete Packaging Service. 
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€ contracts 


@ receipt books, etc. 


ie FREE samples 
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REFINING 
PRECIOUS METAL 
WASTES 


GOLD-SILVER-PLATINUM 
By C. M. Hoke 
A Valuable Handbook 
for the Jeweler 


$6.00 


Postpaid 
Remittance with Order 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd St., New York 17, N. Y. 











Fine Quality tarnish proof 
Chests, Cases, Bags, and Rolls 
for Silverware 


EUREKA MFG. CO., INC., Dept. A, Taunton, Mass. 
Since 1926 
Write for catalog and prices 
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Abis fo 


when in need of 
STOP WATCHES 
CHRONOGRAPHS 
ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 20, N. Y 
















Importers of 


CHATONS — MARCASITES 
AND FANCY STONES 


K. GINSBURG, INC. 
570 7th Ave. New York City, N. Y. 
LOngacre 3-1176 























* 


ACON WATCH CROWN ©O. 
50 Eldridge St., New York 2, N. Y. 
Manufacturers of Gold Filled Crowns 
Complete line including waterproofs | 
Sold through Wholesalers & Jobbers 








MODERN AND ANTIQUE 
DIAMOND JEWELRY 
RINGS @ BROOCHES 
BRACELETS @ EARRINGS, Etc. 
Bought and Sold 
*‘Serving the Trade Over 28 
Years.’’ Formerly with Chas. 
S. Crossman & Co. “The 
Old Mine Diamond House’’ 


J. L. DURLAND CO. 
608 Sth Ave., New York 20 
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Obituaries 


a 





Robert P. Burnett, 77, retired whole- 
sale dealer in precious stones, died Sep- 
tember 13 ina Long Island (N. Y.) hos- 
pital. Mr. Burnett formerly had a New 
York office at 542 Fifth Ave., and traveled 
widely throughout the east. He retired 
several years ago after more than 40 years 
in the jewelry business. He was a member 
of the Brotherhood of Traveling Jewelers 
and a past grand master of Grammercy 
Lodge of Masons in Woodhaven, Queens. 

Raymond H. Davis, 47, jeweler of 
Albuquerque, N. M., died August 24 after 
a heart attack. Mr. Davis had operated 
his own jewelry store in Albuquerque for 
a time but recently had been employed 
by the Barrett Jewelry Co. at 4819 E. 
Central Ave. In addition to his widow, he 
is survived by a son, two brothers and a 
sister. 

Nathan Kahn, 50, a partner and trea- 
surer of the S-K-L Co., Inc., wholesale 
jewelers at 15 W. 47th St., New York, 


NATHAN 
KAHN 


eo oe 





died August 26 of a heart attaok in 
Wilkes-Barre, Pa. Surviving are his widow, 
two sons, a brother and) six sisters. 
Jesse M. McEntee, Sr., 95, founder 
of a pioneer Oklahoma jewelry store chain, 
died August 24 following a brief illness. 
Mr. McEntee founded the original store 
bearing his name in Muskogee in 1905, 
two years before Oklahoma was admitted 
to statehood. The firm now has outlets in 
Oklahoma City and Tulsa as well. Sur- 
viving are his widow and two sons. 
Harry Wartell of Dallas, Texas, a 
salesman for Bruner-Ritter, Inc., died 
August 23 of a heart attack. He was well- 


HARRY 
WARTELL 


known and highly regarded by the many 
jewelers he served in the southwest. Sur- 
viving are his widow and two sons. 














ee 


C. Herman Vogel, 66, a jewelry de. 
signer for F. & F. Felger, Inc., ring many 
facturers of Newark, N. J., died Septem. 
ber 4 at his home in Union, N, J., after 
a brief illness. He leaves his widow, typ 
daughters and a brother. 


Charles J. Dieges, 87, Dies: 
Co-Founder of Dieges & Clus} 


Charles J. Dieges, co-founder of Dieges 
& Clust, Inc., manufacturers of medal 
trophies, class pins and rings, died Sep- 
tember 14 at his home in Jamaica, Ney 
York. His age was 87. 

Mr. Dieges, a native New Yorker, started 
his business career as an apprentice de. 
signer in Newark, N. J., where he worked 
for a jeweler and silversmith. Later he 
founded the firm of Dieges & Clust with 
the late Prosper Clust of Williamspor, 
Pa., as his partner. 

Closely connected with sports almost all 
of his life, Mr. Dieges was a former 
national weight throwing champion who 
had been a timer at six Olympic games, 
He started his sports career as a member 
of the Pastime Athletic Club in New York, 
His specialties were the weights and gym. 
nastics although he took part in all phases 
of sport for the fun of it. 





CHARLES J. 
DIEGES 





In 1904 Mr. Dieges enlisted as a private 
in the 22nd Infantry, later the 102nd Eng: 
neers of the New York National Guard 
He advanced to the rank of captain, sav 
service on the Mexican Border and, at the 
age of 52, went overseas in World War | 
with the 27th Infantry Division. He 1 
turned in 1919 and was attached to the 
Adjutant General’s Office of the New York 
National Guard with the rank of lieutenatl 
colonel. 

Mr. Dieges was a member of the New 
York Rotary Club, B.P.O.E. No. 1, New 
York Athletic Club, a veteran member of 
the Sojourners, a past commander of 
Fidelity Post of the American Legion, and 
other military and athletic associations 

In addition to his widow, he is surviv 
by two sons and a daughter. 





q John Addessi has purchased the Lymat 
G. Porter store in Danbury, Conn. and 
will operate it as Addessi Jewelers 
his brother Richard. 
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One hundred years of fine watchmaking 
are currently being observed by Chs. Tissot 
& Fils of Le Locle, Switzerland. Quality 
timepieces have been designed and manu- 
factured for the past century in the Tissot 
factory shown above. 

Beginning with its founder, Charles 
Felicien Tissot, four generations of the 
Tissot family have dedicated their energies 





TISSOT WATCH FIRM OBSERVES 100TH ANNIVERSARY 


cs 






to the production of fine watches. Through 
the years, Tissot has carried on constant 
scientific research and has _ employed 
modern manufacturing techniques to en- 
sure its position as a leading Swiss watch 
manufacturer. 

Sole American distributor of Tissot 
watches is the Holzer Watch Co., Inc., 
501 Fifth Ave., New York. 





George Gerber Co. Purchases 
Foster Store in Providence 


The George Gerber Co., with 10 credit 
jewelry stores in Rhode Island and southern 
New England, has purchased and is oper- 
ating the 78-year-old J. A. Foster Co. of 
67 Dorrance Street, Providence, and early 
in September purchased the former recre- 
ational hall of the J. & P. Coats Co., Paw- 
tucket, R. I. to which it plans to move its 
headquarters and offices by October 1. The 
Company headquarters are presently lo- 
cated at 24 Mason St., Providence. 

Arrangements for the purchase of the 
Foster company were completed in August. 
Included in the deal were the inventory, 
store fixtures and jewelry business. 

The J. A. Foster Co., to be now known 
as the J. A. Foster Land Co., retains title 
to the Dorrance Street property and will 
lease it to Gerbers. 





Anson Asks Distributors 
To Sign Fair Trade Contracts 


All authorized wholesale distributors of 
the Anson line of men’s jewelry were 
asked recently to sign fair trade contracts. 


Contract forms were sent to distributors 
the latter part of August together with a 
letter from Olof V. Anderson, president 
of the firm, which explained why Anson 
was taking this step. 

Said Mr. Anderson’s letter in part: 


“In watching our progress over the 
years it seems to me that our wholesale 
distributors are not obtaining full benefit 
from the sale of our merchandise to the 
retailers, It further seems to me _ that 
the wholesaler feels his ma‘or competition 
comes from his fellow wholesaler. As a 
result of this feeling wholesalers in com- 
peting with themselves have made it a 
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practice to give excessive discounts, there- 
by cutting into the profit structure they 
are legitimately entitled to. This is done 
with the idea in mind that in order to 
be favored by an order from a retailer, 
price cutting becomes necessary. As a 
result of this price inconsistency it has 
made the retailer become very confused 
because no matter what price he pays 
for the merchandise he purchases from 
his wholesaler, he is not quite sure that 
he couldn’t have gotten the same item 
cheaper from another wholesaler, and for 
that reason his confidence in the whole- 
saler has become shaken and many of 
his orders go to a direct house where 
he knows that only one price exists.” 

Mr. Anderson declared that the whole- 
saler financially stabilizes the trade as 
a whole as it is required for them to 
take on part of the investment burden 
of the retailer as well as the manufac- 
turer. 

“With this in mind,” he stated, “we 
must agree that the wholesaler is entitled 
to a profit for his investment and his 
labors, and I believe the Anson fair trade 
contract will accomplish that goal. I hope 
that you will agree that the manufacturer 
of a nationally advertised line is entitled 
to protection from having its line foot- 
balled and used as a leader item.” 





Post Office Seeks 17% Boost 
In Mailing Rates on Catalogs 


Interstate Commerce Commission has 
received a revised proposal from the Post 
Office Dept. cutting in half the mailing 
rates previously sought for catalogs. 

New proposal seeks a 17 per cent 
boost against 35 per cent sought earlier. 
It would apply to mail order catalogs and 
other bound matter weighing from 8&8 
ounces to 10 pounds. 








FRANCHISE 
* AVAILABLE 


Cae 


J f you are a better store 
with a clientele that 
appreciates finer things 
...then you will be 
interested to learn more 


about our unusual 





WITH NO INVESTMENT 


Here’s your chance 


to get New Business from 
old customers and New 
Customers for your store. 


Here’s how! 


Write to us for our com- 
plete plan. We will show 
you how to get orders for 
Genuine Steel Engraved 
Wedding Invitations and 
Social Stationery. Our 
work is superfine quality, 
exclusively. No finer in 


the field. 
Be the first in your 


= City.. write at once 
W for our complete 


ILL 
plan. 


CChER 


°& CO: 


Al4 North 
Twelfth St- 


St-Louis,|.Mo 





SINCE 1913 
STEEL ENGRAVED 


SOCIAL AND BUSINESS 
STATIONERY 





*Available to Leading 
Jewelers who have the 
franchise for outstand- 
ing silver patterns. 
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Precious and Semi-Precious 


STONES 


STAR SAPPHIRES 
EMERALDS 

CAT'S EYES 
RUBIES—SAPPHIRES 
AQUAMARINES 
PERIDOT. 
TOURMALINES 
TOPAZ 

AMETHYST 


Unusual Gems 





Memo Selections sent promptly 


ALLAN CAPLAN 











2 West 46th Street New York 36, N. Y. 























Quality 


RHINESTONE 
JEWELRY 


Direct to you 
from the Manufacturer 


Fantasy of Yewels 


18-20 W. 31st St., New York 1, N.Y. 




















Ask For 
TIME TESTED 


NYE OILS 


The Best 
Watch and Clock 


Vi elatetol ahi: 


Wm. F. Nye, Inc., New Bedford. Mass. 








JEWELERS PRINTED SUPPLY HOUSE 


Jobbi Ervelo R Checks—Stri T 
Metal “‘Serateh con otha Tese—Wrep Papers 
Steek Books, Memo—Order and Sales Books 
Appraisal Booke—Show Cards—Priee Tickets 
end Guarantees Credit Ferms 
Complete Printed Supplies for the Trade 
Write fer Samples 
DAUER PRINTING CO. 


37 E. 21st St., New York 10, N. Y. AL 4-2175 
Visit Our Large Show Room of Supplies 
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Nation's Fashion Editors 
View New Diamond Jewelry 


More than a million dollars’ worth of 
diamonds walked into a program that 
Victor Borge gave before an audience of 
newspaper fashion writers at The Plaza in 
New York on July 14. Occasion was 
“Press Week” when the New York Dress 
Institute invited editors and broadcasters 
from all parts of United States and Canada 
to New York to see the new fall lines. 
N. W. Ayer & Son, Inc., entertained the 
visitors in the interest of diamonds as part 
of the publicity program they conduct for 
De Beers Consolidated Mines, Ltd. 





Victor Borge, the daffy Dane of the key- 
board, gives close attention to the dia- 
monds by Harry Winston worn by Liza 
Prokoff in Mr. Borge's program at the Dia- 
mond Dinner at the Plaza in New York City. 


Jewelry was exhibited by Black, Starr & 
Gorham; Cartier; Van Cleef & Arpels; 
and Harry Winston. Before dinner it was 
shown on an obelisk, the diamonds from 
one jeweler on each of the four sides. 
During the Victor Borge program after din- 
ner, the pianist-comedian introduced mod- 
els wearing the same pieces shown on the 
obelisk. 

The audience included 162 newspaper 
and magazine editors and 23 radio and 
television broadcasters. 





Association Heads to Judge 
‘Watch Inspection’ Contest 


The presidents of six national jewelry 
and horological trade associations have 
accepted invitations to serve on the panel 
of judges for the fifth annual Watch In- 
spection Time Contest currently being 
sponsored by The Watchmakers of Switz- 
erland. 

The panel includes: Norman Luth, of 
the United Horological Association of 
America; Jack Montgomery, of the National 
Wholesale Jewelers Association; Arnold A. 
Schiffman, of the American National Retail 
Jewelers Association: Howard S. Schrantz, 
of the Horological Institute of America; 
Eugene Sobel. of the Watch Material Dis- 
tributors Association of America, and Irving 
J. Wolfgang, of the National Jewelers Asso- 
ciation. 

In announcing the accentances bv the 
six-man panel, Paul Tschudin, director of 
the Watchmakers of Switzerland Informa- 
tion Center, expressed his group’s grati- 
fication in the record number of entries 




















received from the trade in the competition 
for a thousand dollars worth of prizes 
offered by the Swiss. 

To enter the contest, which closed Qg, 
tober 3, a contestant had to submit jp 
writing “a workable merchandising jqe, 
that can make the service department more 
profitable.” The competition was open ty 
owners and employees of retail jewelry 
store and retail watch repair shops in the 
United States. 

Contest winners will be announced jy 
December trade publications. 





Gruen Watch Co. Announces 
Two New Appointments 


Maury Ash, formerly eastern sales map. 
ager of Elgin National Watch Co., ha 
joined the Gruen Watch Co. as assistant 
director of sales, according to a recent ap. 
nouncement by Abraham S. Braude, vice 
president and director of sales. 

Well-known to retail jewelers throughout 
the country, Mr. Ash has been in the 
jewelry business for the last 18 years jp 
both sales and executive capacities. In his 
new position with Gruen, he will work di- 
rectly with Mr. Braude in the development 
of retail sales planning and will supervise 
field contact for the eastern half of the 
United States. 
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MAURY ASH J.S. MAGUIRE 

Appointed Named 
Director Export Sales 
of Sales Mor. 


At the same time, Mr. Braude announced 
the promotion of J. Solon Maguire to the 
post of export sales director for the Gruen 
Watch Co. Mr. Maguire has been Gruen'’s 
eastern sales manager since 1951. 

“The creation of this new post by the 
company is in line with Gruen’s expansion 
and greater demand in the foreign sales 
market,” said Mr. Braude in announcing 
Mr. Maguire’s new position. 





New Retail Jewelry Store 
Opened in Washington, D. C. 


A new retail jewelry firm, Erich Wolltet 
and Associates, held its formal opening 
on September 22 in Washington, D. C. The 
firm, located at 1007 Connecticut Ave. 
N. W., specializes in platinum-diamond ané 
gold jewelry. Another specialty of the 
firm is designing, restyling and repairing 
jewelry. 7 

Associates in this new retail enterprs 
include Mr. and Mrs. Erich Wolter and 
Sanford M. Warren. 
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swiss Expert Still Runs 
Fifty-Year Race With Time 


After fifty years of splitting seconds into 
hundredths, the dean of Switzerland’s watch 
precisionists has retired—but only in a 
sense of the word. 

Louis Augsburger, now 70, is a “Maitre 
Regleur de Precision”—master watch regu- 
lator—one of a small fraternity whose 
names are by-words in the Swiss watch 
industry. His skill is attested by the 
397 prizes his timepieces have won in the 
watch accuracy competitions at the observ- 
stories of Neuchatel and Geneva in Switz- 
erland, and at Kew-Teddington, England. 

His retirement, however, does not mean 
that he has given up the never-ending 
quest to come closer to perfection in time- 
keeping, a progress measured in hundredths 
of seconds. In his home in Nyon, on the 
shore of Lake Geneva, Augsburger has a 
sun-porch laboratory where he spends his 
days regulating fine chronometers for indi- 
vidual clients. It was only the pressure 
of daily work as master regulator for a 
leading chronometer manufacturer in the 
Jura watch town of Le Locle that he felt 
he must give up because of his advancing 
years. 

On his retirement, “La Suisse Horlogere,” 
oficial bulletin of the Swiss watchmaking 
industry, wrote of him: 

“The manner in which M. Louis Augs- 
burger has honored the watchmaking in- 
dustry of Le Locle, and through it, all 
Swiss watchmaking, has perpetuated the 
tradition of workmanship and honest crafts- 
manship of those who benefited by his 
talents... The essence of Swiss watch- 
making lies in men of his character who 
enhance the prestige of their calling by the 
prestige of their natural talents.” 





Reed & Barton Running 
Biggest Ad Campaign 


In addition to its regular schedule of 
sterling flatware advertising in leading 
national magazines, Reed & Barton Silver- 
smiths are running the largest advertising 
campaign on sterling and plated hollow- 
ware in the firm’s history. 

Sparked by monthly full-page ads in 
The New Yorker, Gourmet, House Beauti- 
ful and Ladies’ Home Journal, the 1953 
Reed & Barton hollowware campaign places 
its main emphasis on tea services, as it has 
consistently over the past four years. 





Pictorial Box Firm Builds 
New Addition to Aurora Plant 


A new addition to the plant of the Pic- 
torial Paper Package Corp. of Aurora, IIL, 
is in the earliest stages of construction. 

The company, which manufactures a wide 
variety of boxes, labels, seals, wrapping 
paper, etc., as part of a complete line of 
packaging materials for the jewelry in- 
dustry, is one of the pioneers in this field, 
having begun business in 1875. 

The new building will be of modern 
steel and concrete fire-proof construction, 
automatic sprinklered, and fluorescent 
lighted throughout. 
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The additional 40,000 sq. ft. area will 
be devoted mainly to manufacturing facili- 
ties and will almost double the production 
capacity of the plant. 

Products manufactured by Pictorial in- 
clude cotton filled, satin lined, metal jewelry 
cases, set-up and folding boxes for flatware, 
china and glass, fancy wrapping paper, 
seals and stickers. A new catalog is avail- 
able on request. 


WARNING! 

Several New York City jewelers 
have contacted us recently to inquire 
about a photographic studio which 
has represnted itself as official pho- 
tographer for THe Jeweters’ Cir- 
CULAR-KEYSTONE. 

This studio has no connection 
whatever with THe Jewe.ers’ Cir- 
CULAR-KEYSTONE and has never been 
commissioned by this publication to 
do any work for us of any kind. 

Photographers from this studio 
falsely represent themselves only as 
a means of inducing people to sit 
for their portraits. After the photos 
are taken, a representative of the 
studio calls with proofs and en- 
deavors to sell finished prints to the 
sitter at a very high price. 

If any photographic firm ap- 
proaches you stating that they have 
been instructed by THe JEWELERs’ 
CIRCULAR-KEYSTONE to take your 
picture, please do not pose for them 
without first calling the editorial 
office of this magazine and verifying 
the photographer’s statement. 
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VALUABLE CARGO 








Jack Hartman, TWA representative at 
Pittsburgh, greets Mrs. Mary E. Lewis of 
Brooklyn and a cargo of valuable dolls 
which she exhibits in jewelry stores. Mrs. 
Lewis holds $1500 Queen Elizabeth II from 
her new show, “Diamonds, Kings and 
Qneens.” Exhibit features replicas of world 
famous diamonds and about thirty histor- 
ical figures including shahs, rajahs, em- 
perors, lords and ladies. Mrs. Lewis ex- 
hibited for jewelers as far afield as An- 
chorage, Alaska, during past summer and 
recently left on her fall-winter tour. 
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This new Eastern Star Ring and Pin 
have been especially designed for those 
who want the best in emblem jewelry. 
The ring accommodates ten small 
diamonds in the wreath. The jeweled 
synthetic points radiating the 5 colors 
on a 14K white gold Rhodium finished 
top, encircled with diamonds, forms a 
brilliant reflecting pattern. Shanks fur- 
nished in 14K yellow or white gold. 
Available with center plate for setting 
diamond. Small gavels can be applied 
to make an attractive past matron ring. 
Eastern Star Pin has all features of 
the ring, plus gavel attachment. It has 
pendant loop for pendant wear. 


Ask to see these two additions to the 1953 
GRAN line of fine finish emblem jewelry. 


GRAN and COMPANY, Inc. 
546 So. Meridian St. * Indianapolis 25, Ind. 
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BEN 
ROSENTHAL 


is very much alive and con- 
tinuing in his own business 
following the fine old Rosen- 
thal & Kaplan tradition at 


126 West 46th Street 
New York 36, New York 
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204 WESTMINSTER ST. Rovipence RHODE ISLAND. 


PROUDLY PRESENTS 


ST ATA 


PIN OR PENDANT* 


Sterling Silver, Die Struck, Rhodium Finish. 
Fifty extra quality imported chatons 


individually nicked in. 


Sliding on invisibly attached S/S chain. 














FOR PROMPT SERVICE 
ON 
SPEIDEL PRODUCTS 


CONTACT 
J. A. SILVER CO. 


167 GEORGE ST. NEW HAVEN, CONN. 
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NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 
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q A meeting of the executive board of 
the Diamond Peacock Club was held at 
the Hotel Somerset on September 17, 
where plans were discussed for winter 
activities, and the annual election of 
officers at the dinner to be held on 
October 30. 

q Members of the Vermont Retail Jew- 
elers Association met at the Barre City 
Club, Barre, Vt., on September 23, to 
formulate plans for reorganization. At 
an earlier meeting, on July 31, the fol- 
lowing officers were elected: John E. 
Mitchell, Goodfellows Jewelers, Barre, 
president; Richard Searles, Searles & 
Co., Newport, vice-president; and I. W. 
Burnham, Waterbury, secretary-treasurer. 
The following directors also were elected: 
Loren Bell, Bell & Houston, Barre; Wil- 
liam Hazelett, Burlington; Alfred H. 
Labounty, Newport; Ralph E. Van Gelder, 
Burlington; William Preston, Jr. F. J. 
Preston & Son, Burlington. 

q A meeting of the directors of the 
Massachusetts & Rhode Island Retail 
Jewelers Association was held at the Hotel 
Bellevue, Boston, on September 9. Plans 
for the coming season’s activities, with 
stress on a new membership drive, were 
discussed. 

q Officers and directors of the Boston 
Jewelers Club planned to meet early in 
October to formulate plans for the an- 
nual meeting, beefsteak dinner, and elec- 
tion of officers which is scheduled to take 
place at the Hotel Statler on November 6. 
q The ten member teams of the Boston 
Jewelers Bowling League began rolling 
up scores at the Boylston Bowladrome 
on September 15. 

q The New England Guild of the Amer- 
ican Gem Society held its first meeting 
of the fall season at the University Club, 
Boston, on September 23. Election of 
officers for the coming year headed the 
business agenda, and results of this will 
be given in the next issue. Edgar A. 
French, of Marshfield, Mass., talked on 
rough polishing and cutting of genuine 
gems. 

q Fall Gift Shows at the Parker House 
and Hotel Statler drew large crowds from 
all parts of New England. Coincident 
with these, the George Jessel Show put 
on a special program over Boston’s sta- 
tion WBZ-TV, on Saturday, September 
19, in which Gemex watch bands were 
featured. 

q Emil L. Vaine, jeweler, 260 Main St., 
Woonsocket, R. I., has taken over the 
store next door and is in the process 
of enlarging his place. 

q Theodore Vaine, formerly of Providence 
and Woonsocket, R. I., is now watch- 
maker for Jean P. Howes & Co., Keene, 
N. H. 

q Attracting wide attention as they were 
displayed in the windows of the Swiss- 


NEW ENGLAND 








American Watch Hospital, Inc., 23 Brom. 
held St, Boston, were a number of 
trophies and plaques awarded to Rocky 
Marciano, world’s heavy-weight boxing 
champion. 

q Day’s, Inc., jewelers, Brunswick, Maine 
have moved to a new and larger tee 
one block from the old location on Maine 
St. 

q Douglas Nathan, of S. M. Nathan, Inc., 
Fitchburg, Mass., is back in the store 
after three months in the Groton, Mass,, 
Hospital. 

q Miss Ruth Haselton, daughter of Harry 
Haselton, The Haselton Co., 702 Jewelers 
Building, was married on September 19, 
and plans to return to the firm after 
her honeymoon. 

q Several tons of unusual sample slabs 
of granite from all over the world have 
been obtained by W. T. Kinney of the 
New England Gem Cutting Company, 403 
Jewelers Building. These samples had 
been collected during the past 75 years 
from quarries in Sweden. Norway, Den- 
mark, Scotland, Canada, and many parts 
of the United States—many from quarries 
which have been abandoned for 50 years 
or more. Most of these samples are 
polished, and Mr. Kinney plans on using 
them in various ways, as lamp bases, 
coffee-table tops, cigarette boxes, and 
other bits of unusual handicraft. 

q Phil Webber of the Mahar & Engstrom 
Co., 404-412 Jewelers Bldg., went fishing 
recently with jeweler Solomon Cote of 
Fort Kent, Maine, and reports a 744-pound 
square tail from Eagle Lake. (Jim 
Bridges, of Smith & Zaff, Jewelers Build: 
ing, also went on a fishing trip with 
Mr. Cote, and the party of three landed 
75 trout.) 

q Myer Lippa, of Lippa & Co., Burling: 
ton, Vt., has opened a new gift and 
silverware department on the second floor 
of his store. 

q A clever bit of window dressing was 
noted in the Charles, Henry, & Crowley 
Co. store, City Hall Avenue, Boston. A 
group of china dog figurines surrounded 
a song sheet of that popular number, 
“How Much Is That Doggie In The 
Window?” 

q Two new traveling salesmen have been 
added to the Katherine A. Murphy Co. 
5th floor, Jewelers Building. John Calley 
will cover the Massachusetts territory, 
and Jack Frye will cover southern New 
England. Miss Murphy is just back from 
several weeks’ vacation in Maine, during 
which she entertained several jewelry circle 
friends, including Henry McGrath, Ed. 
Scully, and Mrs. Claire Hahn. 

4 David Abrahamson, formerly with the 
Katherine A. Murphy Co. covering south- 
ern New England, has left the jewelry 
trade for another line. 

4 Mrs. Michael J. “Phyllis” Harrington, 
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of Newport, N. H., competed in the New 
Hampshire state women’s golf champion- 
- “Tommy” Reilley, who covers 
New York State, Maine, N. H., and Ver- 
mont for the Bella A. Glass Co., is back 
on the job after being hospitalized with 
blood poisoning in Quincy following an 
injury sustained when he stepped on a 
marker while playing golf at the Furnace 
Rrook Club. 

4 Briggs Novelty Co., Province Building, 
Boston, recently introduced a new 10-k 
yellow gold self-piercing earring. A 
spring arrangement causes tension which 
gradually pierces the ear lobe without 
danger of infection and without pain. 
{The Jack Michael Co., 27 Brinsley St., 
Boston, operated by Jack Cohen, Harold 
Shapiro, and Jack Margolis, formerly 
with I. Alberts’ Sons, has extended its 
territory beyond New England to take 
in New York State. It has also been 
appointed exclusive representative in this 
area of the “Lady Fair” line of dresser- 
ware. A new salesman, Manny Newman, 
has been assigned to cover the southern 
New England area. 

4 Louis C. Sirois, Madawaska, Maine, has 
purchased the block next door, and will 
move into the new location shortly. 

4A $1 package sale, with each valued 
at $2, was staged recently by L. Jerome 
“Jerry” Eno at his Skowhegan, Maine, 
store. A 15-clown band played in front 
of the store, which disposed of 1,500 
packages, 

( Harry B. McKenney, jeweler of Mach- 
ais, Maine, is back at his store after 
illness which confined him to the New 
England Baptist Hospital, Boston. 

( Wallie P. Wilson, jeweler of Mars Hill, 
Maine, has added a department of greet- 
ing cards in his store. 

(Roger Tremblay, jeweler of Danvers, 
Mass., recently air-conditioned his store, 
and plans to redecorate shortly. 

(James Bridges, of Smith & Zaff, 309 
Jewelers Bldg., recently won a first-place 
gold medal for skeet shooting at the 
Falmouth Skeet Club, Falmouth, Mass. 
{ Roy Gowell, jeweler of North Abington, 
Mass., has installed a new air-conditioning 
unit in his store. 

(John T. Berry, jeweler of Peabody, 
Mass, tripped over a rock, while showing 
his son how to fly a kite, and broke his 
arm. 

(Raymond G. Constant, Constant Jewel- 
ers, Nashua, N. H., plans to move No- 
vember 1 into a new brick building now 
being built a block from his old location. 
¢ Crosby Jewelers, Inc., Allston, Mass., 
has been purchased and will be operated 
by Jerry Friedman, formerly with the 
Jewelry department of Filene’s, Boston. 

( Edward Carrier, jeweler of Haverhill, 
Mass., won a $25 prize this summer for 
catching the largest trout in a New Hamp- 
shire fishing tournament. 

( Edward Kaveckas, of Kaveckas Jewelry, 
Northboro, Mass., planned to open a new 
Store connected with his home, 19 Assabet 
tive, on Qctober 1. His former store 
was burned out a year ago. 

4 Heary F. Weiler, of Sanger & Co., 5th 
cor, Jewelers Bldg., spent the month of 


FOR OcToBEr, 1953 





September in Franconia and North Wood- 
stock, N. H., and in Bangor and Brooks, 
Maine, with his nephew, the postmaster. 
q John Baker, formerly with Jacobson 
Brothers, New York City, as New England 
representative, and now retired, is back in 
jewelry circles from a summer on Cape 
Cod, and is making plans for a winter in 
Florida. 

q Herbert W. Stranger, of the firm of 
the same name, 305-6 Washington Bldg., 
planned to leave for Greenfield, Nova 
Scotia, October 12, for a hunting trip. 
“Bert,” Jr., has been standing by each 
week-end in the family’s boat, the Skip- 
jack, as he superintended sailboat races 
at the Provincetown, Cape Cod, Yacht & 
Tennis Club. He missed only one week- 
end, while attending the ANRJA conven- 
tion in New York. The firm has added 
a new line of Seth Thomas watches, and 
a new bookkeeper to the staff, Miss Mary 
Sullivan. 

q Selim Modine, head of the watchmakers’ 
department, Thomas Long Co., has re- 
turned to work after a year’s absence due 
to a serious accident. He is still walking 
with the aid of crutches. 

q Donald S. Reaves, assistant general 
manager of Smith-Patterson Co., and Mrs. 
Reaves, were tendered a surprise silver- 
wedding anniversary party at the Toll 
House, Whitman, Mass., on September 12. 
Two members of the store’s staff have left 
for religious instruction—Barbara Gianino, 
of the office, to attend the Dominican 
Order convent, Plainville, Mass.; and Paul 
Doherty, shipping, to the monastery of the 
Sistigmatine Fathers, Springfield, Mass. 
q Miss Jill Frazer, of costume jewelry 
department, A. Stowell & Co., Boston, 
was married September 19, and has left 
the store. Her husband, Thomas Welch, 
was formerly with the store’s shipping 
department, and is now with the U. S. 
Marine Corps. 

q Mr. and Mrs. Kusti Lahde, and their 
son, “Skipper,” are back at their Worces- 
ter, Mass., store following a three months’ 
trip to various Scandinavian countries. 
Mrs. Lahde found the Finnish girls “beau- 
tiful,” and the boys in Sweden “better 
looking” than those in Finland—and “so 
tall!” 

q Mrs. Fernande Rochette, of Rochette 
Jewelry, Lowell, Mass., has enlarged her 
store, and put in a new display window. 
q Creighton Shoor, of Shoor Bros. Jewel- 
ers, Manchester, Conn., plans early in- 
stallation of an air-conditioning unit. 

q Irving W. Broder, New England rep- 
resentative of Gruen Watch Co., was 
elected president of the “30 Club” of 
Boston at a meeting in the Boston Club 
on September 8. Rebert “Bob” Johnson 
of Parker Pen Co., was elected secretary; 
and Bernard Steinberg, of Hains Jewelry 
Co., South Boston, was named treasurer. 
q “Chic” Lavan, former minor league base- 
ball player, and now covering New England 
for A. Frisch & Co., Jewelers Bldg., is 
proud of his son, “Howie.” Howard, at 
the age of 14, was picked for the All-Star 
Pony League of Lynn, Mass., a group 
composed mainly of lads 16 years and 
older. “Howie” sure is taking after his 
ball-playing Dad. 
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Special Offer! 


ALL WATCHES NEW 
AND FULLY GUARANTEED 














YOUR 
COST 
ge 
10 DAY 

APPROVAL 








© 17 JEWELS © WATER RESISTANT 
© SHOCK RESISTANT © ANTI-MAGNETIC 
© LUMINOUS DIAL © SWEEP SECOND HAND 


© CHROME TOP, STAINLESS STEEL BACK 
CASE © EXPANSION BRACELET ALL STEEL 


Open account to Rated Firms 
Others send check, M.O. or C.O.D. 


WRITE FOR FREE CATALOG 


AL-CO WATCH CO. 


129 West 46th St., New York 36, WN. Y. 














Treasured Timepieces 


that Add Interior Charm and Distinction! 
Imported 
WALL PENDULUM CLOCKS 


Magnificently styled and 
intricately hand - 
sculptured from 
selected wood by 
— a master craftsmen. 
oN Equipped with pre- 
ft. cision 14-day move- 
ment, charming 
bell strike everv 
half hour and full 
hour. Or with re- 
liable 8-day pen- 
dulum movement 
without strike. 
Shown No. 1310, 
available in genuine gold 
leaf finish, in ivory and 
gold leaf finish or with 
dark antique looking stain. 
Size 19°" x I1"' x 334" deep. 
Several other designs avail- 


able. 
CUCKOO CLOCKS with 24-hour and 8-day move- 
ment. 
400-DAY Anniversary Clocks, 







selection of 


styles. 
TRAVEL ALARMS, Bedroom Alarms and Desk Clocks 
Write for Price Lists and Illustrations 


FRE D J. KOCH Importer and Distributor 


65 Madison Ave., New York 16, N. Y. 
Tel. LExington 2-6829 


large 








LEARN WATCHMAKING 
» 2 @ REPAIRING - ENGRAVING 
Oay or Evening 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
Write Dept. "’K"' IIl'd Catalog 
Baldwin 9-1376 Est. 1894 
Arthur T. Jehason, Prineipal 























q A new compact line is proving extremely 
popular at Weiman’s, 3236 Kensington 
Ave. Another source of goodwill and paying 
customers is the gift certificate for the 
use of any member of the family, which the 
store gives or sends by mail to those listed 
in the local newspaper, Kensington Guide, 
as having special events such as birthdays, 
anniversaries or an addition to the family. 
q Roland Hillig is the new watchmaker 
at Ringold’s, 4316 Germantown Ave. He is 
working for this store and the new Ringold 
store at 817 E. Allegheny Ave., purchased 
only a few months ago by Ringold. 

q Customers are still finding their way to 
the Milton E. Smith store at 1046 N. 
Second St. in answer to a direct mail cam- 
paign boosting cameras and photographic 
equipment conducted in July. While many 
jewelers report having a “dull” summer, 
the Smith’s summer has been appreciably 
brightened through the advertising cam- 
paign, geared to the needs of vacationists. 
q The experiment in advertising through 
a series of ads in a local newspaper has 
proved so successful for Weissman’s, jew- 
elers at 1501 W. Susquehanna Ave., that 
a fall campaign using the same technique 
began the week of September 21 and will 
last at least until Christmas. 

q On November 1, the new M. Simon & 
Co. store will open in the Boulevard Shop- 
ping Center, 6500 Roosevelt Blvd., with a 
full line of quality merchandise. Sterling 
silver and precious stones will be featured 
in the new store, according to a spokesman 
for the Simon company at 1222 Market St. 
4 William Pinkstone, manager of Pink- 
stone’s Jewelers at 140 S. 52nd St., no 
sooner returned from a drive with Mrs. 
Pinkstone to Canada and thence to Detroit 
to visit a relative, than Richard Pinkstone 
and his wife set out for Denver and Salt 
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An especially designed “peekaboo" glove 
shows off this new Swiss watch through a 
diamond-shaped wrist opening. The plat- 
inum and diamond watch is accented by 
the blackness of the suede gloves. 
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Lake City for their extended vacation, Ip 
between these delightful vacations the 
firm has added substantially to the stock 
of pottery, aluminum and other gift items 
to expand the gift department. 

q Philip Kind, Jr., returned September 5 
to the S. Kind & Sons store at Chestnut 
near Broad St., after completing a two- 
week tour of active duty in the U. S. Naval 
Reserve. He is executive officer of a Squad- 
ron which took its reserve training at 
Quonset Point, Rhode Island. 

q.S. Kind & Sons completed their first year 
with china and glass lines which have 
proved most profitable. Their prospects 
for china have been greatly increased dy. 
ing the past few months with the addition 
of a new china line according to Samuel 
Kind. 

q The retail Jewelers Association of Phil. 
adelphia and Eastern Pennsylvania held jts 
first meeting of the fall season on Tuesday 
evening, September 15, at Lew Tendlers, 
227 S. Broad St. Dinner was served at 
seven and was followed an hour later by 
the business session. Main subject on the 
agenda was the Pennsylvania sales tax. 
4 A booklet, described by several jewelers 
as “very helpful,” was prepared by the 
Pennsylvania Retail Jewelers Association 
under the sponsorship of the Hamilton 
Watch Co. It explains how to collect the 
new sales levy. Jne of the most used charts 
in the book is the one showing how to com- 
pute the tax on “tax-included” prices. Any 
jewelers who have not received it may ob- 
tain a copy at Heine’s store, 31 S. 40th St, 
Philadelphia. 

4 The 14th annual dinner-dance of the 
Retail Jewelers Association of Philadelphia 
and Eastern Pennsylvania will be held 
October 27 at the Bellevue Stratford Hotel 
4.C. R. Smith & Son at 7 S. 18th St. have 
installed an intercommunication system 
which enables employees to talk between 
the shop on the second floor and the store! 
main floor. Specialized magazines will be 
the main advertising media which the store 
will use this pre-Christmas season. 

q Switt’s Jewelers recently conducted 8 
one-month special sale, which was annou? 
ced through direct-mail advertising and ia 
the local newspaper, to celebrate the 
anniversary of their store at 6163 Woodland 
Ave. 
4 Barr’ seven stores in the Philadelphia 
area are sponsoring a television show éi 
Thursday at 10:30 P.M. over channel 81 
Entitled “Barr’s TV Theater,” the sho 
features films from movies of a generatio™ 
ago such as Shirley Temple’s childhood 
pictures and the thriller “T-Men.” re 
of the clever promotion accompanying ¢ 
is a set of tickets for these shows given 
sent to customers. The ducats entitle ~ 
tomers to “seats” in “front row, center 
for a performance in their “living room. 
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The telecasts started September 10 and will 
continue until Christmas. 

4 Smith & West Jewelers report several 
profitable looking inquiries as a result of 
the article which appeared in a recent 
gue of Good Business about their store. 
4 John J. Finnigan, jeweler for 68 years, 
65 of which were spent in the employ of 
J. E. Caldwell & Co., passed away August 
17 at St. Agnes Hospital. He was 88 years 
of age. Mr. Finnigan had been a member 
of the Holy Name Society and a paymaster 
of the Washington Grays, First Regiment, 
Company A, Pennsylvania State Guard, of 
which he had been a member since 1885. 
He is survived by his two sisters and two 
brothers. 


——— 


AGS Awards 1000th R.J. Title 
To A. M. Ross of Philadelphia 


One thousand jewelers now add the in- 
tials R. J. after their names! Alfred M. 
Ross of S. Kind & Sons, Philadelphia, Pa., 
has the distinction of becoming the thou- 
sandth Registered Jeweler. 

With 15 new titles being awarded in 
the month of July, the American Gem 
Society has a good start toward its second 
thousand. | 

In the western area, three jewelers have 
been honored by receiiving the titles 
R. J. and C. G. (Certified Gemologist) 
at the same time. They are: Edward A. 
Gabriel of F. D. Fogg & Co., Albuquerque, 
N. M.; Joseph Rayce of Finley’s Jewelers, 
Compton, Calif., and Harold B. Zunke of 
Donavan and Seamans, Los Angeles. 

The Registered Jeweler title is awarded 
to American Gem Society members upon 
completion of a number of requirements, 
including a series of gemological courses. 
These courses are climaxed by a compre- 
hensive examination, including theory, the 
actual identification of colored stones and 
the accurate grading of a set of diamonds. 

The title of Certified Gemologist is 
awarded to members after the completion 
of a more advanced course of study fol- 
lowed by examinations in both theory and 
practice. 

Award of titles is also contingent on 
the individual and firm meeting the So- 
ciety’s standards of business conduct. 





Local Chambers of Commerce 
Ready Lures to Draw Customers 


Now that the fall season is well under- 
way, the Chambers of Commerce of big 
and little communities in the Philadelphia 
area are busy attracting customers to local 
merchants including, of course, local jew- 
elers, 

The Hatboro Chamber of Commerce is 
busy trying to provide more off-street park- 
ing facilities for shoppers and to obtain 
hetter street lighting to make the _busi- 
hess district more attractive. The Ambler 
Chamber of Commerce is also working on 
the off-street parking problem while the 
Lansdale Chamber of Commerce has con- 
quered the problem with Lansdale’s first 
municipally owned parking area the result 
of their endeavors, Downingtown will soon 
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follow suit with their free parking lot 
for local shoppers. 


In Coatesville, the Chamber of Commerce 
is busy with their usual Christmas Center, 
featuring a Santa Claus House where Santa 
will spend two weeks and over 10,000 chil- 
dren will receive free candy. The Main 
Line Chamber of Commerce will have 
worked out plans for uniform night open- 
ings of local stores by the time this ap- 
pears, and Conshohocken’s youth center. 
Fellowship House, will be in full swing 
partially as the result of that community’s 
Chamber of Commerce. 


The Kennett Square Chamber of Com- 
merce, and several others, are sponsoring 
halloween parades and window painting 
contests for the children of the community. 
The Oxford Chamber of Commerce, in 
addition to sponsoring a halloween parade 
and party, is planning a Christmas party 
for children of the community. In Phoenix- 
ville, the hourly bus service shoppers will 
enjoy this season is the direct result of the 
Chamber of Commerce. It was tested to 
stimulate business then became a_per- 
manent feature. 





New Law Retains Present Limit 
On Duty-Free Mail Shipments 


Signed by President Eisenhower early 
in August, the new customs-simplification 
law carries the promise of ample foreign 
trade without danger to the position of the 
American retailer. It is primarily technical 
in nature and does not change import 
classifications on any items. 


Congressional passage of the measure was 
a “must” action on the President’s legis- 
lative program. It had bipartisan support 
and cleared both the House and Senate 
without excessive controversy. 


An important feature of the law is that 
it holds the line against raising from $1 
to $3 the wholesale value of foreign-made 
goods which may be imported duty-free. 

In one respect the final bill (H. R. 
5877) sent to the White House did not 
go as far as the Administration would 
have liked. The House rejected a provi- 
sion to require evidence of injury to U. S. 
producers before a countervailing duty 
may be placed on a particular imported 
item. 

As the law now reads, it is mandatory 
that such a duty be imposed to offset any 
advantage gained by foreign countries 
which subsidize exports. 





Barr's Win Display Award 


Barr’s Jewelers of Philadelphia was a 
first prize winner in the annual Electric 
Housewares Gift Campaign display contest. 
The firm won top honors in the jewelry 
store classification in the contest sponsored 
by the Electric Housewares Section of the 
National Electrical Manufacturers Asso- 
ciation. 

Object of the contest was to reward the 
ingenuity and enterprise of displays set up 
to further the campaign slogan: “First Gift 
Choice—Electric Housewares.” ; 
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@Expanding mandrel 
accepts rings from 
sizes 1 to 15. 







@ Upright mandrel en- 
ables easier sizing 
of rings. % 


@No scratching 
No marring. 


@Reducing die with 16 a. 
sizing holes permits 
the greatest range of 
reductions. 
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Time Payments 


SEND FOR LITERATURE 
NEW HERMES 
PRODUCTS CORPORATION 





13-19 University Place, N. Y. 3, N. Y. 








BOHEMIAN GARNET JEWELRY 
10 Karat Gold 
Antique and New 








Earrings, rings, crosses, brooches, 
necklaces, bracelets. Many styles. 


Write for an approval package. 


We specialize in repair of all garnet 
and seedpearl jewelry. 


ASIATIC ART JEWELRY CO. 


225 Fifth Ave., N. Y. ©. 10, N. Y. 











Solid Mahogany Chests 


tarnish proof for Silverware 
Fine Workmanship 
Guaranteed Quality 
Send for leaflet and prices 


EUREKA MFG. CO., INC., Dept. B, Taunton, Mass. 
Established 1926 














217 








For Top 
Quality 
Jewelry 
Castings 
Like This 


without costly 





97 BEDFORD STREET 






bench work, 
hand filing and finishing 


Use Ransom & Randolph 


Jewelry 
Investment 


This material is reli- 
able: produces out- 
standing results on 
runs of any size and 
is economical to use. 
Ransom and Randolph 
jewelry investment is 
designed to do the job 


best. 


Send for CATALOG #52 


ALEXANDER SAUNDERS & CO. 


NEW YORK 14, WN. Y. 
WAtkins 4-8880 








ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 





114 BARONNE STREET, NEW ORLEANS 12, LA. 





Sllverware — Gold and plated jewelry — old 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. 

References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Board of Trade; Dun and Bradstreet. 


ANTIN'S 


Established 1916 

















ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
e JEWELRY ®@ 


5 HOPKINS PLACE, BALTIMORE, MD. 











WATCH MATERIALS—; 


Parts for all makes of 
Swiss & American watches. 
Prompt mail service 


Write for New Catalog 60 


DEAN COMPANY 


7V¥2 N. Atlantic Ave., Daytona Beach, Fia. 








218 


a 








q Royal Jewelers opened a _ new store 
August 20 at 29 W. Main St. in Carters- 
ville, Ga. The new firm occupies a com- 
pletely remodeled store building. Manager 
of the store is J. Roy Stone, a former 
resident of Cedartown, Ga. 

q A gala celebration on September 4 
marked the formal opening of Kingoff’s 
new jewelry store at 837 Franklin St., 
Rocky Mount, Va. Located in Virginia 
since 1919, Kingoff’s have stores in 
Roanoke, Danville, Richmond and Mar- 
tinsville, Va., and many towns in North 
and South Carolina. 

q A new jewelry store was opened the 
latter part of August in West Monroe, La. 
by Sid Simmons. Known as Simmons 
Jewelry, the new firm is located at 114 
Cotton St. and will feature a line of quality 
watches and other jewelry. 

q Village Jewelry Co. is the name of a 
new retail store opened September 5 in 
Gloucester, Va., by Oscar H. Belvin, Jr. 
Mr. Belvin has, for the last several years, 
been associated with the Geo. Phillips Co., 
wholesale jewelers, in that firm’s Rich- 
mond, Va., branch. 

q The manufacturing department of Pailet 
& Penedo, Inc., jewelers at 152 Baronne 
St., New Orleans, La., recently made a 
pair of large gold cuff links for General 
Mark Clark, and also a pair to match for 
the General’s son, Major Wm. D. Clark. 
The firm also made the diamond and blue 
sapphire wedding band for Major Clark’s 
bride, the former Mrs. Audrey Claire 
Loflin, of New Orleans, La. 


More Than 5000 Attend 
Allied's Show in Dallas 


A total of 5280 persons attended the 
26th Allied Gift and Jewelry Show, held 
in Dallas during the week of September 6 
to 10, according to Allied Exhibitors, Inc., 
the sponsoring organization. Some 4497 
registration badges, it was stated, were 
issued during the first three days of the 
event. 

An impressive array of jewelry store 
merchandise was presented by some 247 
exhibitors whose displays occupied the 
main ballroom of the Adolphus Hotel and 
scattered suites to the 20th floor. The show 
sponsors report that exhibitors considered 
buying better than satisfactory and that 
buyers were more than satisfied with mer- 
chandise that was offered. 

Two social events highlighted the four- 
day show. The first, a party restricted to 
buyers only, was held Monday evening, 
September 7, and drew an attendance of 
more than 1000. The second, a dinner- 
dance and ice show for buyers and ex- 
hibitors, was held on the evening of Sep- 
tember 8 in the Century Room of the 
Adolphus. 





THE SOUTH 


Capacity Turnout Expected 
At Washington RJA Banque} 


Advance reservations for the sixth annua) 
banquet of the Greater Washington Retail 
Jewelers Association indicate that a Capa- 
city turnout will attend the gala festivities, 
The affair will be held on Wednesday eyep. 
ing, October 14, at the Shoreham Hotel 
Washington, D. C. 

As usual, the evening will start with a 
cocktail party to give members and their 
guests a chance to renew old acquaintances 
and make new ones. A sumptuous mea] 
is planned which will be followed by a 
thoroughly entertaining floor show and 
dancing. 

In a letter of invitation to jewelers and 
their guests, the association advised them 
to “put aside” their troubles for one even. 
ing and “join in the warming spirit of fun 
and friendship.” 

Harry Brott is serving as chairman of the 
banquet committee and Dave Mann is head 
of the gift committee. 





Trade Pact With Bolivia 
Assures Ample Tin Supply 


Ample supplies of tin for all purposes 
are in sight for some time to come. This 
has been assured by a contract in the 
making late last month between the United 
States and Bolivia. It would be in effect 
the re-opening of long term buying with 
the Latin American company, a major tin 
source. 

Bolivian officials in Washington said 
that under the contract, the United States 
is agreeing to purchase 10,000 tons of 
Bolivian tin at the prevailing market price 
at time of delivery. 

Production officials say the contract was 
worked out, not because this country neces 
sarily needs the tin but rather on the basis 
of helping Bolivia economically. 





Hamilton's Illinois Watches 
Covered by Fair Trade Pacts 


To dispel any retail jeweler’s uncertaill 
ties concerning the fair trade status of 
Illinois watches, Lowell F. Halligan, wce 
president (sales), Hamilton Watch Co, 
issued the following statement, August |: 

“Where Hamilton dealers have signed 
fair trade contracts for the resale of Ham- 
ilton watches, those same contracts bind 
retail jewelers, signers and non-signers, t0 
sell Illinois watches according to existing 
fair trade laws. The Hamilton Watch fait 
trade contract clearly states that the mer 
chandise covered by it includes all ‘prod: 
ucts of the Hamilton Watch Co.’ We shall 
protect. Illinois watch dealers against fait 
trade violators with the same vigilance and 
determination as we do against Hamilton 
watch price manipulators.” 
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ANRJA President Addresses 
ganquet from Hospital 

Speaking over a telephone-loud speaker 
hookup, Arnold Schiffman, president of the 
American National Retail Jewelers Asso- 
ciation, addressed the annual banquet of 
the Norfolk and Portsmouth Retail Jew- 
elers Association from a hospital bed in 
his home town of Greensboro, N. C. 

Mr. Schiffman, who was injured in an 
automobile accident while en route to 
Norfolk for the meeting, was treated in 
Elizabeth City, N. C., for several broken 
ribs and a fractured knee cap, and returned 
to a Greensboro hospital. In his talk, he 
congratulated the local jewelers’ group on 
its program and progress. 

Presiding at the banquet, which was held 
on the evening of September 8 at the 
Monticello Hotel, was S. D. Hardy, presi- 
dent of the association, who stated that 
military exchanges were a subject of con- 
cern to ANRJA and that a recent survey 
showed they were not complying with 
restrictions. 

Other speakers during the evening in- 
cluded Tom Hickey, Eastern representative 
of Waltham Watch Co.; Myer B. Barr, 
president of the Retail Jewelers Associa- 
tion of Philadelphia and Eastern Pennsy]- 
vania; H. A. Goldberg, past president of 
the National Jewelers Association; Calvin 
H. Dalby, director of Public Safety and 
Coordinator of Civil Defense, and William 
Ralston, manager of the Norfolk Retail 
Merchants Association. 





Walter Job Visits England 


Walter Job, jeweler at 402 Spruce St., 
Scranton, Pa., sailed July 22 on the S. S. 
Georgic for an extended visit with his 
sister in Earlswood, England. This was his 
first visit to the British Isles since 1926. 

Mr. Job, a native of Birmingham, En- 
gland, came to the United States in 1889, 
settling in Wilkes-Barre, Pa. He went to 
Scranton in 1903 to establish a jewelry 
manufacturing business, an enterprise in 
which his son is now associated. 

Mr. Job observed his 75th birthday on 
the high seas aboard the liner S. S. Georgic. 
He was expected to return home early in 
October. 





Over 100 Detroit Jewelers 
Attend Glen Oaks Outing 


An enthusiastic crowd of more than 100 
attended the first annual golf day of the 
Greater Detroit Jewelers Association. The 


was held July 21 at Glen Oaks Golf 
ub, 


Feature attraction of the day was a base- 
ball game between the retailers and the 
salesmen, The game wound up with the 
salesmen losing to a score of 11 to seven. 
Outstanding star of the winning team was 
Fred Simmons (Simmons & Clark) who 
hit a tremendous homerun off the pitch- 
ing of Irving Segal. 

At the conclusion of the athletic events, 
4 delicious dinner arranged by Association 
President —_Bill Friedberg (Friedberg’s 
Jewelry, Inc.) and Entertainment Chair- 
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man Max Lebowitz (Winston’s) awaited 
the golfers and ball players. 

Prizes were awarded to Max Chicorel 
(Cabot’s) for low gross golf score and to 
Si Hirt (Bulova Watch Co.); Larry Katz 
(Longines-Wittnauer Watch Co.); Elmer 
Gries (Gorenflo Co., Inc.); Lou Zimmer- 
man (Elgin National Watch Co.) ; Bobbie 
Sillman (Bulova Watch Co.); Herb Segal 
(Jacob Segal & Sons), and _ Bernie 
Schwartz. 

In charge of arrangements for the 
salesmen was Murry Greenbaum (Jacques 


Kreisler Mfg. Corp.). 





Bulova Awards Scholarships 
To Employees’ Offspring 

The Bulova Foundation, a non-profit or- 
ganization through which all philanthropies 
of the Bulova Watch Co. are conducted, 
has inaugurated a scholorship program 
open to sons and daughters of Bulova 
employees. 





The seventeen students selected for the 
first Bulova scholarships were honored Sep- 
tember 2 at a dinner held at the firm's 
new Jackson Heights plant. One of the 
fortunate recipients is shown here receiv- 
ing her scholarship from Arde Bulova. 


In announcing the new scholarship pro- 
gram, Arde Bulova, Foundation trustee and 
Bulova board chairman, stated that seven- 
teen scholarships are being awarded this 
year. Open to the offspring of all five-year- 
or-more Bulova employees who have been 
accepted by accredited, degree-granting 
colleges, the program: 

1. Offers scholarship awardees a mini- 
mum of $500. There is no ceiling on indi- 
vidual grants, each depending on the stu- 
dent’s need. 

2. Offers all applicants, whether they 
are awarded scholarships or not, continu- 
ing vocational guidance until they are set 
in their careers. 

3. Makes additional grants of $500 each 
to colleges, except state and other public 
institutions of learning, for each student 
who enters under the plan. 

The seventeen selected for the first 
scholarships, out of thirty-one who applied, 
were guests at a dinner in the main dining 
room of Bulova’s new plant at Jackson 


Heights on September 2. 





q Albert J. Langevin, jeweler of South- 
bridge, Mass., opened a new store in 
Webster, Mass., on September 18 and 19, 
and will operate both places. 








KIRK Dial 


Since 1926 





Corpora tion 


The World’s LARGEST 

DIAL REFINISHING COMPANY 
Assures You of TOP 

QUALITY & SERVICE 


DIAL REFINISHING 
CRYSTAL FITTING 
BAND REPAIR 


offices: 


220 W. 5th St., Los Angeles 13, Calif. 
657 Mission St., San Francisco 5, Calif. 
1625 Broadway, Oakland 12, Calif. 
Seaboard Blidg., Seattle 1, Wash. 

29 E. Madison St., Chicago 2, Ill. 
University Bldg., Denver 2, Colo. 

923 Penn Ave., Pittsburgh 22, Pa. 

83 Walton St. N.W., Atlanta 3, Ga. 
108 W. Fayette St., Baltimore !, Md. 


Affiliated Companies 

KIRK DIAL OF MISSOURI 

1015 Walnut St., Kansas City, Mo. 
KIRK DIAL COMPANY 

1700 Commerce, Dallas, Tex., and 
Stewart Bidg., Houston, Tex. 

















198 Broadway 


SOME INTERESTING CHARMS 
From Our Large Assortment 





BY CHARM CRAFT CORP. 
FINEST QUALITY FINISH 
Subjects Shown Approx. '/2 Size 


From 3.00 Keystone in I4K. Also made in 
Sterling Rhodium finished and 1/20th 12K. 
Gold-Filled. Catalogue sent on Request. 


CHARM CRAFT CORP. 


Mfr’s of 14K, Gold-Filled & Sterling Silver 
Charms, Bracelets, Earrings, Tie Slides, Cuff Links 


New York 9, N. YY... 

















DOUBLE YOUR BRIDAL BUSINESS! 


Our 128-page illustrated book, ‘How To Plan 

A Beautiful Wedding,"" answers every question 

of etiquette, rings, gowns, gifts, flowers, guests, 

ceremony, dress guide, gift record. 

Sells readily at $1.00, makes a beautiful gift. 

$60 per 100. 

SALLIE NEWTON = wodston ta 
HOUSTON, TEXAS 
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Jobber Now! 


THE NEWALL MFG. CO. 


CHICAGO 2 ILLINOIS 











A © —GOLD 
x0" -— V 
a cou 





ee 
@’ SILVERWARE 
Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MIRRORS— 
BRUSHES — TOILET IMPLEMENTS 
and other missing parts 


SWARTZ & CO. 


Established 1917 
10 South Wabash Avenue Chicago 3, lilinels 


This is Our Only Location 

















WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 

















The only timing machine that 
dares say compare 


LET US PROVE! 
THE SUPERIORITY OF THE 
PAULSON 


TIME-O-GRAF 


MAIL THIS COUPON TODAY 


HENRY PAULSON and COMPANY 
131 Se. WABASH AVE - CHICAGO 3, ILL 


Please send me full information covering the Jewelers 
Biggest Business Builder. the Paulson Time-O-Grat 
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q Best wishes and hopes for an early and 
complete recovery go to Jack Friedland, 
of Hart Jewelry Co., 29 E. Monroe St., 
who was in the hospital recovering from 
an operation last month. 

q The trade is also pulling for a recovery 
for William Becker, jeweler with the Boy- 
den-Minuth Co., 29 E. Madison St. Mr. 
Becker, who has been with the firm for 
25 years, had a heart attack in August 
and has been hospitalized ever since. For 
the benefit of friends who may wish to 
drop him a card or note, he is at Hines 
Hospital. 

q The Ralph Singer Co. (formerly Agnini 
and Singer), 656 North Wester Ave., re- 
ports that Gil Aronoff, who has been rep- 
resenfing the firm out of Denver, is moving 
back to his home in Omaha, Nebr., as soon 
as he is able to occupy it. After his move, 
he will cover Northern Wisconsin, Minne- 
sota, Iowa, Nebraska, Missouri, Kansas 
and Denver for the company. 

q G. H. Matson, president of the Chicago 
Manufacturing Jewelers Association, re- 
ports that the annual meeting and election 
of officers will take place in November. 

¢ Sieg Gottlieb, of Frederick M. Gottlieb 
& Co., 55 E. Washington St., returned 
from Europe the end of September. Richard 
Gottlieb was vacationing in Florida during 
September in order to escape the hay 
fever season in Chicago. 

q Mr. and Mrs. Harry C. Davis (buyer 
of silverware, clocks and appliances for 
Stein & Ellbogen Co., 55 E. Washington 
St.) and their young son, Tommy, spent 
part of their vacation early in September 
in Washington, D. C. Lena Ginsberg, of 
the firm’s pearl and jewelry department, 
returned in mid-September from an ex- 
tensive European vacation. 

¢ Charles Goldstein, director of the Jew- 
elry Training Service, reported that new 
classes in watchmaking, jewelry engraving, 
and stone setting would begin on October 
1. A class in gemology was planned for 
mid-October. This unusual class met with 
a tremendous response when it was given 
six months ago and there have heen con- 
siderable requests for a repeat on it. 

q The Golden Roosters fall party was 
scheduled for November 12 with plans 
calling for it to be held at the Jewelers’ 
Club with a buffet dinner and then nom- 
inations of officers for 1954. 

q Sales manager Mark Resnick, Pakula 
& Co., 218 S. Wabash Ave., attended the 
convention of the Ohio Retail Jewelers 
Association early in September. 

¢ Condolences were extended to the family 
of Robert C. Clare who was killed Septem- 
ber 3 in an automobile accident east of 
Elgin. Mr. Clare, 26, of 625 S. Newbury 
Pl., Arlington Heights, was a salesman 
of the George Spies Industries, Inc., jew- 
elry manufacturers at 3729 Belmont Ave. 
He is survived by his parents, Mr. and 
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Mrs. Carl P. Clare, and a sister, Valdine 
q Harry Aronson, president of the Hallmark 
Watch Corp., 22 W. Madison St., and his 
wife, sailed for Europe last month op the 
S. S. United States. Combining business 
with pleasure while abroad, they expect 
to return to this country on the §, §. Queen 
Elizabeth around the first of November. 





Chicago Jewelers’ Group 
Installs Martin as President 


On September 16, the installation of 
officers for the Jewelers Association of 
Greater Chicago took place at the Standard 
Club. The principal speaker of the evening 
was Robert T. Vanderpoel, financial editor 
of the Chicago Sun-Times. 

The following officers were installed: 
Dave Martin (Martin Jewelers), president; 
Norman Kernis (Norman Jewelers), honor. 
ary president; Charles Gold (L. G. Rogers 
Jewelers), lst vice-president; John Baum. 
rucker (Jones and Baumrucker), treasurer; 
Sheldon Phillips (Phillips Jewelers), secre. 
tary; and Benjamin L. Sacks, executive 
secretary and counsel. 

The Board of Directors: Al Appel 
(Carter’s Jewelers), Jerry Berger (Macy's 
Jewelers), Al Berke (Berke Jewelers), 
Harold Cohn (Shaw Bros.) , Robert Forman 
(Forman’s), Fred Halpern (Master Jewel- 
ers), Ed Kappel (Busch Jewelry), Ira 
Marks (Marks Bros.), Howard Raymond 
(Raymonds), Irv Spritz (Brandt Jewelers), 
Rolland Trocky (Rolland’s), and David 


Wexler (Slavin Jewelers). 





Chicago Jewelers Association 
Makes Committee Appointments 


The Chicago Jewelers Association is 
scheduled to hold its first meeting of the 
fall season on October 15 at the Palmer 
House. 

New CJA committee appointments were 
announced recently as follows: 

Finance Committee: Al Lauschke, chair 
man, James Clifton, R. B. Dehnert, and 
Ray C. Wolf. 

Membership Committee: Howard Bob 
lander, chairman, James G. Flatau, Coby 
Knights, Herman Kramer, John G. Leiner, 
and Paul H. Samuels. 

Social Relations Committee: James 1 
Swartchild, chairman, Webb C. Ball, 
Charles G. Brown, Al H. Greene, R. 5. 
Hulbert, Al Lauschke, Dave Newmat, 
Marshall Spies, Mead Montgomery, and 
John M. Biggins. 

Trade Extension Committee: Al 6. 
Wahlen, chairman, William E. Comiskey, 
George Engelhard, Vince Healy, H. Paul 
Juergens, George Matson, and Mead Mont 
gomery. 

Good and Welfare Committee: J. T. 
Montgomery, chairman, Austin Clark 
Robert Lieberman, Frank Milhening, Vin 
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cent Newman, Harry Pakula, and Jack 
Prins. 

Golf Committee: Al Greene, chairman, 
George Beduze, R. W. Showerman, Adolphe 
Gundee, Robert Gottlieb, and William 
Swartchild. 

Named as directors for one year were: 
Marshall Spies (to fill the unexpired term 
of W. D. Evans), Al Greene, Harry Pakula, 
and Frank Thoennissen. 

Directors for two years: Howard Boh- 
lander, Robert Gottlieb, William Ruthhart, 
Sr and Al Wahlen. 





Tax Cuts Asked for Salesmen 
Who Set Up Retirement Funds 


Commission salesmen are making a 
strong plea for enactment of a law al- 
lowing tax benefits for those who wish 
to set up retirement funds and annuity 
plans. 

Salesmen are interested in getting Con- 
gress to approve legislation allowing in- 
come tax deductions or postponement of 
income taxes in cases where voluntary 
pension plans would be established. In 
recent House Ways and Means Commit- 
tee hearings, spokesmen for two sales- 
men’s groups gave strong support to 
three bills—H. R. 10, H. R. 11, and 
H. R. 2692—which would help to produce 
the desired result. 

Sanford Green, testifying for the Na- 
tional Council of Salesmen’s Organizations, 
told the lawmakers that salesmen are 
the largest single occupational group 
generally excluded from fringe benefits, 
including pension programs. Passing of 
an appropriate law, he said, would en- 
courage salesmen to take part in restricted 
retirement funds and annuity plans. 

The committee also heard Marshall J. 
Mantler, managing director of the Bureau 
of Salesmen’s National Associations, state 
that traveling salesmen want only the 
same pension fund rights enjoyed by other 
wage earners. Mantler said his group is 
ready to put into operation a_trusteed 
retirement plan if H. R. 10 is enacted. 





Boost in Tariff Rejected 
For Watchbands and Rosaries 


Imported watch bracelets of metals other 
than gold or platinum are not entering 
the U. S. jewelry trade in such quantities 
as to cause or threaten serious injury to 
the domestic industry, a recent report of 
the U. S.. Tariff Commission states. 

As a result of the Tariff Commission 
tuling, there is to be no change in the 
existing rates of tariff applying to watch 
bracelets and parts manufactured from 
metals other than gold or platinum. Cur- 
rent rates came into effect in 1948 and 
im 1951. Bracelets or parts thereof valued 
at not more than five dollars per dozen 


are dutiable at 65 per cent ad valorem. 


A rate of 110 per cent ad valorem was in 
elect under the Tariff Act of 1930. 

The Tariff Commission also turned down 
4 request for a higher tariff on rosaries 
made in whole or in part of gold, silver, 
platinum, gold plate, silver plate, or pre- 
“lous or imitation precious stones. The 
customs duty applicable to imports of such 
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rosaries is 15 per cent ad valorem, a rate 
made effective in 195l. The original rate 
prescribed in the Tariff Act of 1930 for 
these rosaries was 50 per cent ad valorem. 





Naomi Issues New Catalog; 
Plans Extensive Ad Campaign 


Naomi, of Island Park, N. Y., makers 
of a complete assortment of ring guards 
and ring locks, has scheduled its “most 
extensive” fall trade advertising program. 

Keynote of Naomi’s new promotion is 
its three-for-two premium plan. This special 
offer enables any retailer to buy three 
dozen ring guards for the price of two 
dozen. Naomi’s catalog of the complete 
line of findings contains the three-for-two 
premium coupons. 

For a free copy of the new catalog, write 
to Naomi, Island Park, N. Y. For further 
information on the three-for-two plan, con- 
tact your wholesaler. 





Gruen Sales Representative 
Observes 50th Year With Firm 


Harold R. “Doc” Haerr of Loveland, 
Ohio, recently completed his 50th year as 
a salesman with the Gruen Watch Co. 

Asked to contrast selling of 50 years ago 
with today, Doc, as his thousands of 
friends and customers call him, said that 
new means of transportation have done 
most to change the life of the salesman on 
the road. Of course, there were very few 
automobiles when he started his selling 





A salesman's "best friend"—his shoes— 
were immortalized in bronze for Doc Haerr's 
50th anniversary as a Gruen salesman. 
Shown above, being congratulated by 
Benjamin S. Katz, Gruen president, Doc 
Haerr is holding another gift—a new Gruen 
watch studded with 48 diamonds. 


career. Doc took the train to call on 
jewelers in his midwest territory and fre- 
quently, when a passenger train didn’t fit 
in with his schedule or didn’t go through 





GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE. PITTSBURGH 











Wristwatch & Carmen 
Expansion Bands 


: ALL TYPE 
Embraceables 
Repaired 
75¢ 


Ai Wisk: Cummenl 
M. MARTIN & CO. 


5 S$. Wabash Ave. Room 611 
CHICAGO 3, ILL. 




















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Hil. 
Students may enroll at any time of the year 














CENTRAL WATCH CO. 


ESTABLISHED (911 


WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 











some smaller towns, Doc took a freight | 
train and rode in the caboose. | 

Doc recalls when a night’s stay at a | 
hotel, plus three good meals, cost only | 
$2.00. And traveling men didn’t have taxi 
bills either, because it was standard pro- 
cedure for a hotel to have a car or buggy 
at the station to pick up the salesman and 








his trunks. 


Weleh, Case Feipairing 


Our work costs no more 
chan ordinary work * 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 





221 














SCHIRA BROS. 


PLATINUMSMITHS—DIAMOND IMPORTERS 








Manufacturers of exclusive Jewelry 
LOOSE AND MOUNTED GOODS 
MEMORANDUMS GLADLY SUBMITTED 
530 WALNUT ST. CINCINNATI, O. 


DIAMONDS 


LOOSE 
AND 
MOUNTED 

















THE GERWE BROWN CO. 
CINCINNATI ‘ DALLAS 

















Exclusive Franchise Plan available to one 
ethical retailer in a community. It offers 





EXCLUSIVE BRAND NAME merchandise 

# backed by NATIONAL ADVERTISING. 
Displays, Newspaper Mats, Radio Com- 
mercials, Window Cards, and dozens of 
other Sales Helps FREE! Write Today 
for Details and Available Territories. 


A.G.SCHWAB *:.."” 


229 E. Sixth St., Cincinnati 2, Ohio 














Exclusive Distributor of 
“MISS VANITY” JEWELRY 
Our service is beyond 
compare 
We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCB 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 

















You Can Buy With Confidence From 


The Wallenstein-Mayer Co. 


Division ef Harry Greenwold Co. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


50 years of SERVICE PLUS 


Write for our new 
1953 Catalogue 
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q Local wholesalers and manufacturers re- 
port a larger volume of business during 
the past summer months than in many 
years. This volume is continuing as re- 
tailers stock up for what is anticipated 
will be a record holiday business. Manu- 


| facturers also have been busy with a large 


volume of repair, resetting and special 
order work. 

q Frank Foegler, owner of the Foegler 
Watch & Clock Repair Service for 53 years, 
retired August 1. He is widely known in 
the industry, having served as president 
of the United Horological Association of 
America from 1934 to 1938, after which 
he was a director for seven years. Begin- 
ning his apprenticeship in Austria at the 
age of 14, he came to this country in 1911, 
and settled here because the large German 
population lessened the language difficul- 
ties. A son, Fred, who has been associated 
with his father for 20 years, will continue 
the business. Another son, Robert, after 
serving in the Air Force, is now in charge 
of the Ship Service Store at Pearl Harbor, 
Hawaii, where his duties include super- 
vision of watch repairs. Mr. and Mrs. 
Foegler are now living in Clearwater, Fla. 


q The Frank Herschede Co., which has 
operated a downtown retail jewelry store 
for 76 years, has opened a branch in the 
Hyde Park residential area, to be known 
as the Hyde Park Gift Shop. Mark P. 
Herschede, president of the firm, indicated 
other branches will be established “for the 
convenience of customers.” 


q Tom Nolan, jeweler in the Neave Build- 
ing, is convinced there are plenty of honest 
folks around. An unmounted diamond, 
valued at $8,700, disappeared from his 
shop, and after a thorough search, he 
placed a “lost” classified ad in a local 
newspaper. The jewel was returned prompt- 
ly by a man who had found it on the street 
near the building. Mr. Nolan can’t figure 
how it got there. 


q The 1954 catalog of S. Silverman Co., 
Inc., wholesalers at 809 Walnut St., in- 
cludes many new items in jewelry, luggage 
and housewares. During recent weeks, 
numerous out-of-town retailers have in- 
spected the firm’s new quarters. 


q After having been seriously ill for several 
years, Robert Faigle of Faigle Brothers, 
manufacturers at 528 Walnut St., recently 
completed a trip through southern terri- 
tory. A. F. Gebhardt, a company salesman, 
called on the trade in the Carolinas. 


q Three September weddings were of in- 
terest to the local jewelry trade. Rachel 
Edwards was married on the 4th to Jack 
R. Laumann, a salesman for the Gerwe 
Brown Co.; Julene Weber, a Gerwe Brown 
stenographer, was married to Willard 
Vogelgesang on the 26th, and Virginia 
Sietzer, a saleslady in the retail store of 
Tom Nolan Jewelers, became Mrs. Robert 
H. Zimmerman on the 19th. 





q Elmer Albers of Albers & Hanekamp, 
manufacturers at 7 E. Fifth St,, has re. 
turned from a combined business and 
vacation trip to Detroit, Mich., and in the 
east. Joseph Hanekamp of the firm ep. 
joyed a Florida vacation. 

q Harold Cohen, eastern qd southern 
salesman for the Kaufm_a-Kasse] Co. 
manufacturers at 434 Elm St., is ill, “ia 
Jule Kassel has taken over his territory 
temporarily. 

q Thelma Bihl, daughter of Jerome Bihl, 
of Bihl Brothers, retailers in suburban 
Newport, Ky., was married on August ] 
to Robert Henry, a PFC in the Marines. 
q Ray C. Eibel of the Klein Brothers Co., 
wholesalers at 626 Vine St., has returned 
from an early fall trip through easter 
Ohio and northern Kentucky. 

q Cherrington L. Fisher of the Harry 
Greenwold Co., wholesalers at 18 YW. 
Seventh St., is again at his desk after a 
pleasant vacation at his summer home in 
Michigan. 

q The Flanagan-Kovac Co., wholesalers jin 
the Enquirer Building, were among those 
represented at the Cincinnati Gift Show 
in late September at the Hotel Netherland 
Plaza. 

q Among the late summer vacationers were 
C. R. Gerhardt of Mecklenborg & Gerhardt, 
manufacturers at 811 Race St., who was at 
Fontane Dam, N. C., and Frank W. Vogel 
of Thompson & Vogel, manufacturers at 
606 Vine St., who was in Hampton, Va. 
q Robert Cohan, who purchased the whole- 
sale business of C. & H. Rauch, Inc, 
formerly at 528 Walnut St., has retained 
the former firm name, but has moved the 
business to Winchester, Ky. 

q Walter Bleska, salesman for the Gerwe 
Brown Co., was host for a group of com: 
pany office employes at a VFW dance at 
the Hartwell Country Club. 

4 Rudolph Jewelers, formerly located in 
suburban Madison Place, has moved to 
833 Main St. The retail business is owned 
by Rudolph Youkilis. 





Treasury Official to Speak 
At Annual Meeting of NEMJ&SA 


W. Randolph Burgess, deputy to the 
Secretary of the United States Treasury, 
will be the speaker October 15 at the ar 
nual meeting of the New England Mant: 
facturing Jewelers’ & Silversmiths’ Assoc 
ation to be held in the ballroom of the 
Sheraton-Biltmore Hotel, Providence. 

The evening’s program will open with 
a dinner at 6:00, followed by the business 
session which will include reports of the 
association activities by the president and 
executive secretary. Election of new di- 
rectors will be followed by the address by 
Mr. Burgess, one of the chief policy officets 
of the government. 
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Western Jewelry and Silverware Show 
Attracts 1023 Buyers from 19 States 


An attendance increase of more than 
16 per cent over 1952 was reported for 
the fifth Western Jewelry and Silverware 
Show held at the Biltmore Hotel, Los An- 
geles, August 16 to 19. This, despite the 
fact that last year’s show was held in 
conjunction with the convention of the 
California Retail Jewelers Association and 
had the further drawing power of the 
famous Harry Winston gem collection. 

This year’s show, managed by the Los 
Angeles Trade Fair, was sponsored jointly 
by the California Retail Jewelers Asso- 
ciation and the Los Angeles Chamber of 
Commerce. Total attendance was esti- 
mated at 1023 buyers, coming from 19 
states and territories and from Mexico. 
They converged on Los Angeles to see the 
more than 1500 lines represented at the 
show. 

The semi-annual directors’ meeting of 
the California RJA was held at the same 
time as the show. Harold C. Barnard of 
Eureka, association president, presided 
over the meeting. Herman Siegel of Los 
Angeles, was named chairman of the 1954 
convention which will be held at the Bilt- 
more Hotel in the spring. 

Another important meeting that was 
timed with the show was a sales clinic 
and discussion of the association’s group 
insurance plan. W. G. Paul, president of 
the Los Angeles Stock Exchange, spoke 
at this meeting on the subject: “America’s 
Free Economy Faces the Acid Test.” 

A meeting and clinic was held on the 
opening day of the show, Sunday, August 
16, by the Horological Association of Cali- 
fornia and the United Horological Asso- 
ciation of America. Norman D. Luth of 
Compton, Calif., presided over the meet- 
ing. Speakers were: Theron O. Sowers, 
regional vice president of the Horological 
Institute of America, and Clarence Fabrin, 
general time inspector for the Southern 
Pacific Railroad. 

The names of new officers of the Cali- 
fornia watchmakers’ group, elected by ab- 
sentee ballot, were announced at the 
Sunday meeting. They are: Morris Wolf 
(Wolf Jewelers), Long Beach, president; 
Leonard Willoughby (Glendale Time 


Shop), Glendale, vice president; and Nor- 
man D. Luth (Tower Jewelry), Comp- 
ton, secretary-treasurer. Named as directors 
were: Leon F. Wells (Wells Jewelry), 
North Long Beach; Charles Snow (Pre- 
cision Watch and Clock Co.), Long Beach; 
Howard Nixon (Nixon Jewelry), Long 
Beach, and Bruce Blackman (Roycroft 
Jewelers), Long Beach. 

The Golden Nuggets, newly-formed or- 
ganization of traveling sales representa- 
tives servicing the jewelry trade, held a 
meeting on Wednesday, August 19, while 
the show was in progress. Enrollment of 
the new organization was increased by 
approximately 25 members and now stands 


at a high of 85. 








3 ERS 
& Bs. : 


Center of interest at the fifth Western 

Jewelry and Silverware Show held at the 

Biltmore Hotel, Los Angeles, was this $100,- 

000 gown of cultured pearls. The costly 

creation weighs 35 pounds and is owned by 
Imperial Pearl Syndicate. 


Social highlight of the show was a 
buyers’ cocktail party which took place 
Tuesday, August 18, in the Music Room 
of the Biltmore. Many door prizes were 
contributed by exhibitors and won by 
visiting buyers who attended from several 
western states, 





NEMJ&SA Admits Over 40 
Firms To Membership This Year 


The membership committee of the New 
England Manufacturing Jewelers’ & Sil- 
versmiths’ Association reports that more 
than 40 new members have been admitted 
(0 association membership during this past 
year. The association has now reached an 
all-time high in the number of manufac- 
turers who are members. 

Admitted to membership during August 
and September were: A. Bazar, Providence; 
Carl Beresford Co., North Attleboro; Mano 
Jewelry Co., Inc., Providence; Nu-Craft 
Novelty Co., Providence; Ralph-Edmond 
Co., Providence, and Swift & Fisher, Inc., 
North Attleboro. Admitted to associate 
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membership was Rite Grade Corp., New 
York. 


N. J. Watchmakers Ass'n 
Holds First Fall Meeting 


A sizable number of members and their 
guests attended the September 8 meeting 
of the Watchmakers Association of New 
Jersey. This was the first meeting held by 
the organization since it recessed for the 
summer months and took place at the 
Ivanhoe, 925 Springfield Ave., Irvington. 

Plans for the association’s annual dinner- 
dance were announced at the meeting. The 
event will be held on the evening of No- 
vember 1 and will, as usual, feature a 
delicious meal, an entertaining floor show 
and the awarding of numerous door prizes. 

















RAISE CASH 


IMMEDIATELY 
through a dignified 


AUCTION 


SALE 








CASH ADVANCED BEFORE 
SALE FOR YOUR 
CONVENIENCE IF NEEDED 











Recent sales conducted 
for: 
Sherwood Jewelers 
Portsmouth, Va. 


Levinson's Jewelers 
Youngstown, Ohio 


Coalburn Jewelry Store 
Elkhart, Ind. 


Allen Jewelers 
Kingsport, Tenn. 


OVINGTON'S 
(Davis, Collamore) 
5th Avenue 

New York City 


No Sale Too Small 
No Sale Too Large 





Entire Jewelry Stores 


Bought for CASH 





We have conducted sales for lead- 
ing Jewelers of America. Bank and 
Trade References supplied. 


Correspondence strictly confidential. 
Our successful methods of conduct- 
ing sales have proved that when the 
auction is over you will have the 
good will of the people in your en- 
tire community, and your business 
will be permanently increased. 


WE WILL CALL ON YOU 
AT OUR OWN EXPENSE. 
PHONE US—REVERSE CHARGES 


LOUIS COLMES 
ROBERT BRILL 


AUCTIONEERS 


15 West 47th St., New York, N. Y. 


Tel. Ja. 6-2334 
Alternate Tel. Lynbrook 3-8044 
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“The House of Friendly Service” 


WATCH MATERIALS AND 
JEWELERS’ SUPPLIES 


First & Washington, Springfield, Ill. 


ASK FOR “FAMOUS BRANDS BOOK" 


& 4 E E COUNTER SALES BOOK 














. importers of 

¥, ENGLISH CHINA 
and 

EARTHENWARE 


Stock and Import 


FONDEVILLE &€ CO... INC. 
149 Fifth Ave. Sow Yort 10, N. Y. 





AL. 4-01 











CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Stemware, Vases, Bowls 
AMERICAN MADE—Stemware and Drinking Accessories 
Send for new illustrated catalog 
R. F. BRODEGAARD & CO., Inc. 
225 FIFTH AVENUE NEW YORK 10, N. Y. 








Guess 





WEDGWOOD 


Bore China Dinnerware, Queen's Ware 
Jasper and Black Basait 


Trade-Mark WEDGWOOD 


JOStaH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 














EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 





ELE A 





MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware 
Royal CAULDON Bone China and Earthenware 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue. New York 3. N. Y. 











HALLCRAFT 
Americas Yastest Selling 


Dinnewae 


— Illustrated Literature Available — 
MIDHURST CHINA CO. 
225 FIFTH AVE. © NEW YORK 3, N. Y. 








DECORATIVE 
ACCESSORIES 
FURNITURE 
SIFT AND ArT 
NOVELTIES 


MARY RYAN 


Mew Yor: 


, Chicago 
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October 


4-6—Pre-Holiday Gift & Housewares 
Show, Second and Fifth floors of Western 
Merchandise Mart, San Francisco, Calif. 

14—Greater Washington Retail Jewelers 
Association, Sixth Annual Banquet, Shore- 
ham Hotel, Washington, D. C. 

25—Executive Board of Retail Jewelers 
Associations of Greater New York and 


Westchester, Annual Banquet, Hotel Astor, 
New York. 


November 


8-20—Manufacturing Jewelers Sales As- 
sociation, Wholesale Jewelry Buyers’ Mar- 
ket Week, Sheraton-Biltmore Hotel, Provi- 
dence, R. J. 

8-20—New England Manufacturing 
Jewelers & Silversmiths Association, No- 
vember Jewelry Showing, Sheraton-Biltmore 
Hotel, Providence, R. I. 


January, 1954 


6-13—Pittsburgh Glass & Pottery Ex- 
hibit, Hotel William Penn, Pittsburgh, Pa. 

5-14—Keystone China & Glass Show, 
Hotel Fort Pitt, Pittsburgh, Pa. 

6-13—Carlton House China-Glass & Pot- 
tery Show, Carlton House, Pittsburgh, Pa. 

17-20—Southeastern China, Glass and 
Gift Show, Atlanta Municipal Auditorium, 
Atlanta, Ga. 


Bulova Expert to Hold Seven 
Symposiums on West Coast 


Max J. Schwartz, technical director of 
the Service Division, Bulova Watch Co., 
will conduct seven symposiums on _ the 
Pacific Coast this month. This series of 
technical meetings will deal with new 
developments in self-winding watches and 
escapements. 


MAX J. SCHWARTZ 


To conduct 
Symposiunis 
on Pacific 
Coast 





The first symposium will be held on the 
evening of October 1 at the Olympic Hotel, 
Seattle, Wash. Others are scheduled as 
follows: October 5, Multnomah Hotel, 
Portland, Ore.; October 7, Palace Hotel, 
San Francisco; October 8, Leamington 
Hotel, Oakland, Calif.; October 13, Bilt- 


more Hotel, Los Angeles; October 14 U.S 
Grant Hotel, San Diego, Calif., and Oc 
ber 16, Westward Ho Hotei, Phoenix, bei 
iMlr. Schwartz has been conducting Bulova 
watch symposiums for the past five years 
During that time he has held symposiums 
throughout the United States in over 150 
cities. Last month, on an extended speak. 
ing tour of the Hawaiian Islands, he con- 
ducted a series of technical meetings jn 
Honolulu. ° 





Ehrlich is Low Net Winner 
In Calitornia Golf Tourney 


More than 50 golfers, some experts and 
some duffers, entered the tournament held 
by the Southern California Jewelers Golf 
Association on August 20 at the Riviera 
Country Club, Los Angeles. Chairman o0{ 
the event was Hans Bagge of Martin |, 
Ehrmann Co., Los Angeles. 

Low gross prize with an excellent 84 was 
won by Jerry Lewis (Fashion Jewelry of 
California), while Jim Watson (Oneida 
Ltd.) was runner-up with a close 85, Ben 
Ehrlich (Swirsky & Ehrlich) won the low 
net, going around the difficult course ip 
71. Irving Gold (Bond’s Jewelers) was 
runner-up in low net. 

High scorer for the day was Rudy Apffel 
(James A. Apffel Co.). Dubious honors 
of taking the blind bogey prizes were won 
by Ben Ehrlich, Sid Kleiner (Baldwin’s), 
Paul Seymour (Seymour’s Jewelers), and 
Phil Roth (Swirsky & Ehrlich). 

The golf tournament was followed by a 
stag dinner in the evening. Larry Strom- 
berg (William Stromberg, Inc.), retiring 
association president, presided at the din- 
ner. Retiring vice president, Bob Wolman 
(Philip Wolman & Co.), helped Mr. Strom- 
berg preside over the gala affair. 

Named as new association officers were: 
Bob Mendelson (Jacques Kreisler Mfg. 
Corp.), president; Dick Ewert (Ewert & 
Bowne), Laguna Beach, vice president; 
Hal Hayton (The Hall Co.), secretary, and 
Wendell White, Jr. (Ball Co. of California), 
treasurer. 

Entertainment followed dinner and elec- 
tion of new officers. 





Gense Line of Stainless Steel 
Fair Traded in 45 States 


Fair trade contracts have been signed 
by dealers handling the Gense line of 
Swedish stainless steel tableware in all 
states which have laws regulating fair 
trade within their borders. 

Dealers in the 45 states in which fair 
trade is legal were required to sign am 
individual contract with either Gense Im- 
port, Ltd., of New York, or Gense of the 
West, Ltd., of San Francisco, depending 
upon the territory covered by the corpo- 
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4 Ten teams are scheduled to compete for 
top honors in the 1953-54 bowling season, 
sponsored by the Allied Jewelers Bowling 
League of Los Angeles. The new season 
got underway September 16, and shapes 
up to be one of the most successful years 
‘1 the league’s history, according to Julie 
Duke, president. The ten participating 
teams are: Arthur E. Kosches Co., Hal 
Meyers & Co., Pacific Gem Cutters, Wild- 
berg Brothers Smelting & Refining Co., 
Pacific Ring Co., Keystone Jewelers, Joe 
and Ben Besbeck, Al Brodsky Co., Parsons 
and Smith, and Charles E. Knutsen. 

4C. E. Glen has bought the Lane Jewelry 
Store, located at 4973 Newport Ave., San 
Diego, Calif., from its owner, Mrs. Leah 
Lane. Name of the store has been changed 
to Glen Jewelers. 

4 Arthur Chevreux, formerly of Man- 
chester, N. H., and now a resident of 
Southern California, has taken over the 
watch repair department in Marker’s 
Jewelers, Reseda, Calif. 

4 Lloyd Green, another new Southern Cali- 
fornia resident, formerly living in Minne- 
apolis, Minn., has bought the jewelry store 
at 511 E. St. in San Diego, Calif. Mr. 
Green is changing the name of the store 
to Al-Rons Watch Hospital. This is the 
second store he has opened in San Diego, 
the first being located at 4006 30th St. in 
the North Park district. 

4 Goodman’s Jewelers of San Bernardino, 
Calif., have opened a second store at 176 
Sierra Ave., Fontana, Calif. Paul Brown- 
stein has been appointed manager of the 
new store. 


q Mr. and Mrs. Hugh Byfield, owners of 
the jewelry store at 650 Plumas St., Marys- 
ville, Calif., have moved into their new 
store at 510 D St. in the same city. 

q After a five-year association with the 
Leonard Klein Co. of Los Angeles, Marshall 
Redman has left the firm to open his own 
jewelry store in Lancaster, Calif. 


4A new eight-page booklet written by 
Rudy Apffel of James A. Apffel Co., Los 
Angeles, is being sent free to jewelers who 
are interested in building up their special 
order sales department. The booklet is en- 
titled: “Special Order Sales, the Key to 
Profits Without Inventory.” The booklet 
outlines how retailers may set up special 
order operations in their store without 
investment or cash outlay. It also outlines 
procedures in working with both customers 
and the supplier of the finished job. Book- 
let may be had free by writing James A. 
Apffel Co., 220 W. 5th St., Los Angeles 
13, Calif. 


( Van Craeynest & Linzer, San Francisco 
ting manufacturers, have announced the 
appointment of John H. Rowe as their 
sales representative in the Pacific North- 
west. Mr. Rowe, formerly located in Mos- 
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cow, Idaho, is a graduate gemologist, and 
has had 27 years experience as a retail 
jeweler and in the retail jewelry field. He 
will make his headquarters in Seattle. 





Trade Warned to be Alert for 
Forged Checks and Bogus Bills 


Nearly two-thirds of all counterfeit money 
seized by U. S. Secret Service agents last 
year was passed in retail stores. 

The government’s T-men are warning the 
trade to be especially alert for suspicious- 
looking currency of all denominations. 
Although counterfeiting activities have 
shown a decline in recent months, bogus 
bills continue in circulation to some extent. 

Forgery of government checks continues 
at an active pace, the Secret Service points 
out. Chief U. E. Baughman reports the 
investigation of cases involving 26,179 
checks in the fiscal year ended June 30. 
Another 9,045 cases are awaiting investiga- 
tion. Largest percentage of stolen and 
forged checks are servicemen’s allowances 
and allotments. Veterans’ pension and 
social security checks rank second and 


third. 








“DESERTGEM" 


Jewelry 
», by Paul Klepa 










The multicolor asst. gems on this bracelet are gen- 
uine semi-precious polished nuggets, assembled with 
baroque sim. pearls in Gold Filled, $12.00. 
Matching earrings $7.00, necklace $14.00 Keystone. 
Some terr. open for qualified jewelry repr. Write 
for complete folder. 


KLEPA ARTS 


8415 W. 3rd Street Hollywood 48, Calif. 














To return the traveler safe to 
his door—and let him in— 


NEW HOUSE KEYS WITH 
ST. CHRISTOPHER MEDAL 
STERLING-SCULPTURED 
BY WESTON 


Wonderful holiday seller, com- 
pleting a specialty line for cus- 
tomers who "have everything." 
Blanks for YALE, SCHLAGE, 
TAYLOR, SARGENT, SAGER, 
CORBIN, CANTREL and all 
major key houses. $7.50 ea. 
Keystone. Order now! 


The BROTHERS CO. 


1707 BERKELEY ST. 
SANTA MONICA, CALIF. 
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STANDARD UNBREAKABLE WATCH CRYSTALS, INC., 385 Gerard Ave., New York 51, N. Y. 
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Jewelry Making 


For Tradesmen and Graitsmen 


Jewelry making is one of the oldest, most fascinating, and respectable of 


crafts. It is the purpose of this series of articles to present to both beginner 


and advanced craftsman, practical methods of making hand-made jewelry. 


Part II—The Metals 


| weights are used to weigh the precious 
metals: gold, silver, and platinum. Copper, brass, nickel 
and silver are weighed and sold by the standard (avoirdu- 
pois) pound. The troy ounce is about 10 per cent heavier 
than the avoirdupois ounce. 


Troy WEIGHT 


BO ho kat eave eewaw as 1 pennyweight 
20 pennyweights ............ 1 ounce 
NE, 5s. nc ccxtemed edness 1 pound 


The pennyweight is abbreviated “dwt’; d for the English 
penny and wt for weight. 





FIG. 2—American Standard Wire Gauge. 


THICKNESS OF METALS 


The thickness of silver and copper and their alloys is 
measured by the American Standard or the Brown and 
Sharpe wire gauge (Fig. 2). On one side of the gauge 
is a group of gauge numbers and on the other side is the 
thickness of those numbers in thousandths of an inch. 
The wire or sheet is inserted into the slot, not the hole, 
to find its thickness. 

If a rolling mill is not available, several silver sheet 
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by MURRAY BOVIN 


metal thicknesses should be stocked. The following are 
recommended: 


B. & S. Thickness Weight 


Gauge in ins. per sq. in. 
For men’s rings 16 051 .278 
For rings and pins 18 ~ 040 221 
20 032 175 
For earrings 22 O25 139 
24, .020 110 
For bezels 28 013 071 


The above weights are in troy ounces. 

Wire thicknesses 10, 14 and 18 are popular. Wire may 
be purchased in many shapes including round, square 
and half-round. Circles of almost any diameter and 
gauge can be ordered at a slight additional cost. 

Gold and platinum workers use the spring gauge to 
measure the thickness of their metals. The gauge is 
divided into 72 sections called douziemes. One douzieme 
equals .0074 inches; 12 douzieme equal 1 ligne which 
equals .0888 inch. The micrometer is also often used to 
measure the thickness of gold, silver and platinum. 

Pure silver is almost perfectly white, very ductile and 
malleable. It is the best conductor of electricity. Un- 
fortunately, sulphur and its compounds tarnish it. Pure 
silver is too soft for general use; therefore it is alloyed 
with copper to harden it. Sterling silver is an alloy of 
921% silver and 714 per cent copper. It is the silver that 
is used commercially and by craftsmen for jewelry and 
flatware. 

“Mexican silver” is the name given to the silver used 
by many Mexican and American Indian craftsmen. Its 
silver content is generally below 90 per cent. “Spring 
silver” is sterling silver that has been reduced as much 
as ten times its original (last annealed) thickness by roll. 
ing or drawing to harden it. It is used to make tie am 
money clips, and where hardness and spring is desired. 

When ordering silver, the type, thickness and width ot 
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Among those who investigate thoroughly 
and base their decisions on “value’’, you 
will find that more WatchMasters have been 
sold (and are being sold) to jewelers, watch- 
makers, watch manufacturers, industry and 
government departments than all other watch- 
timing machines in the world, combined. 








USERS SAY 
IT QUICKLY PAYS FOR ITSELF 





American Time Products, Inc. 











580—5th Ave., New York 36, N. Y. ae 

Gentlemen: 

Without obligation, please arrange a Company eee ee ae 
WatchMaster demonstration at our 

bench so that we can examine its Street. ______ mee 
construction, learn its utility and 

judge its value. City State 
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FIGS. 3—The above equipment is needed to test the karat of a gold object. 


shape must be specified. Sterling silver is the type usually 
used. It is sold soft, unless otherwise specified. Silver 
may also be purchased half-hard, hard and spring hard. 
Half-hard and hard silver are used for pins and pierced 
objects that are left flat and do not require silver 
soldering. 


TEST FOR SILVER 


File a deep notch in the piece to be tested and apply 
a drop of nitric acid. Sterling silver turns cloudy cream; 
in plated ware the base metal will turn green; nickel silver 
turns green, and coin silver turns dark or blackish. 

Silver when pickled (cleaned in hot sulphuric acid) 
becomes glittering white; nickel silver takes on a dull 
gray finish. Pure silver, when heated to light red and 
then cooled, remains white; sterling silver turns black. 
The melting point for fine (pure silver) is 1762°F.; 
sterling silver, 1640°F.; and coin silver, 1615°F. 

Gold is found chiefly in the sands of streams or in the 
veins of quartz rock. Most gold is mined in the Rocky 
Mountains, Alaska, South Africa, Russia and Canada. 
Pure (fine) gold is yellow in color. It is the most 
malleable and ductile of all metals. It can be hammered 
into sheets less than 1/300,000 of an inch thick, and 
one ounce of gold can be drawn into a wire 35 miles 
long. Gold is not affected by oxygen, sulphur, or acids; 
however, it can be dissolved by aqua regia, a mixture 
of nitric and hydrocloric acid. 

Pure gold is very soft and to enable it to resist wear 
and for obtaining different color effects, it is alloyed with 
other metals. 

Yellow gold is popular for most jewelry and it is com- 
paratively easy to work. Special yellow gold alloys that 
will retain their elasticity after soldering are available 
for tie clips, pin tongs, etc. White gold is usually used 
with diamonds, since its white color harmonizes with the 
stone. White gold is difficult to work since it hard and 
brittle. Red gold is often used with yellow for contrast- 
ing effects. Green gold is used for antique jewelry. 

The amount of alloy (base) metal used with the gold 
depends upon the karat desired. The term karat denotes 
a measure of purity—24 karat is pure gold. Thus, 14 
karat gold is by weight 14/24 fine gold and the balance 
(10/24) is alloy metal. 

Various practices exist in different jewelry manufac- 
turing plants for purchasing and alloying gold. Many 
jewelers prepare their own gold alloy by melting the 
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proper weight of gold and base metal in a crucible; g 
small amount of powedered borax is added to prevent 
oxidation of the base metal. The base metals and charts 
for preparing the various alloys can be purchased from 
gold suppliers. The above is common practice especially 
if the gold is to be used for castings. For handmade 
objects or stampings, the gold can be purchased already 
alloyed in the desired karat and color. 

“Gold filled” refers to metals made by welding a layer 
(or layers) of gold alloy to a base metal and then rolling 
or drawing the metal to the required thickness. Thus, 
1/10-12K gold filled means that the article consists of 
base metal covered on one or more surfaces with a gold 
alloy of 12K, and the covering comprises 1/10 part by 
weight of the metal in the entire article. Since 12K gold 
is only 1% fine gold, the gold filled object has a 1/20 
fine gold content. 

“Rolled gold plate” refers to the same type of gold 
covering on a base metal as gold filled; however, the 
gold content is lower. 1/30-10K rolled gold plate isa 
good example. A jewelry object with the above rolled 
gold plate content would have a 1/72 fine gold content 
for 1/30 K 10/24 = 1/72. 

“Gold electroplate” refers to articles that have been 
covered with a very thin layer of gold by electroplating 
The plated layer is usually very thin, as thin as 1/100,00 
of an inch. It is only suitable for items that do not take 
much wear or abrasion, such as earrings and inexpensive 
pins. 

The following equipment is required for testing gold: 
a black stone slab, testing needles of different karats and 
colors, a bottle of nitric acid and a bottle of aqua regia 
(nitric and hydrochloric acid). The testing procedure i 
as follows: file a deep notch into the piece to be tested. 
Apply a drop of nitric acid. A bright green reaction 
indicates gold plate on copper or brass, a pinkish creail 
color indicates gold plate on silver. Ten karat gold will 
show a slight reaction—over ten karat, little or none. 

To find the karat, file a clean spot on the article, and 
then rub it on the test stone to make a distinct mark 
Beside it make a mark equally heavy with a test needle 
nearest in karat and color to what you suppose the gold to 
be. Apply acid to both marks at the same time. Use 
nitric acid for 10 karat or less and aqua regia for highet 
karats. If the needle marking reacts sooner than the gold, 
wipe the stone dry and retest with a higher karat needle; 

(Please turn to page 232) 
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.. With an open-vision Pittsburgh Store Front 
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J. V. Knapp and Sons, Rushville, Illinois. 





DISTINCTIVE Open-vision Pittsburgh Store Front like 
A this presents your merchandise to the public quickly, 
clearly, impressively. Even after closing time your jewelry 
store goes right on selling! 

Pittsburgh Products used in this attention-getting instal- 
lation include clear-vision Polished Plate Glass, lustrous, 
clean-cut Pittco Store Front Metal, and black and gray 
Carrara Structural Glass. Sturdy Herculite Tempered Plate 
Glass Doors complete the open-vision design. 

Why don't you use the attraction power of a modern 
Pittsburgh Store Front to pull more business your way? 
For complete information on Pittsburgh Products as well 
as examples of other Pittsburgh installations, return the 
coupon below. No obligation whatever. 


eee GD GED GED GEES GEES GED GEES GD GD GED GED GEES GES GED ED GEES ES GD GD GD Ge Ge Ge Gees ees ee 7 
Pittsburgh Plate Glass Company | 

Room 3341, 632 Fort Duquesne Blvd. 

| Pittsburgh 22, Pa. 

= (OUT Without obligation on my part, please send me a | 
ake hee af; ~) FREE copy of your modernization booklet, ‘“‘How To | 
: 5 Ore Give Your Store The Look That Sells.’ 
ik | 
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IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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N® QUITE THAT OLD—Could you tell us a little 
history of an old clock in our shop, which has a 
printed label inside the case with the name Welch & 
Spring, Forestville, Conn. on it? Enclosed is a sketch of 
the clock. The owner thinks his grandfather bought the 
clock in the early 1860’s. (Question No. 6287) D. D. 


Answer—lf you take a second look, we believe you 
will see that this firm-name is Welch, Spring & Co., same 
address. This was a subsidiary of E. N. Welch Manu- 
facturing Co., and Forestville was a part of the present 
Bristol, Connecticut. The firm-name on your clock was 
in use from 1868 to 1884, and apparently your clock was 
one of the early clocks in the line of its makers; but it 
could not have been made “in the early 1860’s”; probably 
in the late 1860’s. The E. N. Welch Mfg. Co. closed its 
business in 1887, and its plant was bought out later to 
begin the present-day business of Sessions Clock Co., at 
Bristol, Conn. 


O PREVENT RE-RUSTING—When I have removed 
rust from a steel part, and it forms again after a few 
weeks time at the same parts where the rust had been 
before cleaning, what treatment can this be given to pre- 


vent it? (Question No. 6288) S. A. 


Answer—tThe reason rust is apt to reappear as you 
say it does, is probably that the spots formerly rusted, 
from which you removed rust, are left without the original 
polish or other finish on their surfaces. This makes 
them especially liable to rust again. Evidently you have 
removed rust but have not ground out the rust-pits and 
then repolished the steel surface; the latter is the only 
way you can reduce the liability to rust. Of course you 
could apply oil to the part to protect steel from rust; but 
this would in most cases be undesirable for appearance 
sake. 


EPAIRING A HAIR-CHAIN—A customer of ours 
has an old braided hair-chain that is beginning to 
show some wear, so she wishes to have something done 
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to preserve it. Can you recommend any specialists jp 


thin kind of work? (Question No. 6289) G. A. 
A nswer—For special work of odd kinds, like this job 


of repairing a chain made of braided hair, we can recom. 
mend the service of Wendell & Co., 55 East Washington 
St., Chicago 2, Illinois. This firm has on their shop. 
force workmen skilled in some of the older crafts that 
have passed out of general use, like hair-chain braiding, 
etc. 


ARNISH-REMOVING SOLUTION—What is the cor- 
ect proportion of water to use for dissolving cyanide 
in, to make a solution for removing tarnish from silver. 


ware:occasionally, while in stock? We buy cyanide in 
cakes of 1 ounce each. (Question No. 6290) P. M. 


A nswer—About the proper quantity of water to use 
for dissolving 1 ball (1 ounce) of cyanide, for a silver- 
cleaning solution, we will say that an average strength 
solution would require 1 quart of water. The solution 
may be either weaker, or stronger, depending upon the 
degree of tarnish to be removed from the silver, this to 
be determined by try-out. 


URE FOR TARNISH—In our show-window, we are 

troubled with silverware becoming tarnished. We 
have used several preparations for preventing this, but 
without fully satisfactory results. We had the window 
space made as air-tight as possible with weather-stripping. 
Would like to know of anything that could be done to 
prevent this tarnishing. (Question No. 6291) W. A. 


Answer—The most common cause of this tarnishing 
of silver surfaces is exposure to air containing more o 
less sulphurous gas, such as may arise from heating fur- 
naces or from articles made of rubber. The preventive 
measures you have taken usually counteract moderale 
amounts of such gases. So the thing to do would be to 
search for anything in the neighborhood of the window 
that would contaminate the air in the show window with 
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up to 50% 
hand motion 


WE KEYBOARD 


‘adding machine 


Now, you can add and list without depressing a motor 
bar! On this new National every amount key is electri- 
fied! Simply press the keys you want to add—the ma- 
chine does it instantly! You save up to 50% hand 
motion. 

National’s “feather-touch” action makes it easier than 
ever to press two or more keys at once—more time- 
saving! All ciphers print automatically—still more time 
saved! Operators like it—they do their work with so 
much less time and effort. 

Printed words cannot explain all the advantages of 
this “Live” Keyboard. You must see it to believe it. See 
it today! 


Fordemonstration Phone nearest National office or National dealer 


“Live” Keyboard plus 8 
other time-saving fea- 
tures combined only on 
National: Automatic Clear 
Signal * Subtractions in red 


© Automatic Credit Balance 


* Automatic space-up of tape 
when total prints ¢ Large 
Answer Dials ¢* Easy-touch 
Key Action °  Full-Visible 
Keyboard, Automatic Ciphers 
* Rugged-Duty Construction. 


its own motor bar... 





‘now you 
can forget 
the motor bar! 
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the gas referred to; then do away with the source of the 
gas. Might there be rubber in the weatherstripping you 
say you have installed around the window? Another 
solution of a problem like this is to lacquer the silver 
goods displayed in the window. Some of the hollow- 
ware in silver plated goods is lacquered by the manufac- 
turers. Sterling silver could be lacquered for the time 
during which it is to be shown in the window and then 
when put back into stock, not on display, these pieces 
could have the lacquer removed by dissolving it with al- 
coho!. Another means for protecting unlacquered silver 
from tarnish is to wrap it in transparent cellophane or 
similar fabric. 


ERSPIRING HANDS—One of our watchmakers is 
troubled with perspiration of his hands. What can 
be done about this? (Question No. 6292) O. B. 


A nswer—Two established ways of reducing perspira- 
tion are to rub the hands after ordinary washing with a 
lump of alum or to use regularly for washing the hands, 





the special soap imported from Switzerland and sold by 
some of the watchmakers supply houses—the soap known 
as Vuille’s “Savon Watch.” Either of these methods is 
followed by many persons troubled with excessive per- 
spiration of the hands, and should help. But always be- 
sides this, the use of watch-paper or other finger caps 
is advisable when handling steel parts of watches, after 
they have been cleaned and while assembling the watches. 


AGAZINE ARTICLES—Wish you would send me 

a list of books or magazine articles published on 

the subjects of (1) fusing grains of gold on fine gold 

sheet without solder and (2) synthesis of opal. (Question 
No. 6293) R. S. 

Answer—No printed matter that we know of has been 
issued on either of these two subjects. Probably you 
could obtain some information on the gold work from 
Jewelers Technical Advice Company, 123 William St, 
New York 7, N. Y.; and on the synthetic opal subject, 
from L. Heller and Son, Inc., 411 Fifth Avenue, New 
York 16, N. Y. 





Jewelry Making 


(From page 228) 


if slower try a lower karat needle. When you have 
matched the reactions you have determined the karat. 
Green gold reacts more slowly than yellow gold because 
it contains more silver. White gold reacts slowly because 
of the nickel or palladium in the alloy. Some testers 
prefer to dilute the acids in order to get slower reactions, 
especially on the low karat golds. 

Platinum is found in nugget form in Russia, Colombia, 
Transvaal and Canada. Most platinum, however, is 
obtained as a by-product, along with gold and silver, in 
the refiining of nickel and copper in Canada. It is 
grayish white in color, does not oxidize, can be cast, 
forged and welded. Platinum is very ductile and malle- 
able. Its melting point is very high: 3224°F. This is a 
very desirable property for it permits the use of many 
different strong melting solders. A small amount, usually 
10 per cent of Iridium, a rare metal in the platinum 
family, is added to platinum to increase its hardness. 

Platinum is the ideal metal for setting diamonds be- 
cause of its white color, strength, and its excellent work- 
ing properties. It is a very heavy metal (specific gravity 
—21.5). It is 1.624 times heavier than 14K gold and 
1.825 times heavier than palladium. 

Platinum, since it is a heavy metal, can be distinguished 
from palladium and white gold by the feel of its weight 
when bounced in one’s hand. Platinum, after being 
heated to red heat and cooled, does not oxidize; palladium 
and white gold oxidize and change color. To test for 
platinum with test needles, follow the same procedure 
used to test gold, using however, needles made of plati- 
num, iridio-platinum, palladium-platinum, and _palla- 
dium. Apply aqua regia and compare reactions. Iridio- 
platinum and platinum react very slowly. Lower grade 
alloys containing palladium, gold and base metals react 
rapidly. To speed up testing, heat the stone until uncom- 
fortable to hold, or use a white stone, which sometimes 
shows reactions better. 

Palladium belongs to the platinum family of metals. 
Its melting point is 2831°F. It is much lighter in weight 
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than platinum, approximately 4% (54.8%) its weight. 
An alloy of palladium (95.5%) hardened with ruthenium 
(4.5%) is generally used for jewelry objects. 

Copper is a very good conductor of heat and elec- 
tricity—second to silver. It can be forged at red heat, 
is very malleable, and its melting point is 1980°F. Of 
special importance to the jeweler and craftsman: it can- 
not be cast, and unfortunately it tarnishes quickly. It 
must be lacquered to protect its finish. Copper can easily 
be recognized by its reddish color. Commercial copper 
is practically pure, 99.8 per cent copper and 0.2 per 
cent arsenic, which is added to harden it. 

Copper and its alloys can be purchased soft, half-hard, 
and hard. There are several important alloys of copper. 
An alloy is a mixture of two or more metals. 

Brass is an alloy of copper and zinc. The alloy pro- 
portion is changed for different uses, and occasionally 
small amounts of tin and lead are added for special pur- 
poses. Brass is less malleable than copper but it can he 
filed and machined easier. It cannot be forged at red 
heat—it cracks, can be cast and welded, does not tarnish 
as easily as copper, melting point for standard brass— 
1750°F. Brass is the base metal for much of the gold 
plated costume jewelry. 

Bronze is an alloy of copper and tin, though small 
quantities of zinc, lead, and phosphorous are added for 
special purposes. The metal is very desirable for statues 
for it casts well and its natural light color, when aged, 
turns different shades of green. Melting point for govern- 
ment bronze—1800°F. 

Nickel silver, sometimes called German silver, is an 
alloy of 50 per cent copper, 30 per cent zinc, and 20 per 
cent nickel. Since it does not corrode readily, it is used 
for inexpen.ive tableware and imitation silver articles. 
It is the base metal for most silver plated flatware. Its 
melting point is 1959°F. 

White metal, also known as Britania metal, is an alloy 
of approximately 90 per cent tin, 9 per cent antimony, 
and 1 per cent copper. It is used for white metal cast 
rhinestone and other low melting cast costume jewelry. 
White metal, due to its low melting point (approximately 
400°F.) can be cast centrifugally, directly into specially 
prepared rubber molds. 
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“They Pay For Themselves By Precious Metal Recovery” 


SAY THE USERS OF LEIMAN POLISHER-GRINDER-DUST COLLECTORS 


Leading jewelers everywhere report 
that the Leiman Polisher-Grinder-Dust 
Collectors pay them a profit in two 
ways: 
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By efficiently handling all day- 
to-day production requirements 


By the extra dividend of pre- 

cious metal recovery that 
steadily pays back the original low 
purchase price. 


The Leiman Polisher-Grinder, with 
3-in-1 Dust Collector system, keeps 
your air free from harmful dusts— 
and keeps on doing it. Machines are 
sturdily built to run free of vibration. | 
They need little or no attention, run- 
ning for 15 years or longer with just 
occasional oiling or belt-tightening. 
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Write for free detailed bulletin showing b 


19. Needs only 18x 29 inches floor space. Runs © VOrious models and prices. No obligation. MODEL A. Needs only 2x4 foot floor space. Top produc- 
MODEL L 1 y 
so quietly it can't be heard. Ideal for small shop, light tion machine for all classes of jewelry and small silver 


work or restricted space. Has 1/3 H.P. polishing motor for work. Accommodates two wheels or buffs up to 8”. Dust 
wheels or buffs up to 6’’. Also '/, H.P. interior motor, suc- 1 NC hoods, with electric light sockets. Available with 1 H.P., 
tion fan and dust collector. Adjustable dust hoods have o ylIVUL 220 volt motor. Two dust collecting cabinets permits 
electric light sockets. Suction system may be used with OPS Ciriclin Siseat, Newark 5,.No2. separate collection of gold, platinum or other valuable 





your polishing motor. Plugs into standard 110 ve'’ wilet. dust for recovery. 
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GOOD NEWS 


from 


BOWMAN TECHNICAL SCHOOL! 


The long waiting-list to enter B.T.S. is now 
past; and you can set any date you wish, to 
begin your course. 


A very fine new book of facts about B.T:S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B.T.S, course, and will be mailed you, free: 
write for it. 
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B.T.S. graduates easily pass any State Board 
examinations, or the Certified Master Watch- 
maker tests of H.I. of A. 


Highest authorities say B.T.S. is the best 
school. Courses approved for Korean P.L. 550 
and P.L, 894 veterans. 


Write for free book! Your Future and Our 
School— 
to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 














For Necklaces or Bracelets 
Made in 1/20 12K GF, 10K & 14K 


Spring Rings and Snaps for 1 Strand. 
Box Clasps for 1, 2 or 3 Strand. | 
Order From Your Material Jobber | : 


*:..Manufactured by W. R. Cobb Company 
Se Providence, R. I. nites 





Charles Ezra Bowman, 
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Benrus Offers Window Display 
Promoting "Embraceable" Model 
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A window promotion kit, emphasizing 
the theme—“The Benrus Embraceable, 
the most glamorous watch in town”—is 
now available to jewelers, according to 
Harvey Bond, advertising director of 
Benrus. 

An “Embraceable” animated display is 
the chief feature of the full color kit, 
composed of 17 pieces, including four 
11 by 14” banners, two 6 by 18” banners, 
one 9 by 12” counter card which is die 
cut and easled, two 4 by 5” mounted 
display cards and eight 6 by 6” tent dis- 
plays. Complete instructions for creating 
a local glamour contest also come with 
the kit. 

Promotion details are available from 
Harvey Bond, Advertising Director, Ben- 
rus Watch Co., Inc., 200 Hudson St., 
Nm. B. SR. 
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Point of Sale Display 
Offered by Rolfs 
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Rolfs has developed a four-color proc- 
ess display to aid at the point of sale 
for the new Rolfs ladies’ Jewel-Tab bill- 
folds, recently introduced. 

Five elements make up the free dis- 
play, which permits flexibility in loca- 
tion. Colors have been selected to con- 
trast with the sparkling colors of the 
simulated jewels, mounted on_ polished 
gold metal tabs on the billfolds. 
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National Ads by Sheaffer 
Push New Fineline Pen 


Sheaffer Pen Co. has announced that 
it is merchandising its new Fineline pen 
through national advertising, the first such 
advertising for the Fort Madison, Iowa, 
firm since the late 1930s. 

The Fineline pen was advertised on 
the Larry Storch show over the CBS-TV 
network Aug. 15 and 22. Fineline brand 
ads ran in four consecutive issues of Life, 
starting Aug. 17. According to Don A. 
Reed, Sheaffer's advertising manager, the 
campaign will hit its peak in October. 

Sheaffer says that its new Fineline pen 
has the greatest one-stroke filling capacity 
of any lever-filling pen on the market. 





GE Offers Display Stand 
For Its "Jackstraw" Clocks 





General Electric has developed a dis- 
play stand for its “Jackstraw” clocks, 
which feature the Jackstraw flooring pat- 
tern originated by Congoleum-Nairn, Inc. 
Headed by the sign, “GE Jackstraw Time,” 
the display holds three clocks that come 
in the Jackstraw colors of red, blue and 
green. The clocks’ retail price of $6.95 
is prominently lettered on the display. 





Handy & Harmon to Exhibit 
At National Metal Congress 


Handy & Harmon has announced that 
the firm will again have an operating ex- 
hibit at the National Metal Congress in 
Cleveland, Ohio, Oct. 19-23. The exhibit 
will feature Easy-Flo and. Sil-Fos silver 
alloy brazing. 

The action interest in the display will 
center on the hub of a pressed steel V-belt 
pulley being brazed in place by an Easy- 
Flo brazing alloy and Handy Flux. 





Philips Supplies Stand 
To Display Boys’ Rings 
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The Philips Mfg. Co. is now making 
available to jewelers a velvet display 
stand to merchandise the new Philips 
boys’ rings with interchangeable initials, 
These rings come in three different styles, 
with the same initials fitting all types, 
The initials and rings are 10 karat gold 
with genuine black onyx. With each 
purchase of six rings, Philips includes 
the display piece without extra charge, 





Admark Easel Display 
On Scarab Jewelry 





Lori Nelson of Universal Pictures stats 
in an easel display piece for Admath, 
specialists in scarab jewelry. She weal 
“Queen of the Nile” earrings, ring and 
bracelet, all created by Admark. 

The display itself, made from lamina 
plastic, is in a popular size for use 
shelf and counter inside the store or 
the window, measuring 9 by 11”. 

Albert Adler, president of Admark, has 
announced that the display is available 
to dealers from the company at 714 Sa 
som St., Philadelphia 6, Pa. 
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special Gruen Price Promotion 
with “All-Star” Watch Series 
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Gruen’s third “All-Star” promotion 
featuring 26 new 17 and 21 jewel watches 
at special inventory prices is _ being 
initiated again for this fall, Henry Dorff, 
Gruen vice-president in charge of adver- 
tising, has announced. This year the All- 
Star series offers new protection features. 
Both 17 and 21 jewel models are dust- 
resistant, and the latter are shock-resistant. 
Special introductory prices, ranging from 
$33.75 to $115 are effective between Sept. 
14 and Nov. 7, and the customer may save 
up to $10. 

Gruen says the most extensive adver- 
tising in its history will back this promo- 
tion. The Gruen Walter Winchell show 
on 355 radio and TV stations will feature 
All-Star watches for seven weeks starting 
Sept. 13. Displays (one of which is 
shown above) an eight page circular, free 
postal cards and ad mats are available. 
Gruen will pay half the space and time 
costs of jewelers’ newspaper and TV ad- 
vertising. 


Libbey Offers Display Piece 
For “Highlander" Glassware 
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This point-of-sale display piece from 
Libbey Glass Co. provides a small shelf to 
hold three samples of the company’s “High- 
lander” glassware, decorated in permanent 
colors with Scottish highlanders in authen- 
lic clan regalia, Background of the display 
reproduces a typical page of the company’s 


national advertising on the “Highlander” 
hostess set, 
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Modern Chicago Showroom 
Opened by Felch & Co. 


Felch & Co., Inc., makers of Danecraft 
sterling silver jewelry, has opened com- 
pletely new offices and showrooms in the 
North American Building, 36 S. State St., 
Chicago. Although modern decor has been 
used, an air of informality has _ been 
achieved through shadow boxes, combined 
with mink walnut partitions, highlighted 
with snow white planters and soft folds 
of nylon and metallic drapery panels. 

Angled partitioning allows buyers com- 
plete privacy at all times. The Chicago 
office of the firm serves the Midwest and 
is under the direction of Sam and Majel 


Freed. 


Big Gavel Good Publicity 
For Lignum-Vitae Products 





The “World’s Largest Gavel,” made of 
lignum vitae, nature’s heaviest and hard- 
est wood, is here wielded by Sandee Gold, 
pretty art student from Maplewood, N. J., 
at a recent jewelers’ convention. It is 
4744” long and weighs 27% Ib. 

Lignum-Vitae Products Corp. makes the 
big gavel and a regular line of popular- 
priced rosewood, cocobolo and ivory plas- 
tic gavels, sound blocks, display cases, 
sterling silver and gold bands. The firm 
also produces expensive gavels, mounted 
with gold bands and studded with dia- 
monds, to retail from $200 to $1,000. 





Heavy Ad Schedule by Briddell 
For Carvel Hall Cutlery 


The sales program for Carvel Hall Cut- 
lery will receive great impetus through 
aggressive advertising and merchandising 
this fall and Christmas, from manufac- 
turer Chas. D. Briddell, Inc., Crisfield, 
Md. 

The climax of a six month sales drive 
will be Carvel Hall’s first ad in Life. 
Briddell has scheduled a full page to 
appear at the height of the Christmas 


shopping season. Carvel Hall color ads 
will run this fall in Better Homes & Gar- 
dens, Living, and House and Garden. 








New 1881 (R) Rogers (R) Set 
Introduced for Fall Promotion 





Designed for young homemakers who 
want silverware at a moderate price, the 
1881 (R) Rogers (R) division of Oneida 
Ltd. has made a silverware combination, 
which includes, without charge, four 
servers in a choice of patterns and an 
anti-tarnish case in blond or mahogany. 
The set consists of 60 pieces of silver- 
plate in four patterns, either Enchant- 
ment, Brookwood, Plantation or Del Mar. 
The extra pieces are a gravy ladle, pie 
or cake server, serving fork and pierced 
round server. The price is $59.75 for this 
complete service for eight. 

Consumer advertising starts with a full 
page in four colors on the second cover 
of Life for Oct. 5. Displays, newspaper 
mats and radio scripts are available to 
the jeweler. 


Edinex 35mm Camera Outfit 
Distributed by Camera Specialty 





The Camera Specialty Co. has an- 
nounced exclusive distributorship of the 
new 35mm Edinex Camera outfit, with a 
color corrected Steinheil Culminar F2.8 
coated lens. The Edinex takes 20 to 36 
exposure film, either color or black and 
white, has a built-in delayed action self- 
timer and flash-synchronization, and has 
five shutter speeds. The outfit also con- 
tains: leather case with shoulder strap, 
imported flashgun with bulb ejector, 8 
flashbulbs, 2 batteries, Wirgin exposure 
meter, photographic handbook, flash cal- 
culator and flash adaptor. 

The set is packed in a four color, two 
piece box, suitable for window display. 
It retails for $59.50. Camera Specialty is 
at 705 Bronx River Road, Bronxville 8, 
N: ¥. 
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New Pattern Gets Big Promotion 
From International Silver Co. 





The new Silver Rhythm pattern of In- 
ternational Sterling Co. is receiving in- 
tensive advertising and promotion by the 
firm. This contemporary sterling pattern 
points up the balanced place idea, with 
pieces that belong on one side of the 
plate curving toward those that go on the 
other side. 

According to International, for the first 
time in sterling silver history, the new 
pattern will be introduced through coast- 
to-coast TV. “My Favorite Husband,” 
starring Joan Caulfield and Barry Nelson, 
will carry Silver Rhythm commercials 
Oct. 10 and thereafter. 

Extensive ads will appear in seven na- 
tional consumer magazines. Three table 
settings by a nationally known decorator 
will appear in the Oct. 15 issue of Vogue, 
and this magazine will mail to dealers a 
promotional kit on the settings. House 
Beautiful will show Silver Rhythm as its 
feature pattern in its Pace Setter House 
for the Nov. issue, with promotional ma- 
terial also being furnished to dealers. 


Flasher Type Display 
Offered by Elgin American 
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Elgin American has designed a new 
display to capture the attention of store 
traffic. Using bright red and green Christ- 
mas tones, it is lighted by flasher type 
illumination. Under a stickout sign read- 
ing “New Gift Ideas,” Elgin American 
products are set in a red and green 
recessed area behind frosted window 
bars. 

The cost of the display is offset for 
retailers with gratis merchandise. 
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Jessel Joins B. B. Pen 
As Product Promotion V-P 


The B. B. Pen Co., Hollywood, Calif., 
has elected Georgie Jessel as vice-presi- 
dent in charge of product promotion. 
Jessel will also be the star of the new 
B. B. Pen television show, with its debut 
scheduled for Sept. 13 on ABC-TV, and 
he will engage actively in the general 
promotion of the complete line of B. B. 
pens on both a national and local basis. 


— 


Silvercraft Moves 
To Bigger Location 

Silvercraft, Inc., manufacturers of ster- 
ling silver serving pieces, has moved to 
its own building, 20-24 Yoeman St., Bos- 
ton 19, Mass. The firm now occupies three 
floors, twice the space used at the old 
address. 


Universal Distributes 
Lively Steam Iron Display 








Each master carton of six irons will 
contain this self-selling display of the 
Universal Steam’n Dry Iron, manufactured 
by Landers, Frary & Clark. The display 
stand itself is the Universal steam iron 
packaging, in an eye-catching pink and 
black color scheme. The harmonizing back 
card fits into the package and drives 
home the features of the iron. 

The Steam’n and Dry Iron display and 
packaging is integrated with Universal’s 
national advertising. 


J-B Offers Booklet 
On Watch Band Selling 


Jacoby-Bender, Inc., makers of J-B 
watch bands, has prepared a_ six-page 
booklet on watch band selling, which out- 
lines the opportunities for suggestive sell- 
ing. General information on_ gold-filled 
jewelry and metals used in watch bands 
is also included. 

Copies may be obtained free of charge 
by writing to the firm at 161 Sixth Ave., 
New York 13, N. Y. 





Standard Unbreakable 
Publishes New Catalog 





Standard Unbreakable Watch Crystals, 
Inc., 385 Gerard Ave., N. Y. 51, has re. 
cently introduced its latest “SUC” catalog. 
Available without charge to retailers and 
watchmakers, it may be obtained from the 
firm or from watch material distributors, 

With a handy ready-reference margin 
tab indicator, the catalog illustrates the 
full line of SUC new and improved heat. 
resistant optical lucite crystals featuring 
“blended-edge.” The tapered edge of the 
crystal follows the contour of the watch 
bezel. The hundreds of crystal sizes and 
types illustrated include fancy, military, 
and single and double fancy faceted tops, 
Round flat tops and extra heavy lentilles 
are shown for water-resistant watches. 
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Heavy Omega Advertising 
Undertaken by Morris 


The distributor for Omega watches in 
the United States, Norman M. Morris 
Corp., N. Y. C., has announced the 193 
fall advertising campaign as the largest 
in the firm’s history. The heavy schedule 
will include full and fractional page units 
in magazines and newspapers. Spot radio 
and television will also play an important 
part, 





New Mat Book and Sales Aid 
Supplied by Columbia 


A combination mat book and merchat 
dising unit is being distributed to regs 
tered dealers by Columbia Diamond 
Rings, a division of Axel Bros., Inc. The 
book reproduces each mat available ™ 
dealers, and details many merchandisilg 
aids that Columbia offers in order {ot 
retailers to show “Tru-Fit” rings #® 
other Columbia products to best advantage 

Termed a real sales-builder by Colu 
bia, it is available from them at 21-10 
49th Ave., Long Island City 1, N. Y. 
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tudor Plate Division 
Offers Flatware at Saving 





The Tudor Plate division of Oneida 
Ltd. has announced a 58 piece combina- 
tion of flatware packed in a new table 
chest, designed to retail at $49.95, which 
represents a saving of $15.68 to the con- 
sumer. The new table chest is dark brown 
mahogany, lined with red duvetyn and 
white satin pleats. According to the manu- 
facturer, it is a $20 value. 





Gemex Uses Network TV 
To Sell Watch Bands 


The Gemex Watchband Co. is sponsor- 
ing “The George Jessel Show,” which 
takes place Sunday on ABC-TV. The 
first performance was on Sept. 13. 

Gemex says the firm decided to use 
network television because an earlier ex- 
periment in this type of advertising 
brought the company a great increase 
in watch band sales. 

George Jessel, sometimes called the 
“Toastmaster-General of the United 
States,” has a variety program featuring 
outstanding guest stars. 





Photo shows Georgie Jessel signing 
contract at the Union, N. J., factory of 
Gemex. Seated, left to right, are William 
Swartman, Gemex sales and advertising 
director; R. F. Boehm, Gemex assistant 
treasurer; Eugen Prestinari, Gemex presi- 
dent ; Jessel; William Lichtenfels, Gemex 
Partner and vice-president; and Carl 
Lichtenfels, Gemex advertising manager. 
Standing are Union’s Mayor F. Edward 
Biertuempfel ; Stan Smith, ABC-TV Net- 
work eastern sales manager; and Willard 
A. Pleuthner, BBD & O vice-president. 
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Niash Seamless Platinum Solder 
Is Now Available to Trade 


The Niash Refining Co., manufacturers 
of precious metal solders for the jewelry 
industry, have announced that its no. 
1600 platinum welding solder is once again 
available to the trade. 

The firm describes its no. 1600 solder as 
guaranteed not to show a seam on platinum 
soldering even though the metal is highly 
lapped and polished. Platinum metal can 
be stretched to it’s extremes; pin holes in 
platinum and grooved out seams can be 
corrected. The company’s address is 116 
Nassau St., N. Y. 38, N. Y. 





Unusual Motorized Display 

Offered by Jacques Kreisler 
The Jacques Kreisler Mfg. Corp. has 

recently introduced an unusual motorized 


display piece that spotlights ten watch- 
bands from the Kreisler line. 
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Called “Floating Crown,” it is a sus- 
pended rotating window display, roughly 
in the shape of a crown, which takes up 
no counter or window floor space. A 
gol@ and black acetate band collars the 
top and carries the words, “Kreisler 
Watchbands.” Watchbands are fastened 
to the outside of the crown. In the center 
is a solid glittering globe supported by 
a clear lucite rod rising from a sparkling 
chipped mirror base. A motor housed in a 
small case slowly rotates the display, 
which is suspended by an almost invisible 
black thread, thus giving the illusion of 
floating. 

This display is offered to jewelers free 
and should be ordered through the local 
Kreisler salesman. 





Promotion of Faith Line 
To Be Intensive 


A. G. Schwab & Sons, national distrib- 
utors for the Faith line of diamonds and 
watches, will launch the largest national 
advertising campaign on Faith products 
in its 75 year history, tying in with its own 
diamond anniversary. . 

Ads in Life, Seventeen and Glamour will 
initiate the promotion, supplemented by 
radio commercials and other sales aids. 





GE Stars Ray Milland 
In New TV Comedy Series 


The General Electric “Comedy Theatre” 
is starring Academy Award winner Ray 
Milland and Phyllis Avery in a series of 
exciting and amusing plays, called “Meet 
Mr. McNutley,” on both TV and radio. 

The GE small appliance division and 
the radio and TV department are spon- 
soring the CBS-TV series. The first show- 
ing of the new situation comedy took 
place on the evening of Sept. 17. 





Lux Ready to Open 
New Factory Soon 


The Lux Clock Mfg. Co., Inc., Water- 
bury, Conn., has announced that its new 
Tennessee factory, now under construction 
at Lebanon, near Nashville, is scheduled 
to begin operations Nov. 1. 

Utilizing the latest industrial design, 
the factory has a 250 by 60 foot clear 
span wing for the basic production unit, 
which provides maximum flexibility for 
speedy set-up and change-over of assem- 
bly lines. More wings can be added with- 
out changing existing operations. 

Over 22,500 sq. ft. of floor space will 
be air-conditioned and dust-filtered for 
the comfort of plant personnel and to 
give proper atmosphere for production of 
quality precision timing instruments. Cost 
of the factory was about $250,000. 

Lux manufactures alarm and _ novelty 
clocks, the “Minute Minder” and appli- 
ance timepieces. Major appliance factories 
are located within a 500 mile radius of 
Lux’s new plant, and are a primary reason 
for the Tennessee location. 





Elgin Shock-Resistant Slogan 
Moves Dramatically in Display 
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A very animated motion display for 
its series of shock-resistant watches is 
now available to jewelers from the Elgin 
National Watch Co. The word “shock” 
in bold letters at the center of the dis- 
play continually expands and contracts 
vertically, and, in so doing, doubles its 
size. Then the motion cycle is repeated. 
The word “shock” is part of the slogan, 
“Elgin resists shock,” which is concluded 
with an arrow pointed directly at an 
Elgin shock-resistant watch. The arrow 
plunges up and down as the sign con- 
tracts and expands. 
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American Rolex Contributes 
To Babe Didrikson Fund 


Babe Didrikson Zaharias, famous woman 
athlete and champion golfer, has formed 
The Babe Didrikson Tumor Fund to col- 
lect contributions to fight the dread 
disease of cancer. Mrs. Zaharias recently 
recovered from cancer because of its de- 
tection in the early stages. 
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In addition to fighting cancer in any 
way, the purpose of this fund is to make 
the public realize that more knowledge 
ahout cancer symptoms and its early de- 
tection can prevent fatalities. 

To advance this worth while fund, the 
American Rolex Watch Co. made a dona- 
tion to it at a recent luncheon in honor 
of Mrs. Zaharias, and also presented her 
with an engraved gold watch in recogni- 
tion of her humanitarian efforts and per- 
sonal comeback. 

Mrs. Zaharias is shown receiving the 
donation and her Rolex from Rene Den- 
tan, vice-president of the firm, while trea- 
surer Ed J. Meyer looks on. 


New Mele Catalog 
Ready for Dealers 


The Mele Mfg. Co. has announced that 
its new 1953-54 “Jewel Box Catalog,” 
with full color cover, is now available. 
It illustrates and describes the complete 
line of musical, standard and travel Mele 
jewel boxes. 


The catalog may be obtained from the 
firm at 366 Fifth Ave., N. Y. 1, N. Y. 


Hamilton Shows Defense Items 
At Army Ordnance Office 


The Hamilton Watch Co. was invited 
to display products it is making for 
defense in the show window of the re- 
gional office of the Philadelphia Ordnance 
District in York, Pa. ° 

Hamilton’s break-circuit chronometer, 
aircraft instrument gear trains, diamond 
tools, service watches and chronographs, 
and a jumbo watch movement with the 
train in a straight line to show how 4 
fine watch transmits power, were ex- 
hibited. 

Hamilton has delivered over $12 million 
dollars of defense items since the start 
of the Korean war, and has over a $25 
million dollar current backlog. 
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Canadian Distribution 
Increased by Waltham 


Broadened distribution is underway in 
Canada for Waltham Watch Co.’s prod- 
ucts, it was announced by Teviah Sachs, 
president. 

The following authorized wholesale dis- 
tributors have been appointed by Wal- 
tham: McGeachie and Holdsworth of Cal- 
gary, Vancouver and Edmonton; the 
Superior Jewelry Co. of Winnipeg; and 
the Canadian Ball Watch Co., Ltd., also 
of Winnipeg. Other wholesalers with head- 
quarters in eastern Canada will be named 
soon. 

Waltham retail prices in Canada run 
from $37.50 to $250. The latest Waltham 
products are being sent to Canada and 
include the 17-jewel self-winding Auto- 
chron line, a new line of ladies’ jewelled 
watches, and the 23 jewel Vanguard 
Standard Railroad Watch. 


New Bulova Repair Kit 
For “American Girl" Models 
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The Bulova Watch Co., material sales 
division, has introduced a watch bracelet 
repair kit for all bracelet watch models of 
the Bulova “American Girl” series. The kit 
contains an assortment of 44 bracelet re- 
placement parts: six guard chains and 
snaps in yellow, two guard chains “and 
snaps in white, 24 claw springs and 12 
spring bars. Each part is individually 
packaged in the “Bulova Sealpack.” 

To introduce the kit, valued at $9.75, 
Bulova is offering a professional bracelet 
watch case opener worth $2.00 at retail 
and the kit for $4.95. 


TRU-LOK Ring Clasp 
New Naomi Product 


Naomi, manufacturers of a complete as- 
sortment of ring guards and ring locks, 
Island Park, N. Y., has introduced a new 
patented TRU-LOK ring clasp. 

The makers say that TRU-LOK is a 
double ring lock that really works. It fits 
all wedding sets, prevents wear between 
rings and prevents turning of rings. Spe- 
cial temper gold allows maximum flexi- 
bility. 

TRU-LOK is available in assorted sizes 
on handy attractive counter displays. The 
ring lock comes in 14 Karat white or 
yellow gold and in 1/10-12 Karat G. F. 





Beattie Jet Products 
Supplies Six Unit Display 
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A new six unit display pack js being 
distributed by Beattie Jet Products, Inc, 
to retail dealers through tobacco whole. 
salers. The package is a self-contained 
shipping and display unit that features six 
Beattie Jet lighters, in pilfer-proof bins 
The suggested assortment of lighters js 
four nickel lighters at $6.85, one pigskin 
and one satin chrome lighter at $8,09 
each. The retail value of the package jg 
$43.40. 

The display with the lighters already 
in position is sent complete in a ship. 
ping sleeve, eliminating all rehandling, 
Individual gift boxes are also included, 
Beattie will also make up any desired 
assortment in special packages. 


New Ball-point Refill 
Fits Over 100 Pens 
The Fisher Pen Co., 757 Waveland Ave. 


Chicago 13, has announced the develop. 
ment of a ballpoint refill, which, accord- 
ing to the manufacturer, will fit over 100 
different brands of retractable ball pens. 
It is called the “One-For-All” refill, and 
is not to be confused with the “Uni- 
versal” refill brought out by Fisher sev 
eral years ago. 





The new refill is preslotted to break 
off to the same length as the customers 
old ball-point pen cartridge. Fisher claim 
that it contains enough ink to wmite? 
continuous line for more than a mile, a 
that it flows evenly and dries quickly. 

The refill retails for 49 cents, comes in 
blue, green and red, and is uncondition 
guaranteed by the manufacturer. 


THE JEWELERS’ CIRCULAR-KEYSTONE 




















p- 
18. 


nd 


ey: 


er's 
ms 
2 8 
and 


: in 








Newly Designed Parker Pen Case 
1s Offered to Retailers 





A new vertical product display, called 
the Penorama, is being offered by the 
Parker Pen Co., Janesville, Wis. Leading 
features are a back wall built at an 
angle close to vertical to produce a bet- 
ter view of products in the case, and 
qa semi-circular display to attract the at- 
tention of customers approaching from 
any direction. 

Side lighting is added to lighting at 
the rear of the case to give more at- 
tractive product highlights. Instant-light- 
ing fluorescents are used for both light 
sources. The case is made from Appalach- 
ian white oak and lined in champagne- 
colored velvet. 


"Waltz of Spring" Introduced 
By Wallace in Big Ad Schedule 


Wallace Silversmiths, Wallingford, 
Conn., will conduct a heavy consumer 
magazine ad campaign in November to 
introduce William S. Warren’s “Waltz of 
Spring,” the seventh pattern in the firm’s 
“third dimension beauty” line, it was an- 
nounced by John F. Banks, sales man- 
ager and advertising director. 

Two-page spreads in color will run in 
eight magazines, with a combined cir- 
culation of more than 14 million. Such 
media as Ladies’ Home Journal and House 
Beautiful will be used. 

In December one-page ads will run in 
the same publications, showing “Waltz of 
Spring” and Warren’s six earlier sculp- 
tured patterns. 

One-page color ads, showing all the 
Wallace patterns will be run in the winter 
issues of the brides’ magazines: Guide 
for the Bride, Modern Bride and Bride’s 


Magazine. 





New "Appl-I-Coter" Replater 
Fixes Worn Spots Easily 


The new JNT “Appl-I-Coter” distributed 
exclusively by Hammel, Riglander & Co. 
Inc, is designed for replating worn spots 
on watch cases, watch bands, bracelets, 
jewelry, loving cups, etc. It is a hand unit, 
with batteries in the handle. To use it, 
the operator merely brushes on pure silver 
or 24K gold solution. Complete unit, packed 
with gold and silver plating heads, and 
pure silver and 24K gold solutions, is avail- 


able through regular dealers for $7.95 
complete. 
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Keepsake Ad Schedule 
Heavy for Fall 


What manufacturers A. H. Pond Co. 
call the biggest national advertising cam- 
paign in diamond ring history is heading 
the new “3-D” sales program for their 
Keepsake diamond rings. The fall sched- 
ule had been increased 50 per cent and 
Keepsake ads are appearing in leading 
Magazines on an average of one every 
three days. These “dealer-localized” Keep- 
sake ads feature Conover models with 
Keepsake rings. The ads are mostly full 
pages and are appearing in Life, Look, 
Esquire, Seventeen, Mademoiselle, Charm, 
Glamour and six other leading consumer 
publications. 


Speidel's New “Lazy Susan" 
Is Retailer's Silent Salesman 


Speidel Corp. has developed a “Lazy 
Susan” counter display mounting 21 
Speidel watchbands in all the popular 
sizes and colors of the firm. The display 
can be easily spun on its own axis to 
reveal three panels, each featuring seven 
watchbands. 





According to Speidel, the “Lazy Susan” 
meets a growing desire by leading re- 
tailers for a substantially built “Silent 
Salesman.” Constructed of a rich wood 
frame and pressed vinyl, it is suitable 
for either counter or window use. Speidel 
distributors are accepting orders for the 
display, which is called “Lazy Susan” 
LS/21. 


-———_ 


Elgin Consolidates Divisions, 
Makes Personnel Changes 


Two Elgin National Watch Co. divisions, 
engaged in armed forces production, have 
been combined into a single unit, it was 
announced by William M. Brandes, vice- 
president in charge of manufacturing. The 
military instruments division is now part 
of the ordnance division. 

George W. Fraker, general manager of 
the ordnance division, has also announced 
that Maurice J. Crawford, former ammu- 
nition expert for the U. S. Navy, has 
been appointed ordnance engineering man- 
ager at Elgin’s Lincoln, Neb., plant. He 
will replace Alfred P. Barton, who now 
becomes assistant to the general manager 
of the enlarged division at Elgin. William 
M. Davis, former contract manager for 
the military instruments division, was ap- 
pointed ordnance contracts manager. 








Telechron Ad Campaign 
Extensive in TV, Magazines 


Telechron electric clocks will be adver- 
tised on television this fall, it was an- 
nounced by R. T. Woodward, manager of 
marketing at Telechron. Beginning Nov. 3 
and continuing for seven weeks, ad an- 
nouncements will be made on the Dave 
Garroway show, “Today,” over the NBC 
network covering 45 stations. 

What Telechron terms the largest maga- 
zine campaign in its history will also be 
used with the TV advertising. 19 four- 
color pages will be run in Life, Saturday 
Evening Post and Better Homes & Gar- 
dens this fall. 

In the last week in October, a direct 
mailing to 100,000 dealers will include a 
colorful die cut counter card featuring 
Dave Garroway’s picture, and designed to 
hold a Dorm model Telechron electric 
alarm in both plain and luminous faces; 
a poster featuring the TV show and the 
Dorm model; and an information sheet 
inviting dealers to tie in with the TV 
and magazine advertising. 





International Watch Co. 
Publishes Interesting Booklet 


The International Watch Co. has re- 
cently brought out a pocket-size booklet 
called “Watches by International.” 

Nineteen models are interestingly laid 
out for the reader’s inspection. Prices 
run from $150 for #347, a stainless steel 
wrist watch, to $560 for #100, a 14K 
white, gold ladies watch, with diamonds. 
Model number, case metal, price and other 
data are clearly shown. 





Seven Color 3-D Display 
Offered by Flex-Let Corp. 





Flex-Let Corp. is offering to dealers a 
new die cut, 3-dimensional display, called 
“Fashions for Watches,” beautifully silk 
screened in seven colors. Behind a cut 
out stage setting, a concealed light dra- 
matically highlights two men’s and two 
women’s Flex-Let watch bands, which are 
mounted on rich velvet. The unit measures 
12” wide by 15” high. 

“Fashions for Watches” is display No. 
185 and is available from the firm at 580 
Fifth Ave., N. Y. 36, N. Y. 
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Special Notices 


“Situation Wanted”—Regular type only $1.50 
Grst 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted”—*“Lines Wanted” and “Side 

Lines”—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 
All other headings—regular type $6.00 first 
25 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials, and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra te cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre 
ceeding month. 

Te avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of 1 endati 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 











Situations Wanted 





INSIDE credit jewelry salesman; one of 
the very best in the business. Address 
“N., 2639,” care J C-K. 





FIRST class jewelry repairer and en- 
graver, some stone setting; long ex- 
perience; best references. Address “D., 
2600,” care J C-K. 





YOUNG man, over five years with dia- 
mond and ring house; experienced with 
office routine. Address “S., 2646,’ care 
J C-K. 





VERY young graduate, certified watch- 
maker desires position in or around 
Springfield, Mass. Address “H., 2634,” 
care J C-K. 





BOOKKEEPER; expert: highly capable 
and experienced, extremely high record, 
always in jewelry business. Address 
“P., 2511,” care J C-K. 





JEWELER, expert stone setter and re- 
pairman of the better class, with 30 
years’ experience, favoring a _ retail 
store. Address “R., 2617,’ care J C-K. 





WATCHMAKER; 10 years’ experience; 
can produce either quality or quantity 
work ; desires a position in Wyoming or 
Montana. Address “H., 2551,” care 





JEWELRY buyer manager; 16 years’ re- 
tail experience; thorough knowledge of 
business ; 10 years with discount houses; 
married; age 45. Ralph Ferrone, 1430 
Parkchester Rd., Bronx 62, N. Y. 





MANAGER; complete background credit 
operation, gemologist, college; excellent 
appearance; complete resumé in answer 
to all inquiries. Address “B., 2596,” 
care J C-K. 





JEWELRY salesman desires position with 
fine Fifth Ave. establishment; 17 years’ 
retail experience; married; age 45. 
Ralph Ferrone, 1430 Parkchester Rd., 
Bronx 62, N. Y. 





DIAMOND salesman, assorter, buyer; 29; 
single; will be available October 1; ex- 
cellent background; best references and 
fine appearance; will travel. Address 
“K., 2605,” care J C-K 





PAWNBROKER - manager - appraiser - 
buyer, 20 years’ experience (New York 
City) wants interesting proposition; can 
set up new store; will relocate. Address 
“T., 22091," care J C-K. 





GENERAL manager-buyer; thoroughly 
experienced in all phases of credit 
jewelry business; now employed in 
above capacity in chain organization. 
Address ‘“‘L., 2238,” care J C-K. 





JEWELER, with complete knowledge of 
special orders, repairs and model-mak- 
ing in gold ring manufacturing, wants 
steady position with future; young, 
married. Address “V., 2516,” care J C-K. 





WATCHMAKER, 20 years’ experience in 
fine watch repairing and ring sizing; 
now employed, desires position in 
Carolinas; good references; steady 





worker; not a floater. Address “ 
2586,” care J C-K. 
JEWELER - watchmaker, experienced; 


jewelry repair; hand and machine en- 
graving ; diamond setting; presently em- 
ployed; desires change; moderate sal- 
ary; married; reliable. Address “B., 
2588,’ care J C-K. 





BOOKKEEPER (female) full charge; 
experienced all phases diamond and 
precious stone office; extremely capable, 
efficient, trustworthy, personable; Man- 
wz only. Address “S., 2618,” care 





REGISTERED watchmaker on chrono- 
graphs, also experienced with Watch- 
master; 35 years’ experience; can do 
modern clocks; employed at present; 
rot Florida. Address “F., 2569,’ care 





WOMAN, thoroughly experienced in buy- 
ing and selling china, crystal, silver 
and jewelry, desires position with lead- 
ing jewelry firm; excellent credentials; 
Southeastern States preferred. Address 
“D., 2563,” care J C-K 





MANAGER-salesman, high type execu- 
tive, 25 years’ experience all phases 
jewelry business; last 10 years own 
retail business; desires affiliation relia- 
ble concern in Georgia or Florida. Ad- 
dress “K., 2542,” care J C-K. 





LONG experienced watchmaker; repair 
all makes of watches; will work on 
commission, salary, or rent space for 
exclusive watch repair shop; Ohio, In- 
diana preferred. Write, Watchmaker, 
2673 Taft Ave., Youngstown, Ohio. 





I AM seeking a position to examine work, 
assist in picking stones for mountings, 
and make myself generally useful in 
an office; had years of experience as a 
practical diamond setter. Address “T., 
2619,”’ care J C-K. 





YOUNG woman desires jewelry position; 
thoroughly experienced with nine years 
in the manufacturing jewelry business; 
also capable bookkeeper; location in 
New York City; best references. Ad- 
dress “S., 2503,” care J C-K. 





Diamond man, 34, single, 10 years’ 
experience assorting, mounting, buy- 
ing here and abroad; relocate any- 
where; highest references. Leonard 
M. Grover, 410 Ocean Parkway, 
Brooklyn 18, N. Y. 





BOOKKEEPER-accountant ; credits 
lections, correspondence; al] phages °F 
fice procedure, costs, production - < 
customed to heavy responsibilities: t 
record with leading concerns; desir’ 
responsible position. Address “p 1787 
care J C-K. * ' 





————____ 
A-1 jeweler and diamond setter, over 3 
years’ experience in _ repairing £0 
platinum and new work; aj] aroun 
man; single, dependable, age 59: stor 
preferred; will go anywhere. Addr . 
Circular 286, Room 1415, Heyworth 

Bldg., Chicago 2. 





$$$ 


AMBITIOUS, capable, young man mid 
thirties, veteran, married, presently em. 
ployed, knows merchandising, jewel, 
business, excellent educationa] back. 
ground, desires opportunity merchandis. 
ing, selling; finest references, Address 
“N., 2615,” care J C-K. 


——_——__________ 


ENGRAVER desires position in South o 
East; 25 years’ experience in high clags 
stores and shops; expert inscription 
work and artistic monograms; a con- 
cern where only high quality workmap. 
ship is desired. Address “Grabar, 2594" 
care J C-K. ; 











AMBITIOUS young man, middle thirties, 
married, presently employed as map. 
ager; best references; Master Watch. 
maker; jewelry repairer, stone setter, 
engraver, salesman, student gemologist: 
also seeking junior partnership. Address 
“G., 2603,” care J C-K. 





MASTER watchmaker-jeweler, 25 years’ 
experience, thorough’ knowledge of 
jewelry business; no capital, but ip. 
terested in working out partnership ip 
jewelry store or repair shop; excellent 
references; reliable; presently em. 
ployed. Address “G., 2550,” care J C-K. 


ae 





CAPABLE, young man, married; pres- 
ently employed; thoroughly experienced 
jewelry business ; industrious, ambitious, 
conscientious and very adaptable, de- 
sires opportunity to prove ability; ex- 
cellent references. Address “A., 2595,” 
care J C-K. 





YOUNG man, experienced jeweler, gemol- 
ogist and salesman, with some adminis- 
trative experience, desires position as 
buyer or assistant buyer, or representa 
tive for reliable firm; prefer Chicago 
or Midwest territory. Address Circular 
285, Room 1415, Heyworth Bldg., Chi- 
cago 2. 





TOP flight watchmaker-jeweler-sale- 
man, high grade mechanic; fully 
experienced all phases jewelry bus: 
ness from bench to _ counter, t 
supervision; age 32; single; pret 
ently shop head in fine retail firm; 
desires making change. Address “J, 
2635,” care J C-K. 








GEMOLOGIST; Associate Member Ameri 
can Gem Society; manager, salesmal, 
desires position with high grade esta 
lishment; thorough knowledge of dia 
monds, colored stones, buying, 8Ta 
appraising, gem-testing and identifies 
tion; special order work, window d 
play; over 25 years’ experience. 
dress “B., 2174,” care J C-K. 


———————<— 





CERTIFIED watchmaker, an excellem 
estimator, five years’ experience, a “ 
position with a reputable first = 
firm that wants a conscientious, 
bitious, thoroughly capable, youns - 
to take charge of repair departm@ 
desires opportunity to prove ability “ 
a permanent position ; excellent v Z 


ences. Address “E., 2630,” care J & 
—ll_—"=E_eEeeeee 


MANAGER, excellent salesman; married; 
personable; 21 years’ diversified wre 
ence; thorough knowledge promo and 
window and store trims; credits New 
collections, etc., with outstanding 
York and New Jersey retail i 
chains; now residing New York “ith 
will relocate for a good proposition ack: 
a future; fine references, excellent CK. 
ground. Address “W., 2579,” care 
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SITUATIONS WANTED—Continued 





__”" 


ADVERTISING executive with aggres- 
sive, hard-hitting, result - getting 
credit jewelry background, avail- 
able January; 19 successful years 
on West Coast in newspapers, di- 
rect mail, radio, television, windows, 
interiors; chain operation experi- 
ence} 5,000 annual minimum; 
top references; all inquiries 
thoughtfully considered. Address 
“F,, 2592,” care J C-K. 








TOP-FLIGHT general manager; 20 
years’ thorough experience in in- 
stallment jewelry business; buyer, 
general manager, advertising, pro- 
motions, credit and collection; was 
with chain of 12 stores, volume run- 
ning into seven figures; at present 
employed in above capacity; best 
of references and fine appearance ; 
will travel anywhere. Address “A., 
2353,” care J C-K. 








MANAGER and buyer; 25 years’ experi- 
ence in fine jewelry stores; familiar 
with all the best makes of silver, china, 
crystal and watches, knows diamonds 
and stones; worked 10 years in shop; 
will accept position in fine jewelry store 
or department store only; will give 
further information if desired; best of 
references as to my character, knowl- 
edge and ability; will arrange personal 
interview. Address “Y., 2582,” care 
J 





TOP production man, looking for an in- 
teresting position, or proposition; salary 
secondary; 14 years’ experience manu- 
facturing all types of rings, earrings, 
mass produced scholastic jewelry; I 
operated a complete business that in- 
cluded factory production and systems, 
casting, special orders, purchasing, dia- 
mond and store buying; office manage- 
ment and production of catalogue; 
highest trade references. Address “P., 
2616,” care J C-K. 








Lines Wanted 


Ges 





Gee 





DIAMOND salesman, 30, single: estab- 

lished following; loose goods or de- 
sirable mounted line, seeks territory 
with known firm. Address “L., 2606,” 
care J C-K. 








PACIFIC Coast representative to jobbers, 
open for reputable ring, costume jewelry 
and rhinestone lines, covering from 
gota West. Address “J., 2609,” care 








WEST Coast salesman, established over 
0 years, desires fine line of jewelry, 
a oe, . good ring line; com- 
asis; finest references. Ad- 

dress “W,, 1435,” care J C-K. 








SALESMAN, long experience, familiar all 
He malers and material jobbers, will 
: nsider strong line, jobbers or retailers: 
outh preferred: own business past 10 
years. Address “H., 2541,” care J C-K. 


ee __ 





WHOLESALER ; Northern Indiana; in- 
matted in $1 line of costume jewelry, 
laces settings, pins, bracelets, neck- 

8, crosses and lockets. National 


mporting Co. 
ayne, — O. Box 1015, Fort 





MANUFACTURERS’ representatives, 
headquarters in Boston, covering New 
England and New York State, desire 
additional lines for retail jewelers and 
department stores; have an established 
following. Address “K., 2610,” care 





WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 








Side Lines 





SALESMEN ; side line; carry line of na- 
tionally advertised clocks and silver 
plate flatware; commission basis. Ad- 
dress “B., 2526,” care J C-K. 





NEW line of better hand made costume 
jewelry to be introduced New York 


area. For full details write, Adoree 
Costume Jewelry, 116 Eastern Ave., 
Lynn, Mass. 





SEMI-PRECIOUS stones and diamonds: 
we need a man with another non-con- 
flicting line to carry our line in New 
York and out of town. Address “C., 
2324,” care J C-K. 





SALESMAN, with following among retail 
jewelers, to sell a fine line of boxed 
costume jewelry; Southern territory 
open; other territories available. Ad- 
dress “B., 2536,” care J C-K. 





JEWELRY salesmen, to call on retail 
jewelers and discount houses; silver 
plated and sterling hollowware line 
available; territories open; commission 
basis. Address “T., 2577,” care J C-K. 





SALESMEN wanted to represent estab- 
lished manufacturer’s line of gent’s 
14K diamond mountings and 10K 
colored stone rings. Address “E., 


2590,” care J C-K. 





SALESMEN, with established retail 
following, to represent well known 
manufacturer’s line of ladies’ 14K 
diamond set dinner rings and bridal 


sets. Address “C., 2589,” care J C-K. 





SALESMEN, to represent manufacturing 
jeweler; Southern and West Coast ter- 
ritories open; sell ladies’ 14K _ gold 
matched sets to wholesalers and chains: 
commission basis. Address “V., 2625,” 
care J C-K. 





SALESMAN, with retail following, for 
imported exclusive and best quality 
cigarette cases, compacts, pill boxes, 
all kinds of smokers articles, garnet 
jewelry in gold, sterling, gold filled. 
Address “S.W., 2612,” care J C-K. 





WANTED salesmen, with a following 
of better stores, to carry a small 
but salable line of diamond semi- 
set rings and bridal sets in gold 
and platinum; commission. Address 


“A., 2513,” care J C-K. 





SALESMAN, to carry line of platinum at- 
tachments, bracelets, brooches, chokers, 
earrings and watch cases; also mounted 
platinum attachments and watches; 


West of Chicago and South; commis- 
sion basis; well rated firm. Address 
“G., 2547,” care J C-K. 








SALESMAN, side line, established retail 
and department following; carry sensa- 
tional new, popular priced line of ster- 
ling tie bar and link sets; established 
jewelry manufacturer; most territories 
open; liberal commission. Address “D., 
2591,” care J C-K. 





TERRITORIES in New England, Middle 
Atlantic, Southwest, part of Midwest, 
Rocky Mountain States still open for 
salesmen to retailers; well accepted 
line of fine jewelry displays; tell us 
your background, let us tell you our 
story. Morton Pelzner Displays, 2445 
Taraval, San Francisco 16, Calif. 





SALESMEN, with following among de- 
partment, jewelry and gift stores, to 
carry brass costume jewelry line, 
tailored and semi-tailored; one to five 
dollar retailers; preferably in South, 
Southwest and Western territories ; high 
commission rates. Address “F., 2633,” 
care J C-K. 





SALESMEN wanted; commission basis; 
complete manufacturers’ exclusive 
line of 14k gold jewelry, genuine 
stones and cultured pearls, excel- 
lent line for the right men; repre- 
sentation desired in Chicago and 
Middle West, West Coast, South. 
Address “D., 2539,” care J C-K. 





SALESMAN; three territories open; 
South, Midwest, Southwest; repre- 
sent manufacturer established 40 
years; extensive line popular priced 
diamond bridal sets, fancy rings, 
men’s rings, promotional features, 
package deals; drawing account. Ad- 


dress “W., 2626,” care J C-K. 





SALESMEN wanted; excellent opportu- 
nity for top notch men with following 
among wholesalers in New York City, 
East, Middle West and West, to sell 
outstanding line of ladies’ hand carved 
wedding rings, bridal sets and fancy 
rings, for well established manufac- 
turer; commission basis; state full de- 
tails. Address “M., 2614,” care J C-K. 








Help Wanted 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K., 





WANTED: A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” care 
J C-K. 





WATCHMAKER, experienced, sober; per- 
manent position in high grade jewelry 
store. P. O. Box 405, Savannah, Ga. 





WATCHMAKER wanted: preferably one 
just out of school. Address “N., 2418,” 
care J C-K. 





JEWELER; special order manufacturing 
and diamond setting $2.50 per hour; 
more if you can produce. O. K. Ries- 
inger, 411 Orpheum Bldg., Tulsa, Okla. 





TWO jewelry engravers, experienced in 
lettering and monograms; good pay, 
steady work: apply in person. Frisco’s 
Engraving Shop, 169 Prospect St., Pas- 
saic, N. J 





COMBINATION watchmaker and en- 
graver; steady position in good store 
in city of 100,000, Upstate New York; 
all replies confidential. Address “M., 
2638,” care J C-K. 





(Continued on page 242) 
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HELP WANTED—Continued 





RETAIL jewelry salesman; Southern 
Ohio; must be enthusiastic, pleasant; 
give age, reference, experience in first 
letter ; opportunity. Address ‘“A., 2611,” 
care J C-K. 





EXPERIENCED watchmaker, able to re- 
pair high grade Swiss watches, calendar 
watches and chronographs; permanent 
position ; Southwest United States. Ad- 
dress “K., 2636,” care J C-K. 





COMBINATION watchmaker and light 
jewelry repair; no engraving or clocks; 
permanent; state all qualifications and 
salary in first letter. Tucson’s Leading 
Jewelers, The Jewel Box, Tucson, Ariz. 





JEWELER, engraver, diamond setter; 
give experience, full details, salary ex- 
pected; old line, modern store; located 
in a beautiful little city in Central 
Fiorida. Address ‘‘M., 2554,” care J C-K. 





ENGRAVER, experienced in work for dis- 
criminating clientele; state ability, ref- 
erences and salary expected. J. Herbert 
Hall Co., 420 E. Colorado St., Pasadena 
1, Calif. 





JEWELER; for all around repair work 
and stone setting; steady job, 40 hour 
week; paid vacation; give reference 
and salary in reply. Write to, Post 
Office Box 106, Huntington, W. Va. 





WATCHMAKER, junior, prefer young 
man out of well known watchmaking 
school; state references and salary ex- 
pected. J. Herbert Hall Co., 420 
Colorado St., Pasadena 1, Calif. 


SALESMAN; manufacturer of leading 
promotional line of sterling hollow- 
ware; several choice territories open; 
give resumé in strict confidence. 


Address “K., 1783,” care J C-K. 








WATCHMAKER, with at least three years’ 
experience on all types of watches; 
permanent position for the right man; 
state qualifications, etc. Address Robert 
- Benedict, 211 E. State St., Westport, 

onn. 





JACOBS JEWELERS, Inc., of Jackson- 
ville, Fla., has an opening for a fine 
engraver, and also a diamond setter 
and jeweler; permanent positions with 
exceptional working conditions, and 
good pay. 





JEWELER, practical mechanic, to take 
charge eight jewelers; give information 
in first letter, married or single, where 
in the past employed; strictly con- 
fidential; fine position and good future. 
Address “J., 2574,” care J C-K. 





WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
- first letter. Address “‘R., 2165,” care 





AN alert contact man to sell expensive 
ana medium priced, custom made spe- 
cilalty boxes made of velvet, plastic and 
velours; must have a following; com- 
peg only. Address ‘‘A., 2525,” care 





SALESMEN, calling on jewelers, gift 
shops and department stores, for superb 
line domestic pearls, boxed and price- 
tagged ; popular prices, high commission 
rate. Write President, Triumph Mfg. 
Co., Box 3D, 715 St. Marks Ave., Brook- 
lyn 16, N. Y. 





EXPERT watchmaker and clock repair 
man, capable of repairing all types and 
makes of both clocks and watches; per- 
manent position in Eastern Pennsyl- 
vania; reply giving references and state 
salary desired. Address “R., 2643,” 
care J C-K. 





EXPERIENCED engraver, watch repair- 
man, diamond setter and general re- 
pairman; would like combination men 
for any of the above work; air condi- 
tioned shop in Kentucky; state age, ex- 
perience and references in first letter. 
Address “J., 2552," care J C-K. 





JEWELER, with from 15 to 20 years’ 
experience; practical and artistic in- 
clination in producing good jewelry; 
write in detail, state where in the past 
employed, experience, and married or 
single; a very fine opportunity. Address 
“Q., 2575," care J C-K. 





SALES person wanted; experienced jewel- 
ry salesman for large credit retail 
jewelers chain store; wonderful oppor- 
tunity for promotion; must have good 
background and references, for Texas 
area; give full particulars. Address “C., 
2538,” care J C-K. 





YOUNG man, to pick out synthetic colored 
stones for stone setters, in colored stone 
ring factory; one who has worked for 
a synthetic stone importer preferred, or 
same type of manufacturer; permanent 
position; good salary. Stern Mfg. Co., 
407 Mulberry St., Newark, N. J. 





WATCHMAKER; we have an opening for 
an aggressive young man as_ second 
watchmaker, capable of taking in and 
delivering repairs in retail store; posi- 
tion permanent; state age, experience 
and salary expected. Van Horne & Co., 
114 W. Washington, South Bend, Ind. 





SALESMEN with following, by long es- 
tablished wholesale jewelers and watch 
importers selling popular priced mer- 
chandise, nationally advertised brands; 
residing in vicinity; travel by car; 
drawing against commissions; refer- 
ences. Address “R., 2622,” care J C-K. 





WATCHMAKER, experienced; _per- 
manent position in air conditioned 
store for good workman; excellent 
working conditions; salary $100 
weekly; must furnish references. 
Rogers Jewelers, 304 Broadway, 
Paducah, Ky. 





BUYER, silver and plate; competent 
from experience to manage large 
silver department in major store; 
apply immediately by letter with 
full information and compensation 
expected. The Cowell & Hubbard 
Co., Cleveland, Ohio. 





SALESMAN experienced and ambi- 
tious, who knows he can produce; 
top salary and permanent position; 
good future to man who can qualify; 
starting salary $125 weekly and up, 
depending on ability. Rogers Jewel- 
ers, 304 Broadway, Paducah, Ky. 





SALESMAN, to represent manufacturing 
jeweler of mountings, wedding rings, 
diamond rings, etc.; one wanted with a 
non-conflicting line; commission basis; 
territory, Indiana, Kentucky and II- 
linois or mention the territory in which 
¥: Address “R., 2576,” care 


SALESMAN, with a following jn Tex 


and Oklahoma, to represen ag 
lished manufacturer of pb, ot estab. 
platinum and gold diamond ring a , 
ings and wedding rings; will not obinn 
to a non-conflicting line. The Schumes 


Bros. Co., 5 E. Third St. ina} - 
Ohio. ird St., Cincinnatj 2, 
i 





WANTED salesman, now calling on jewel 


ry stores in Idaho, Montana 

ington, who does not carry heavy aan 

line such as silverware, clocks elect, . 

appliances, nickel watches, ete. to ~ 

our line of that type of merchandre 

from portfolio, to be shipped from Dern 
9 " 


it. Address “E., 2543” care 





WATCHMAKER;; opening for first 


—————____ 


watchmaker; good salary and Re 


plan to right man; permanen 

job; shops on fifth floor, modsen iat 
proof building; both good daylight and 
artificial light; year around, air cop 
ditioned; one of oldest and largest 
jewelers in South. Bromberg & (y 
Inc., Birmingham, Ala. ™ 





ee 


THREE, salesmen wanted; manufacturer 


popular priced line silver plated hollow. 
ware is open for good representation 
for Southeastern, Southwestern and New 
England, Pennsylvania and New York 
State territories; drawing account or 
straight commission; have established 
<a. Address “F., 2545,” care 





TWO, established territories open; one, 


Illinois, Missouri, Indiana; second, Wis. 
consin, Minnesota, Iowa, North and 
South Dakota ; for experienced salesman 
for one of the nation’s top lines of 
ladies’ and men’s matched wedding ring 
sets and diamond engagement rings: 
straight commission basis; no drawing 
account. Bliss Ring Co., Ine, 29 EB 
Madison St., Chicago 2, IIl. 





aan 


SALESMEN wanted; one to cover Denver 


and surrounding territories, one for Chi- 
cago area; excellent opportunity for 
conscientious men; we are manufactur: 
ers of diamond engagement ring sets, 
wedding rings, watches and attach. 
ments; in gold and platinum; liberal 
commission, non-conflicting line accept- 
able; all replies held confidential. Ad- 
dress “A., 2537,” care J C-K. 





EXCELLENT opportunity, for gentle 


man as manager of successful jew 
elry store; middle road store in 
Southern city; we want top noteh 
man and we are willing to pay com 
mensurate salary; must be top sa 
man, merchandiser and have get 
eral stock accomplishment; write u 
good, full letter your history; vil 
hold in confidence. Address “P, 
2642,” care J C-K. 








CREDIT manager; are you now working 


in a big city but need a new lease 
life, a change for the better; heres # 
opportunity for a young, aggressive 
credit man to locate in a fast growing 
Midwest city in the Dayton-Cincinnat 
area; must know collections, extensions 
and follow-through; must accept I 
sponsibilities; salary | commensurale 
with ability; write stating experienc, 
draft and marital status, age and salaly 
desired. Address “H., 2608,” care J CE 








WATCHMAKER; long 





established, 


high grade store has permanett 
position open for an experiem 

watchmaker of first class ability; 
should have experience on Fal 

and chronometers; may either take 
charge of department in front po 
tion or work at bench as he wishes; 
neat appearance and pleasing Pe 
sonality an asset; personal intervie" 
will be arranged. M. Meyer, Jeweler, 


Marion, Ind. 
a _—Paeee 
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TOP opportunity is waiting for two 
men; aggressive, expanding, high 
respected three store chain needs 
(one) manager, (one) assistant 
manager; if you’re looking for a 
real future and happy surroundings, 
if you’re fully experienced and have 
real sales ability, if your references 
are top, if you’re anxious for a per- 
manent and responsible job, write 
at once, in confidence, stating full 
experience and present salary to: 
Edwin Freed, care of Alpert’s, 111 
E. Water St., Elmira, N. Y. 








SUCCESSFUL chain wants managers 
for large new stores to be opened 
in the South; besides top salary 
draw, 25% common stock interest 
will be issued to the manager, to be 
paid for out of his share of the 
store earnings, only men who under- 
stand every phase of credit jewelry 
operation and have record of suc- 
cessful large store management will 
be considered; all replies held in 
strict confidence; our present man- 
agers know of this ad. Address 
“H., 1737,” care J C-K. 


REET AE ERA LILES ES TE LOLOL LEBEL 


For Sale 


Stores, Stocks and Businesses 








FOR SALE; one of the best jewelry stores 
in Central Florida; 22 years same lo- 
cation; stock, fixtures, $15,000. Address 
“B., 2568,” care J C-K. 





FOR SALE; jewelry store, must sell on 
account of health; established 23 years; 
good location; will sell now or after 
a Mueller, The Jeweler, Free- 
port, Ill. 





JEWELER, who has other interests, 
wishes to sell his old established jewelry 
business; 27 years in same Southern 
California city; $25,000 full price. Ad- 
dress “B., 2559,” care J C-K. 





GOOD clean store in Southwestern Wash- 
ington; all of the best lines; straight 
rent, long lease; best location; estab- 
lished 1310; stock, fixtures, $25,000. 
Address “A., 2558,” care J C-K. 


a 





JEWELRY store in 100% location in Ber- 
gen County, New Jersey; good repair 
trade; top lines in silver and watches; 
clean stock ; reasonably priced. Address 
G., 2593,” care J C-K. 


(ee 





STORE, 31 years; good location for credit; 
$250 month rent, including birds-eye 
maple fixtures; reduced stock to $10,- 

0; retiring. Pratte’s Jewelry Store, 
8668 S, Broadway, Los Angeles 3, Calif. 








s‘EWELRY and watch repair store; due 
, death of owner: busy location on 
ain Street; established 14 years; vol- 
om watch repairs; stock and fixtures 
about $14,000. McKeon, 242 Main St., 
ew Britain, Conn. 


eee. 





LARGE jewelry store in Long Beach, do- 
one tremendous business, has 27 fran- 
ses; top location, established 30 


orn Owner retiring. For further de- 
if S write, Fred Carlsen, 51 E. Hunt- 
Ston Drive, Arcadia, Calif. 





FOR SALE—Continued 





FOR SALE; modern cash jewelry store, 


excellent location; fine stock and fix- 
tures; established over 50 years; can 
be bought right; reason for selling, im- 
paired health; city of about 40,000, in 
Ohio. Address ‘“J., 2436,” care J C-K. 





WELL established jewelry store in one 


of the best towns in East Texas, 60,000 
population; gross $70,000, inventory 
$30,000, fixtures $6,000; will reduce 
stock if desired; selling on account of 
health. Address “L., 2637,” care J C-K. 





FOR SALE; complete jewelry manu- 


facturing shop and offices; 52nd 
Street, off Fifth Avenue, New York; 
reasonable rent; all North light; fine 
building; moving South, Pl. 3-3240, 
or address “H., 2572,” care J C-K. 





FOR SALE; only jewelry store in beau- 


tiful Gulf Coast Florida resort; aver- 
age population 5000; unexcelled cli- 
mate; ideal for couple; must sell be- 
cause of health; $10,000 to $14,000 
depending on inventory. Address “D., 
2567,’ care J C-K. 





JEWELRY store, approximately $8,000; 


same good location 26 years; North 
Central Louisiana college town, popula- 
tion 12,000; enough repairs for one 
man; ideal for man and wife combina- 
tion; full information. Address “E., 
2601,’ care J C-K. 





FOR SALE; jewelry store in one of the 


fastest growing manufacturing cities of 
20,000 in the Southeast, all leading 
lines of silver and china exclusive; 
large wedding business; established over 
50 years, in same location 30 years; 
stock, fixtures and accounts $65,000. 
Address “S., 2573,” care J C-K. 





LEADING jewelry store in thriving Long 


Island town; old established cash busi- 
ness; long lease; moderate rent; more 
repairs than can handle, good prices; 
best franchises; completely remodeled 
fixtures, made to order; opportunity to 
start with Christmas business: $39,000 
cash. Address “C., 2599,’ care J C-K. 





MODERN jewelry store and repair shop, 


located in suburban town near large 
city of East Central Pennsylvania; 
gross income averages $1,000 monthly; 
will sell at inventory of stock and fix- 
tures, about $7,500; cash on settlement ; 
good reason for selling; drawing popu- 
lation about 12,000. Address “F., 2602,” 
care J C-K. 





GREAT 


opportunity for watchmaker; 
New York, upper Manhattan jewelry 
store, good location, established 25 years 
by certified Swiss expert retiring; owns 
building with modern front; sell en- 
tire stock 40% below cost for $20,000; 
immediate cash sale; monthly rental 
$200, includes use of built-in fixtures, 
safe, outside clock; 10 year lease op- 
tional. Address “C., 2560,” care J C-K. 








MODERN credit jewelry, nine year lease, 


established over 50 years, will be avail- 
able January or February of 1954; this 
store is within 60 miles of New York 
City ; may be purchased with stock, or as 
a store and accounts deal only; agency 
for Gorham, Hamilton, Reed & Barton, 
Zenith hearing aids, Wallace Silver, 
Franciscan china and many other top 
lines ; terms available to the right party. 


Address “C., 2403,” care J C-K. 





JEWELRY store, south Florida; large, 
modern, all lines, best location in town; 
only jewelry store in entire County; lo- 
cated in manufacturing and farming 
town with year around payrolls; reason, 
retiring; require purchase of stock at 
cost, approximately $18,000; will lease 
or sell fixtures; own building, will lease 
to suit you; extra good volume; no 
ee Address “A., 2405,” care 





FOR SALE; profitable diamond mail 
order business; a consistent money 
maker selling to retail stores; es- 
tablished in 1931; one of the larg- 
est in the Middle West; has active 
customers in 44 States; must sell 
due to ill health; wonderful oppor- 
tunity for one who knows diamond 
business and wants a well paying 
proposition. Write for details to, 


“G., 2631,” care J C-K. 





For Sale 


Tools, Equipments 





USED tools, benches, lathes, cleaning ma- 
chines, staking tools, etc. R. P. Gallen, 
220 W. Fifth St., Los Angeles 13, Calif. 





SIX floor cases (four, five foot and two, 
six foot); four, six foot wall cases; all 
fixtures brown mahogany, with lights, 
glass shelves and mirrored backs; like 
new, sacrifice price. Contact, McCormick 
Jewelers, Champaign, Ill. 





HOLLOWWARE polishing lathe, with 
dust collector, one, 16 inch spindle, one, 
seven inch spindle, two, horse power 
220-440 volt, 60 cycle alternating cur- 
rent motor; manufactured by Astle 
Company, Providence. Schwanke-Kas- 
ten Co., 331 E. Wisconsin Ave., Mil- 
waukee 2, Wis. 





Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 


vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 


ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





M. C. MAXWELL, exclusive jewelers’ 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phone 5-2920. Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. 





AUCTIONS; successfully and ethically 
conducted anywhere in the country, 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 
15. 





CASH for your store, regardless of 
amount; if you really want to sell 
now and get the highest dollar, 
write, wire or phone, R. A. Zanone 
& Co., 110-112 Madison Ave., Mem- 
phis, Tenn. Phone 5-0660. 





AMERICA’S foremost jewelry auction- 
eer; an auction service for jewelers 
who care; over three million in ac- 
tual cash results for 24 jewelers. 
Thomas J. Faussett, 52] Fleming 
St., Howell, Mich. 








(Continued on page 244) 
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BUSINESS OPPORTUNITIES—Cont. 





GORDON BROTHERS, oldest and 
largest casn buyers of compiete 
jewelry stores and surplus stocx in 
the country; established in iYU3; 
for details see our advertisement on 
page 33. 


COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade reterences. Write, 
Max Colmes, Room 333, 18 tTre- 
mont St., Boston, Mass. 


AUCTIONEER; 10 successful sales 
conducted in 1952; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
jJ- Gregory, 6748 N. Asaland Ave., 
Chicago 26, Briargate 4-7303. 











SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade rererences of tne highest 
cnaracter. Write 15-17 Maiden Lane, 
New York. Telephone Rector 2-0928. 


LOUIS LENHOFF, auctioneer, has 
conducted successful jewelry auc- 
tions all over America and Canada; 
you may have for reterence list of 
firms | have conducted auctions for 
recently. Louis Lenhott, 3010 W. 
Chicago Blvd., Detroit 6, ‘Mich. 
khone fyler 6-0439. 


IMMEDIATE cash for diamonds, watches 
(new or used), sterling, antique pieces, 
or anything of value; your whole store 
with or without fixtures; we have un- 
limited casn ior this purpose; write, 
wire or cail at our expense; references ; 
Jewelers Board of Trade; shipment held 
for your approval of payment; since 
1919. Harry Elkins & Co., 59 E. Madison 
St., Chicago 3, Ill. Randolph 6-7390. 











WILL pay cash to any established 
jeweler, doilar for dollar, for stock 
and fixtures, or will conduct auction 
sale for you and finance any neces- 
sary funds needed for a successful 
sale; our long record in conducting 
auction sales is well-known in the 
trade. Louis Colmes, 637 Scranton 
Ave., Lynbrook, N. Y. Tel.: Lyn- 
brook 3-8044. 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 


Plaza 8-2110-2111. 





I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
48 W. 48th Street, Room 1309, New 
York, N. Y. 





DO you need cash; examine our 
guaranteed sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our files 
for your inspection. Wire, write or 
telephone. Manny Silverman, of Sil- 
verman Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
Pl. 7-4693. 





WANT to sell out and still make 
money on your store; want to raise 
cash on your stock fast and still 
make 15% profit besides sales ex- 
penses; our method of conducting 
flat sales and auctions have proven 
so successful in the past that we 
don’t hesitate to say we will finance 
an auction or flat sale for you with 
no obligation on your part; Mr. 
Jeweler you have everything to gain; 
nothing to lose; references from 
satisfied jewelers upon _ request. 
Harry Schechter Sales Service, 2 W. 
47th St., New York 36, N. Y. 





AUCTIONEER V. C. Kelley; do you want 
to sell $10,000 or $100,000 worth of 
jewelry for spot cash? This is not an 
exaggeration, it is a fact! I am doing 
just that for other jewelers right along 
and your store is no different than these 
listed below: five Loftis stores, Pitts- 
burgh, Omaha, Chicago, $250,000; two 
Shaw stores, Lima, Ohio; Knoxville, 
Tennessee, $70,000; Sterling Jewelry, 
Cincinnati, Ohio, $60,000; Roberts Jew- 
elry, Springfield, Ohio, $40,000; Rogers 
Jewelry Co., Peoria, Illinois, $30,000; 
Brackin’s Jewelry, Pensacola, Florida, 
$100,000; Stewart’s Jewelry, Little Rock, 
Arkansas, $30,000; Dame & Wilson, 
Richmond, Indiana, $60,000; Chandler’s 
Jewelry, Athens, Georgia, $20,000; 
Scott & Bousquet Jewelers, Montreal 
Canada, $150,000; over a period of 25 
years Kelley Auctions have gained a 
reputation of such uniform success that 
today we maintain unrivaled leadership 
in our line of endeavor; all sales are 
conducted under my personal supervi- 
sion and with the aid of an able as- 
sociate, giving you the highest develop- 
ment of modern auctioneering and a 
mastery of salesmanship under which a 
misfit sale is impossible: now, why 
wouldn’t you be interested in a clean 
business transaction of this kind; should 
you engage my service, I will get you 
top dollar and pledge you a most suc- 
cessful sale; write or wire today. V. C. 
— 7322 N. Ridge Ave., Chicago 45, 








Wanted to Purchase 





WATCH repair shop, West Coast of Flor- 
ida, after January 1: also will do watch 
and clock trade work from that vicinity. 
Address “V., 2578,” care J C-K. 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





WISH to purchase jewelry store in East- 
ern or Southern United States; well es- 
tablished, with leading franchises, and 
wx repairs. Address “G., 2571,” care 





CASH for watches, movements, solid gold 
cases, watchmakers lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, IIl. 





OLD established jewelry store wanted by 
watchmaker, carrying leading sterling 
and watch lines, doing over $40,000; 
state full particulars, confidence re- 
spected. Address “S., 2422,” care J C-K. 





CASH for used watchmaker’s tools : 
fer retired or deceased watchmalee, 
tools; old and used watch parts rod 
movements; used Watchmaster timins 
machine. Write, Watch Shop, Penn 
Catherine Sts., Shenandoah, Pa. = 





ttt aa 

CASH for your surplus Sterling flatwa 
and hollowware ; any pattern, any png 
tity; also all makes watches: Tefen 
ences: Houston National Bank. Jack 
Greene, 402 Scanlan Bldg., Housto 
Texas. a, 





ltt aes 

WATCHES wanted; any quantity, al] 
brands; highest cash prices paid. 
we also buy surplus jewelry, rings 
and diamond jewelry, diamond 
rings, etc.; correspondence invited. 
references: The Houston National 
Bank of Houston, Texas, or Dun & 
Bradstreet, Inc. Diamond Jewelry 
Co., 219 Melrose Bldg., Houston 3 
Texas, 








WE’LL buy it: lock, stock and barre! 
or part, if you wish, providing, of 
course that it’s jewelry and belongs 
in a jewelry store; what’s more 
we'll pay cash for it without hem. 
ming and hawing; wire or write 
your proposition or call.  Ref.: 
Jewelers’ Board of Trade, Dun & 
Bradstreet, Manufacturers  Trusy 
Co., N. Y. Frank Pollak & Sons, 
since 1905, 72 Bowery, New York. 
N. Y. Phone Canal 6-2854, 








CASH in; send us your watch move. 
ments, watches, diamonds, old spec. 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and _ jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references: National] 
Bank of Commerce, Memphis, 
Tenn.: Jewelers’ Board of Trade. 
Dun & Bradstreet. Weinman’s, 
Dept. K., 108 Beale Ave., Memphis, 
Tenn. 








Watch Work, etc., for 
the Trade 








BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; prices 
on request: mail orders invited. David 
Migdal & Co., 109-B Summer S&t., Tel 
Hu 2-9547. 








QUALITY workmanship for customer 
satisfaction, watch repairing at it’s best; 
messenger service New York-New Jet 
sey. L. Pollard, 469 Elkwood Terrace, 
Englewood, N. J. Englewood 3-7041. 





SPECIALIZING in_ repairing, chrono 
graphs and all types of watches; all 
watches timed by the Watchmaster, 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 








COMPLICATED and plain watch repalt- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week's Sf- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





UNSURPASSED workmanship, watch Ms 
pairing; excellent service; Watel- 
master; largest shop downtown ae 
trade watch repairs exclusively. Ey 
Watch Co., 80 Nassau St., New York # 


TWENTY-FIVE years’ experience 2 
fine watch-repairing, chronogra 
all complicated watches; free 
polishing; Watchmaster assures 4 
curate timing; work guarantee® 
speedy service; price list upon 
quest. H. Spielman Co., 9 aiden 
Lane, New York 38, N. Y. 
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Special Order Work and 
Repairs for the Trade 





beads restrung, plain or 
Se ty prompt service; reasonable 


ie. . Mrs. Helen E. Stump, 202 State 
St 


, Shillington, Pa. 
_—_ 
APHY on gold, silver, or plati- 
ok locket miniatures our spe- 
‘alty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 
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r fits, ring stone replacements ; 
ol fhe ring we will furnish the stone 
and have it set; also Titania and Opal 
loose or mounted. Ace Lapidary_ Co., 
160-11 Hillside Ave., Jamaica, N. Y. 








MPLETE jewelry service; special or- 
‘ae repairs, assembling gold and plati- 
num rings, bracelets, watch cases, ear- 
rings; guaranteed workmanship. Nash 
Jewelry Co., 93 Nassau St., New York. 








FOR the best in jewelry engraving, next 
time try the Winter-Way; unbelievably 
better, you’ll agree; dependable, reli- 
able; prompt service when you want it. 
Albert A. Winter, 9857 S. Ridgeway 
Ave., Evergreen Park 42, IIl. 





—————— 


PEARLS and beads restrung, knotted; 
woven; rosaries repaired, refinished; 
right prices, prompt service, monthly 
billing; we specialize on mail orders; 
our business is nation-wide. Woodman’s, 
55 B Eddy St., Providence, R. I. 





STONE encrusting, engraving and 
drilling ; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge emblems encrusted and 
engraved; coats of arms; mono- 
grams and initials; military insig- 
nias, fraternal emblems; stone 
cameos up to 50 mm size; onyx 
crosses, special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St., 
New York City. 
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A NEWARK, New Jersey jewelry land- 
mark for over 50 years: this is an op- 
portunity to take over the corner loca- 
tion, the fixtures, the chrome and marble 
store front, and the profitable going 
business; the landlord and store owner 
will cooperate to get you started. Write, 

Pusch, 15 Park Circle, Short Hills, 


SRR er aa ERE URN NE 
Miscellaneous 


| ee 





WATCHMAKERS’ JOURNAL; contains 
ar le information for watchmakers 
W. Dean Go, 730°" | sample copy 
Daytona Beach, Fla. a 


ee _ 





— Study Course instruction: learn 
Winn 38 by practical method the 
or er-Way, the better, easier, faster 
1900" expert professional training since 
9857 'g ite today. Albert A. Winter, 
one Ridgeway Ave., Evergreen Park 











IN 1952 

The JEWELERS’ 
CIRCULAR-KEYSTONE 
Published More 
Classified Advertising 


Than ALL Other 
Trade Papers 
In The Jewelry Field 


Last year JC-K carried 2570 
strictly classified advertise- 
ments (no display copy). 
This is more than the next 5 


jewelry magazines combined. 


For 84 years, JC-K has been 
the jewelry trade's want ad 
leader. That is why it is so 
far ahead year after year 


in volume of advertising 


published. 
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News of Personnel 





Lowell F. Halligan, vice-president of 
sales, Hamilton Watch Co., has announced 
changes in the firm’s sales organization. 
Fred J. Boulton is now director of order 
services; he was formerly assistant di- 
rector of sales. F. R. Huehnergarth 
becomes manager of sales statistics, and 
formerly occupied the position of mer- 
chandise manager. Blake V. Dulaney 
assumes the managership of the order 
processing section. 











F.R. HUEHNERGARTH 
Hamilton 


FRED J. BOULTON 
Hamilton 





ROBERT LEWIN 
Feature Ring 


BLAKE V. DULANEY 
Hamilton 


Robert Lewin has been appointed 
mid-western representative for Feature 
Ring Co., Inc., N. Y. C., it was an- 
nounced by Henry Peterson, president. 
He is succeeding Alfred E. Stein, who 
is now sales manager of the firm. Lewin 
will headquarter at the company’s new 
Chicago office located at 55 E. Washing- 
ton St. 


Stanley Solomont, executive vice-presi- 
dent of S. E. M. Co., Inc., Boston wholesale 
jewelers, has announced that Norman 
Goldman, 23 Berkeley Drive, Hartford, 
Conn., is now representing the firm in 
Connecticut, Rhode Island and western 
Massachusetts. 


The American Silver Co. has appointed 
Arthur M. Rothman district sales en- 
gineer, Monroe Sherman, president, has 
announced. He will cover Connecticut 
and metropolitan New York and will head- 
quarter at the firm’s main office, 36-07 


Prince St., Flushing, N. Y. 
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The Flex-Let Corp. has added two new 
salesmen to its staff, it was announced 
by Jules Hochman, vice-president in charge 
of sales. Kenneth Thompson will cover 
North Dakota, South Dakota, Montana, 
Wyoming and part of Nebraska. John 
Q. Murphy will travel western Pennsy]l- 
vania and West Virginia. Thompson and 
Murphy will represent the complete line 
of Flex-Let products. 





JOHN 9. MURPHY 


Flex-Let Flex-Let 


The Emil Leichter Watch Co. has made 
three additions to its sales force, it was 
announced by Leo Nelson, vice-president 
and general manager. Nat Landau has 
been assigned the New England territory. 
Henry Ohlhausen’ will cover the 
Midwest. Alben Hagman, well known 
throughout the South, will travel the 
southern territory. Joseph Gram_ will 
continue to cover the West Coast. 








HENRY OHLHAUSEN 
Leichter 


NAT LANDAU 
Leichter 


aon! 


JOSEPH GRAM 
Leichter 





ALBEN HAGMAN 
Leichter 























KENNETH MATTSON 
W adsworth-Hadley 


HAROLD M. MARSH 
W adsworth-Hadley 


The Wadsworth-Hadley sales division of 
the Elgin National Watch Co. has ap. 
nounced a number of changes in its sales 
staff. Kenneth Mattson will call 9 
jewelers in upper New York State. Harold 
M. Marsh of Trenton, N. J., will cover 
northern New Jersey and eastern Pennsy}. 
vania. Forrest C. Brooks of Kansas 
City will travel Nebraska and _ westem 
Iowa. Malcolm Miller, Dallas, has heen 
assigned to northern Texas and easter 
New Mexico. All the above salesmen 
will be district representatives for the 


Wadsworth-Hadley line. 





MALCOLM MILLER 
W adsworth-Hadley 


FORREST C. BROOKS 
Wadsworth-Hadley 


Herschede Hall Clock Co., Cincinnati, 
Ohio, has announced that Clinton E. 
Dickson is the new salesman covering 


the firm’s eastern territory from Maine 
to Maryland. 
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CLINTON E. SEYMOUR 
DICKSON ROSENBERG 
Herschede |, Kassoy 


Seymour Rosenberg has been named 
general manager for I. Kassoy, Inc, 
West 45th St., N. Y. 36, N. Y. distrib 
utors of diamond supplies and jewelers 
instruments. 
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The Gay Deceiver 

The other day at luncheon we were discussing with a 
manufacturer, and a salesman for another jewelry con- 
cern, a current condition in the trade which we all 
agreed was potentially dangerous. 

Upon arriving at our desk, another and different ques- 
tion presented itself, requiring that we refer back through 
some JC-K issues of 15 years ago. 

In leafing through a September, 1937, copy we ran 
across a brief, signed message from the publisher which 
we quote: 

“The welfare of the jewelry industry demands an in- 
telligent consumer credit policy to head off another credit 
ice jam. Competition in credit terms undermines the 
merchant’s economic position and in the end can only 
consume the consumer. Let’s have fair competition in 
merchandise and in service—but no competition in credit 
terms.” 

The connection between this expression and our lunch- 
eon conversation was striking. 

For, though we had not been discussing the extension 
of credit to consumers we had been considering the 
dangerous aspects of manufacturers inducing their mer- 
chandise into the stocks of retailers by means of inordi- 
nately long credit terms. 

This, to again quote our publisher, “can undermine 
the merchant’s economic position and in the end can only 
tend to consume the consumer.” (In today’s case, the 
jeweler. ) 

For, the acceptance by the retailer of too lengthy lines 
of credit is a practice likely to lead the merchant away 
from the truth; away from the truth in every department 
in his business. 

First, it can warp his judgment in purchasing. He is 
likely to buy on the basis of terms and not on the value 
or salability of the line. He is likely to overbuy in one 
line. Therefore, he may be unable to buy others and leave 
himself short of a wide selection in a variety of lines. 
Thus, he will hamper his sales efforts with a poorly bal- 
anced stock. 

Second, extremely long credit terms are likely to dis- 
tort the retailers’ reasoning in deciding upon plans for 
merchandising. With an unbalanced stock the merchant 
is inclined to push lines in which he is heavy, regardless 
of the demands of his consumers. Successful merchan- 
dising is predicated upon satisfying the existing desires 
of the customer—not on the wishes of the merchant. Any- 
thing which tends to becloud this fact is inclined to lead 
the jeweler away from the truth and away from selling 
efficiency. 
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Third, inasmuch as most jewelers do not have elabp. 
rate accounting systems, there is the danger that their 
acceptance of long credit terms will create a false Picture 
of the stability of their businesses. For, today operating 
expenses are creeping up while sales are not expanding 
in proportion. Therefore, the profit margin is being 
squeezed and the net profits of many businesses are being 
reduced dangerously. Anything which tends to obscure 
the truth of this picture when it exists, is . potentially 
dangerous. The acceptance of overly long credit terms 
can do just that. 

Now there is, of course, no objection to the retailers’ 
use of outside money in the form of longer-than-usual 
terms in credit. 

But, in using this credit the jeweler must remember 
that it is actually money; money which must be paid back 
on some specific date. It isn’t the retailer’s money any. 
more than the cash he has put aside for excise tax pay. 
ments. 

So, as the terms in the jewelry industry tend toward 
lengthening while the profits of the jeweler tend to con- 
tract, it beehoves the merchant to be sure that his favor. 
able cash position is not an illusion created by unusually 
long credit terms. 

As a result of the great prosperity during the past 10 
years some jewelers have personally increased their level 
of living to the point where they maintain a standard 
that represents maximum luxury in relation to the in- 
comes from their businesses. Any slowdown in busines 
volume could cause these retailers embarrassment. In 
such cases the temptations of longer and still further er 
tended credit terms could spell disaster. | 

Now this isn’t a pressing current problem, nor is 
widespread. But it is sufficiently extended to represent & 
trend that is potentially dangerous. 

We feel it deserves this note of caution to manufactur 
ers, to wholesalers and to retailers. We present it in the 
form of a repetition of our publisher’s admonition to iit 
jewelers of 1937—“Competition in credit terms under 
mines the merchant’s economic position. Let’s have fai 
competition in merchandise and in service—but no com 
petition in terms of credit.” : 
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Really worth shooting for! 





Industry. figures show that 6% of all the people whe buy 
{latnrore Duy. SILVERPLATE. Sts a mighty big. rnoeete 


Qmwmwwitiove you WOW... 1847 ROGERS BROS. 


“1847” PROFITMAKER OF THE MONTH! 
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1847 ROGERS BROS. 


The top-quality line 
with the top-profit margin! 


Snack Set Special in all patterns. Regular $5.50 retail value A product of The International Silver Company 
uN $9.95 retail in gift box! Includes snack server, snack 
ork, crystal relish dish. Sure traffic and sales builder! 








Tune in! Tie in! 1847 Rogers Bros. NEW TV show ‘‘My Favorite Husband,” selling for you over CBS-TV stations. 











*% Big 20” tray (including handles) 

* Rich glowing silverplated finish! 

* Elegant embossed design! 

* Magnificent detail! 

* Blends with'modern or traditional settings! 

* Perfect for dinner, parties, late evening serving! 





7§ 


only retail 


Federal Tax on Tray Only 

19 teqepoene S egtey Cortes YOU MAKE YOUR REGULAR MARK-UP! 
8 soup spoons 2 serving spoons \ 
8 knives 1 butter knife 
8 forks 1 sugar spoon 






55-piece service for 8 includes: 


It’s the most ‘exciting gift idea ever—a special 
PLUS—o grevy tadiel Gold moot forts you can offer your customers for every big day 


Pierced serving spoon | they re planning. 


Available in all 5 popular Community patterns. You sell this handsome Community Servite 


oe ee for 8 at regular price . . . you give this elegatt 
silverplated tray. It’s a gift your customers a 
remember came from your store. 





Introduced to the biggest magne audi- 
ence in the world. 


24 million readers will see this dramatic full page 

in the November 9th issue of LIFE. That it 

DISPLAY CARDS! cludes everyone with a bride in mind, everyollt 
NEWSPAPER MATS! gift shopping for mothers, sisters, aunts is a 


eoltl bad Maitel a). prospective customer for this holiday gift “— 


CLIP THIS AD WHEN LIFE COMES OUT.) 0 Ja 


Display. it in your window...on your counter. 


Show it to all’ your silverware customers. 


*TRADE-MARK OF ONEIDA LTD. 







